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Abstract: The constant development of consumer awareness regarding sustainable development
has spread to food markets. Decisions related to food consumption are increasingly becoming,
for consumers, an opportunity to demonstrate a specific value system, contesting mass and globally
distributed food. Local products began to appreciate local produce, which is the opposite of
mass production. Local food is gaining popularity, being perceived as healthier, unprocessed,
and containing fewer preservative compounds, while also requiring fewer natural resources, leading
to a lower environmental footprint. The phenomenon of shopping virtualization has also been
growing in strength lately, especially among food consumers. Although Polish food e-commerce
is still relatively undeveloped, online food sales have been the fastest growing category of Internet
sales. According to experts, by 2026, nearly 40% of all products globally will be sold online. The main
purpose of this article was to identify the behavior of Polish consumers shopping online for local food
products and to identify barriers to purchase. Our findings were then used to determine development
opportunities for this form of trade in relation to local food in the light of new legislative solutions
currently in force in Poland. As part of the research procedure, an extensive literature review was
carried out. In addition, some of the research findings were cited regarding consumer behavior in the
local food market, conducted on a population of 1067 respondents. The study showed that Polish
e-consumers of local products are usually aged 30–40, well-educated, and are in a good financial
situation. Respondents pointed to high prices as the main barrier to buying local products via the
Internet, a drawback which may be remedied to some extent by the recently adopted legislative
solutions falling under the scope of what is termed in Poland as agricultural retail trade as well as by
the promotion of short supply chains such as the Polska Smakuje initiative.

Keywords: consumer behavior; support for farmers; sustainable development; well-being of
local producers

1. Introduction

Food products in Poland are sold mainly through traditional distribution channels, with online
sales accounting for approximately 1% of the total value. It should nevertheless be emphasized
that online food sales are the fastest growing category of shopping via the Internet. According to
experts, by 2026, nearly 40% of all products globally will be sold online. In Poland, this share
currently stands at just 7%. The online channel has seen a much more pronounced dynamic in other
countries—the latest International Recruiting Center (IRC) Agency report showed that online sales in
the fast-moving consumer goods (FMCG) segment in Italy and Spain are even recording a double-digit
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growth by 42% and 29%, respectively. According to the report, in the next five years, the online sales of
FMCG will increase by 54%. Similar conclusions follow from the Nielsen report [1] whose authors
indicate that global online sales for FMCG are growing four times faster than offline sales, and a
substantial e-commerce growth in the FMCG sector is forecast in European markets for the coming
years. This dynamic growth is expected in light of growing professional activity, the increase in the role
of leisure, growing congestion, and also the growing popularity of the convenience trend. In Poland,
one factor that triggering the development of online food distribution channels on the side of food
producers may be the appearance of regulations for managing agricultural retail trade (abbreviated
as RHD in Polish). Consumers also turn to the online channel when looking for something specific
and that includes local products bearing certificates and labels attesting their high quality. There are
also such elements as uniqueness, specific origin, or the use of traditional production methods in
their elaboration according to relevant culinary heritage (recipes passed down from generation to
generation) [2,3].

The main purpose of this article is to identify the behavior of Polish consumers when shopping
online for local food products and to identify purchase barriers. The segment of e-consumers of local
products (ELP) is relatively small, but it is promising. Current trends in food markets show that
educated consumers have emerged who prefer high-quality, tasty food obtained as per the principles of
sustainable development. Legislative solutions implemented in Poland in the field of agricultural retail
development have improved consumer access to products in this segment, which can significantly
boost sales of local products via the Internet, making the undertaking of this research topic all the more
justified from both the cognitive and the applied perspective.

Research questions:
RQ1: Are there similarities between ELP and the total sample in terms of selected criteria such as

age, share of local products in total food purchases, and willingness to pay?
RQ2: What is the importance of selected features of food products to respondents representing

consumers using web applications compared to other consumers?
RQ3: What are the criteria for evaluating the authenticity of local food among customers buying

food online and offline?
RQ4: What are the reasons for buying local food online?
RQ5: What are the barriers to buying local products as viewed by e-consumers?
This article explores a segment that can be considered both niche and forward-looking, the latter

evidenced by the purchase of local food products on online platforms such as the already mentioned
“Polska Smakuje”, launched by the Polish National Center for Agricultural Support.

Statistica 13 PL (StatSoft Inc., Tulsa, OK, USA) software was used for statistical analyses. It included:
Descriptive Statistics, Discrimination Analysis, Regression Analysis, and T-Test. Prior to the analysis,
multivariate normality was tested, checking each variable for distribution normality. It was assumed
that the variance matrices of the variables were homogeneous in groups. Statistically significant
differences were determined for the mean, whose probability of randomness was lower than p < 0.05.

2. Theory and Background

2.1. Changes in the Behavior of Polish Consumers in the Food Market

The economic and social development of economies, and with them constant structural and
technological advances in the environment, have a significant impact on the evolution of consumer
attitudes and behavior in the food market. The growing diversity of consumers’ expectations towards
food results is, on the one hand, from consumer contacts with other cultures and, on the other
hand, from the pursuit of their own cultural values and national identity [4]. Food consumption is
increasingly intertwined with various lifestyles, meaning that different, sometimes strongly diverging,
images and expectations are projected onto food products [5]. A study by the consulting company
Roland Berger reports that changes in the behavior of Polish consumers are primarily a consequence
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of a fast lifestyle, the creation of a new family model, and increased product awareness. Fast-food,
slow-food, conventional, ecological, food additives, and genetic modifications are the terms of a new
life philosophy [6]. A fast lifestyle is a response to increasing employment, an increasing amount of
time spent at work, and an increasing range of leisure opportunities. This all means that the consumer
has less and less time to make purchases. Single-person households have given rise to a new family
model, while the ubiquitous availability of the Internet has prompted a growing awareness among
consumers about the goods and services they can use. In addition to product awareness, the authors
of the report also point to the growing consumer purchasing awareness regarding the very place
of purchase. The demand for premium products is on the rise due to people’s increased focus on
health [7]. When choosing food products, the consumers increasingly take into account the principles
of rational nutrition and their expectations towards food growth, with their behavior reflecting their
desire to stay healthy or regain health, improve life quality, or maintain/reduce weight [8]. Decisions
related to food consumption are increasingly becoming an opportunity for consumers to demonstrate
a specific value system, contesting mass and globally distributed food. Consumers are becoming
more aware and feel a greater sense of responsibility for the state of the natural environment in
relation to daily behavior within the confines of their local community. Products seen as natural
or local are perceived as ecological enough to influence the purchasing decision [9]. Sustainable
consumption is thus gaining traction in the food market, and it is aimed at finding an optimal level of
consumption that allows for meeting basic needs and enjoying a high quality of life while minimizing
the exploitation of natural resources and leaving a smaller environmental footprint. Therefore,
the present and future generations strive and will continue to strive towards maintaining a balance
between economic, human, and natural capital [10–12]. Sustainable consumption is overall determined
by three principles: economic, ecological, and social rationality [13]. Aspects such as health, consumer
patriotism, and ecology are becoming important, too. Interestingly enough, these developments go
hand in hand with a decline in consumer trust in the food market. According to the 2015 Edelman
Trust Barometer, trust in the food industry has been systematically on the downfall, dropping to
57.5% in 2015. The largest decrease in trust was reported in the Netherlands (from 65% down to 59%).
This is probably due to food fraud and incidents related to food safety at various stages of the food
supply chain. Unlike most European Union (EU) countries, Poland saw the largest increase in trust
(by 9%, from 42% up to 51%) during the period 2014–2015 [14]. The future growth of food markets
depends, to a large extent, on the ability of the food industry to regain consumer trust and establish
new institutional solutions that will guarantee food quality in a credible way [5]. This has led many
consumers to become interested in traditional and regional food, with these products providing an
alternative to industrial food. Consumers from farm households (in which someone was raised on a
farm, or had parents who were raised on a farm) had a preference for locally grown food and were
willing to pay a price premium for it [15]. Limiting the quantity of consumption in favor of its quality
has underpinned the emergence of the slow food movement, promoting peaceful and rush-free food
consumption [16]. Advocates of this movement point to the importance of product origin and the
possibility of treating cooking as a ritual that strengthens family bonds, preparing meals according to
accepted recipes [17]. This is, of course, the opposite of popular fast food. However, not every buyer
can afford to live in harmony with slow food, given that these products tend to come with a higher price
tag. Another phenomenon that has been on the rise is home-centeredness, understood as the transfer
of consumption from external establishments to the home, which is where needs are now met [18].
The combination of this type of behavior with modern technology inevitably leads to online purchases.
Virtualization of purchases is gaining more and more recognition among consumers and retailers,
which is a consequence of the growing popularity of the Internet, limited time resources, and simply
the convenience of this form of shopping. Sellers primarily gain increased market penetration [19].
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2.2. The Consumer Towards Local, Regional and Traditional Food Products

The health attitudes are conducive to the growing interest in local, traditional, and regional
food—a category that is difficult to define due to the fact that it tends to be understood broadly and in
many different ways. In this article, attention is focused on local food and, hence, further considerations
will not go beyond that topic area. Local food comprises products that residents of a region identify
with and that remind them of a place that—from their local perspective—is common and ordinary.
Such local products are obtained in a non-industrial, non-mass, and environmentally-friendly way.
They are produced by local farmers from local raw materials using, to that end, local methods. They are
also burdened with smaller transportation costs and have a positive impact on the environment,
being at the same time both special and specific to people from outside the region [20]. It is worth
emphasizing that, thanks to the development of the local food sector, local economies have sprung
up, the carbon footprint of food distribution has been reduced, households’ food security has risen,
people with low incomes have gained access to good food and a healthy diet, small-sized enterprises
have been supported, and small farms have become more profitable [4,21,22]. Consumers most often
interpret the term “local food” in the context of a distance traveled by food during transportation
from the place of its production to the place of its sale [23,24], or with reference to administrative
boundaries such as states, provinces, or voivodships [25]. However, it should be stressed that the
terms “local production” and “local food” primarily indicate to consumers a specific combination of
attributes related to the product such as “freshness” and the socio-economic environment that benefits
from the development of such concepts of food production and distribution [26]. Consumers often
associate local products with either selling or sharing food with their neighbors and members of the
local community. The term “local food” also brings to consumers’ mind a specific emotional context
and the idea of building social relations.

From the consumer’s perspective, local products stand out because of their unique taste values,
which are a combination of specific characteristics of raw materials, processing, and origin that in turn
determine the authenticity of this food category [4]. Local food is perceived as healthier, unprocessed,
and containing fewer preservatives. At this point, it might be worth drawing attention to the fact
that consumers view food produced with a significant interference of processing as carrying a higher
level of risk. Similarly, they are skeptical about the packaging of food products involving the use
of modern technologies [27]. While new food technologies do indeed enable innovation in the food
sector, not all technologies are equally embraced by consumers. Some may be a reason for concern
among certain consumer groups who are skeptical about new solutions. Food technologies such
as nanotechnology have great potential for generating radically new food products, as does gene
technology, but, overall, they are not well received in Europe [28]. Some consumers express their
confidence in natural, unprocessed food products [29]. A study by P. Tenbült et al. [30] points out
that consumers coming across two products of identical chemical composition—one natural and the
other artificial/genetically modified—will choose the natural product. Buyers perceive food additives
differently, e.g., acceptance of functional food is to a large extent determined by the type of additional
ingredients and their origin, and whether they are natural or artificial [31]. As already highlighted, the
attribute of local products is their quality, interpreted as freshness and naturalness. Food-consumption
decisions are increasingly becoming an opportunity to demonstrate a specific system of values, or to
challenge mass and globally distributed food products. By extension, consumers are becoming more
and more aware of—and responsible for—the natural environment, especially concerning everyday
behavior related to their functioning in the local community. Furthermore, food origin is becoming the
leading purchase criterion [32]. Local origin, or locality, is a complex food attribute, being the sum of
sub-attributes such as freshness, seasonality, naturalness, and territoriality. Local food products are
opted for because consumers believe they include one or more of these sub-attributes [33].

Local food brings benefits, not only to consumers, but also to producers. First of all, production
of this type of food supports the local farming community and small businesses, forging a sense of
trust between producers and consumers. It is an expression of striving for fair remuneration arising
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from the effort to preserve a regional landscape and identity. Supporting local economies is one of the
reasons why consumers choose local food products. In their view, the production and distribution of
food products referred to as “local” contributes to the development of rural areas and responds to
their self-imposed need to support the local economy. The development of local food distribution can
become an important element of a region’s promotion, help create jobs, and therefore, in a tangible
way, support the development of local economies [2,34].

Food from local production is part of the concept of sustainable consumption, contributes to the
reduction of environmental costs related to food distribution, and paves the way for dialogue between
producers and consumers, thereby supporting the development of local communities. This indicates
the legitimacy of further development and promotion of such food distribution concepts in Poland,
given their potential to support regional development while staying true to the principles of sustainable
development in the environmental, social, and economic dimension [2,34,35].

Buyers of local and regional food are guided by the unique taste and aroma as well as by the high
quality, which is due to the use of age-old recipes [36]. The local product has a heavy impact on the
consumer’s mentality, at least as powerful as that of an ecologically certified product [9]. The main
reason for shopping for traditional and regional foods with Protected Geographical Indication (PGI),
Protected Designation of Origin (PDO), and Traditional Specialty Guaranteed (TSG) labels is the
guarantee of the product origin [37]. Products perceived as natural, local, or traditional are perceived
as ecological enough to influence the purchasing decision. Perceived benefits of local foods are rather
similar to those of organic products, including aspects of taste, food safety, animal welfare, and reduced
environmental impacts [38]. The consumers in Poland obtained information on regional food products
from their friends or family and from television, the Internet, and regional fairs. The problem is the low
number of possibilities for buying regional products. Television and the Internet have great potential to
educate consumers [21]. Zakowska-Biemans, together with their team, proved that 78% of respondents
admitted they bought this food. The unquestionable majority of respondents perceive it in a positive
way and its taste qualities are of special significance. The respondents declared that they liked trying
products characteristic of a given region, because their taste and smell suited them. They are certain
of nutritional values of local food and its positive impact on their health [27]. Researcher P. Bryła
has identified the variable of impact on consumer behavior on the regional food market, covered
by the importance of brand and retailer trust on the food market and the role of quality signs in
regional food purchases. The regional product provides a relative assurance of authenticity guaranteed
by an independent authority. Polish consumers prefer buying regional products in shops owned
by producers, rather than large distribution networks, and have attitudes of national ethnocentrism
regarding the regional food market [39]. Among factors restricting the purchase decision, the following
were named: lack of knowledge of such products, lack of information on place of distribution,
and insufficient knowledge of the markings of this products [27]. Research on Romanian consumers
suggests that the idea of organic products is the subject of a mental projection that regulates itself,
especially in the symbolic system of healthy living [9]. Research of Czech scientists shows that the
origin of food plays an important role in consumer purchase decision-making [40]. At the level of
purchase decision, this product is a projection determined by the knowledge level, culture, tradition,
and emotional landscape of the consumer [6]. Kalabova, together with their team, proved that there
was no association between the following variables—levels of preferences and gender or the size of
the town of residence of the respondents. He identified a moderately strong degree of association
between the selected values of the traditional and regional foods and respondents’ occupation, age,
and education [40]. Brown proved that the attitude towards local food is dependent on the place of
origin of the respondents.

2.3. Food E-Commerce in Poland

The e-commerce market in Poland is growing at an annual rate of 18% and is expected to break
the PLN (polish national currency) 47 billion mark by the end of this year. Equally dynamic is the
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growth in the percentage of online consumers in Poland. In 2019, as many as 62% of Internet users
purchased things online—compared to 56% in 2018 and 54% in 2017. A slightly slower increase in
Internet users—currently at 26%—was recorded for shopping in foreign stores (against 23% in 2018
and 16% in 2017). One in five Polish consumers (22%) has at some point bought food products online,
while another 27% are planning such a purchase in the future. In the last quarter of 2018, 37% of Poles
made a purchase online [41]. Items most often purchased online include: clothing, electronic equipment,
footwear, toys, children’s accessories, and automotive products [42,43]. However, with regard to food,
Polish e-commerce still has a long way to go, meaning there is a slow but consistent increase in the
number of customers buying food online. Moreover, consumers who have been satisfied with an earlier
purchase are willing to shop for food online again [44,45]. Online shopping is more often declared
by women (27% compared to 16% among men) and by people with higher education (31%) [46].
Both demand and supply stand behind the development of e-commerce. An important determinant
here is progress in the area of information and telecommunication technologies. In 2018, 84.2% of Polish
households had access to the Internet—up 2.3 percentage points from 2018 and 8.4 percentage points
from 2015. In annual terms, the share of households using the Internet via broadband connection
increased by 1.7 percentage points. In 2018, the share of Internet users was 77.5%; i.e., 1.6 percentage
points more than in the previous year of which regular users (accessing the worldwide web at least
once a week) was 74.8%; i.e., 2.1 percentage points more than in 2017 [47]. Other elements that are
barriers to e-commerce development are additional shipping charges, lack of physical interaction with
the product, and the time of order fulfillment. The most important advantages of online shopping
are convenience and saving time, while the most significant disadvantages for consumers involve
the risk of incorrectly valuating some products and apprehension about the selection and handling
of perishables such as vegetables, eggs, and meat products [48]. Customers express concerns about
the quality of such products and their price. Reluctance to buy food online is not necessarily due to
the specificity of the food product itself. One can still occasionally come across stores offering fresh
products, which are usually heavily processed. Barriers to food e-commerce are in fact similar to those
found in other areas. That is to say, e-consumers are mainly concerned about the timeliness of deliveries,
the security of transactions, and whether or not the ordered goods will meet their expectations [49].

However, with regard to food, Polish e-commerce is still in diapers, despite the slow yet systematic
increase in the number of customers buying food online. According to PizzaPortal’s 2018 report, Click
and Eat on the food supply market in Poland [50], the food orders market in 2018 was approximately
PLN 6 billion and accounted for 25% of the total restaurant market turnover. Consumers satisfied
with an earlier purchase are increasingly more willing to return to this form of shopping for food [45].
On the downside, they are discouraged by additional delivery fees, lack of physical contact with the
product, and delivery time. They have concerns regarding product quality and price. Having said that,
reluctance to buy food via the Internet does not need to be due only to food specificity. One can still
occasionally come across stores offering fresh products, although these are usually highly processed.

Let us note that research into e-consumer behavior in relation to food products is also becoming
increasingly abundant in the world literature, and this subject is bound to gain even more significance
over time due to increased isolation and a sense of threat as to the safety of consumed food in reaction
to the SARS-CoV-2 coronavirus pandemic. An attempt to characterize the e-consumer of food products
was undertaken by Wang et al. [51], Kaur et al. [52], and Kooti et al. [53]. The cited studies concern
different geographical areas and different groups of food products. An analysis of the research results
to date indicates that age and gender are strongly correlated with the tendency to shop online, whereas
the available income, measured by the place of residence of individuals (i.e., in either more or less
affluent areas) is strongly linked with both the frequency of online purchases and the amount of money
spent there [54].

P. Bryły [43] made an attempt to characterize the Polish e-consumer in the organic market.
The author analyzed selected features, attitudes, and opinions of e-consumers buying organic food
online in Poland. The study showed that age, income, price factor, product appearance, and quality
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labels turned out to be statistically significant determinants of shopping behavior on the Internet
in terms of buying organic food. Higher income and quality-label drive increase the likelihood of
being an ecological e-consumer, while older age and greater importance being attached to product
appearance decrees its likelihood. Barriers to food e-commerce are similar to those found throughout
e-commerce as a whole. E-consumers have concerns about the timeliness of deliveries, the security of
transactions, and whether the goods they order will correspond to their expectations [55].

However, the frequency analysis performed in this article showed that research into Polish people’s
attitude towards local and regional products purchased online is rare. The available knowledge therefore
needs to be supplemented, especially in the face of the permanent evolution of consumer behavior
stemming from so-called civilization changes. Undertaking this research topic has not only a cognitive
but also an applied justification. Knowledge acquired in the process can prove practically useful,
with entrepreneurs being able to refer to it when developing effective marketing strategies in target
markets and growing their business overall. This knowledge will also come in handy in adapting the
existing strategies and strengthening market position to curb global competitors.

2.4. The Concept of Short Food Supply Chains

The increasing demand for local and regional products, along with changes in consumer awareness
and their desire to learn about the origin of products, are providing an impulse to create short supply
chains [56]. Short supply chains bring consumers closer to food sources and improve communication
systems between the producer and the consumer regarding the signals of product origin and quality,
potentially increasing the reintegration of agriculture towards more environmentally sustainable types
of production [5]. A short supply chain offers many alternatives for supplying local food, with the most
popular such sources being: agricultural markets, direct sales from the farm, and consumer cooperatives,
also known as food cooperatives [57]. In addition to the limited number of intermediaries, the basic
criteria for defining short supply chains are the shorter distances between producers and consumers,
as well as mutual understanding and communication between the two [58]. The development of
local food production and distribution systems is also reflected in the dissemination of the concept
of Community Supported Agriculture, in which consumers become co-responsible in financial and
organizational terms for food production on a farm [59]. Also conducive to building short supply
chains is the growing importance of e-commerce in the food products segment.

Although Polish consumers still prefer traditional shopping, the e-shopping market for food in
Poland is on the rise. Mail-order sales are convenient, and it seems that, similarly to many other EU
countries, they have a good forecast for growth. Introduced legislative solutions related to Agricultural
Retail Trade facilitate consumers’ access to good and healthy food. Agricultural retail trade is a form of
retail trade for which separate regulations in the field of supervision of official food control bodies
have been adopted in Polish law and for which certain tax preferences have been introduced. As part
of such trade, it is possible, among other things, to process and sell manufactured food products to end
consumers and, as of 1 January 2019, also to establishments conducting retail trade oriented towards
the end consumer within a limited area (direct sale to catering establishments).

The Polish National Agricultural Support Center—as part of the campaign “Polska smakuje”
(lit. “Poland tastes”)—launched the website www.polskasmakuje.pl and the mobile application of
the same name, thus creating a communication platform between food producers and consumers.
Every farmer or local food producer who is looking for potential buyers of their products can now use
the free application to that end, which allows consumers to obtain information about farms involved
in agricultural retail trade and to purchase local products according to their needs [60].

3. Materials and Methods

The study used the diagnostic survey method with an independently developed questionnaire.
The questionnaire contained three sections touching on topics such as: knowledge about local food
products, reasons (motives) for their purchase and consumption, and sociodemographic characteristics

www.polskasmakuje.pl
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of respondents. Concerning the purpose of this article, which focusses on the behavior of Polish
consumers when shopping online for local food products, only some questions from the survey
questionnaire made the cut. The questionnaire contained 20 questions regarding the subject of local
and regional products, as well as questions about the characteristics of respondents, such as: age,
gender, place of residence, and social/professional status. Only research questions about local products
are presented in this article. The questionnaire was prepared in Polish due to the research environment.
The proprietary questionnaire primarily employed five-point Likert scales containing the following
response categories: “I strongly disagree”, “I disagree”, “Neither agree nor disagree”, “I agree”,
and “I strongly agree”. In addition, the five-point rank scale with the following categories were also
used: “very important”, “important”, “slightly important”, “not very important”, “not important
at all”. We used descriptive statistics for the characteristics of our sample to describe the studied
groups. Discrimination analysis are decisions that variables distinguish (discriminate) naturally
emerging groups. Regression analysis was implemented to assess the relationships between the
processes examined. We used t-test analysis to compare the means of the two E-consumers of Local
Products (ELP) and Total Sample (TS) groups. The author’s original questionnaire was prepared
on the basis of a focus interview, and it was structured during pilot studies. Cronbach’s α-test was
used for the evaluation, with its values contained within the range (0.70–0.90), which allowed us to
positively evaluate the measurement scales in terms of internal consistency and reliability [61,62].
When determining the size of the sample, the confidence level was adopted at 0.95 and the estimated
fraction size at 0.50, while the maximum error was gauged at 0.03. The sample was representative of
Poland’s entire adult population, or approximately 31,532,048 people [63]. The size of the research
sample was set at 1067 respondents, taking into account: place of residence (village, towns up to 30,000
residents, and cities above 30,000 residents), age (from 15 to 65 years of age, with an average of 40
so that the sample structure corresponds to Poland’s general population for this range), and gender
from six different Polish regions. All six regions are represented in the research sample: central, 220;
southern, 222; eastern, 188; southwestern, 109; northwestern, 164; and northern, 164 respondents.
When designing the sample with reference to gender and place of residence, a quota sample was
proposed in which respondents were selected based on their availability until the end of the research
proceedings. In the sample, women constituted 52.3% and men 47.7% of respondents. According to
Eurostat data, 7% of Polish citizens say they shop online for local food products, a piece of data that was
also worked into the research sample. In the total sample examined, the population representing people
shopping for local products online is not very numerous, therefore caution should be exercised when
it comes to the generalization of these findings regarding the entire population. Instead, our results
should be seen as an interesting point of departure for future research. The study was conducted
by telephone (more specifically, using the computer-assisted telephone interviewing-CATI) method,
applying all the criteria outlined. The research was carried out from January to June 2019.

4. Results

According to the data obtained in this study for Poland, it was women who were more likely to
shop for local products online (in the e-consumer group, women accounted for 60% of the population,
while there were 52.3% in the entire surveyed population containing people preferring both online
local food distribution channels and traditional ones).

Significant differences were observed between buyers in stationary local food stores (market
stalls, fairs, and shops at farms selling their own produce) and the total sample due to certain
socio-demographic variables describing them. E-consumers of local products are usually younger
and more well-off, and they tend to be dwellers of large cities (84% of the sample). Not surprisingly,
e-consumers have a greater share of local products in total food consumption (understood as high-quality
products obtained in line with the principles of sustainable development expressed as caring for the
natural environment and improving the well-being of the local community and the region where they
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are produced). They are also marked by a greater willingness to pay more for local food compared to
conventional products (Table 1).

Table 1. Comparison of e-consumers of local products with the total sample by: age, share of local
products in total food purchases, and willingness to pay.

Measure
Respondents’ Age Share of Local Products in

Total Food Purchases (%) Willingness to Pay More (%)

ELP TS ELP TS ELP TS

Mean 34.89 39.78 35.98 29.16 24.57 18.59

Standard
deviation 14.75 14.77 26.85 22.16 20.46 15.20

Min. 22.00 16.00 1.00 1.00 0.00 0.00

1st quartile 29.00 28.00 10.00 10.00 7.00 5.00

Median 31.00 39.00 25.00 20.00 15.00 10.00

3rd quartile 45.50 49.00 60.00 40.00 25.00 20.00

Max. 60.00 65.00 92.00 100.00 100.00 100.00

Note: ELP—e-consumers of local products (75 respondents); TS—Total sample (1067 respondents). ELP—a group of
people who declares the purchase of local products also via the Internet. The “Polska Smakuje” application is a
platform where local products can be purchased. TS—is a total sample of people purchasing local products that has
been adapted to the socio-demographic distribution of the country.

As part of the study, respondents were asked to provide feedback on selected features of local
products available on the market through the web application and offered in traditional sales (Table 2).
Although factors such as product designation, price, or place of production ranked high in both groups
and their impact on purchasing decisions for the group preferring the traditional way of shopping was
greater, the reported differences were not statistically significant at the level of p < 0.05. Significant
differences can be observed for features such as appearance/taste, smell, and trust in the seller, while for
online shoppers, these features were less important. (Table 2).

Table 2. Comparison of e-consumers (ELP) with the rest of the sample (OR) in terms of the importance
of selected features of local products.

Selected Features
of Local Products

Mean
t-Test p-Value

ELP OR

Appearance/taste, smell 3.718 4.089 –3.437 0.001

Designation 3.728 3.770 –0.383 0.702

Price 3.574 3.766 –1.774 0.076

Place of production 3.631 3.702 –0.665 0.506

Trust in the seller 3.877 4.051 –1.822 0.000

Advertised nutritional values 3.615 3.613 0.024 0.001

Note: ELP—e-consumers of local products (75 respondents); OR—other respondents (922 respondents).

The criterion “High quality of products” as a factor in evaluating the authenticity of local
products was much more often of importance to consumers preferring the traditional way of shopping
(2.799, p < 0.001) than those who make purchases online (485, p < 0.001) (Table 3). In addition,
consumers buying products at traditional market stands and stalls identified the “Traditional and
natural way of production” as an important criterion in identifying local products. They also more
often pointed to their “Health benefits” (1.920). As far as e-consumers are concerned, the values of the
classification function reached the levels of 1.120 and 1.729, respectively. Having said that, e-consumers
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pay at the moment of purchase much more attention to the labeling of local products (0.689, p < 0.001)
than traditional consumers (0.398, p < 0.001). Both groups evaluated equally the importance of the
looks of a stand or a website where they are shopping for products. The value of the classification
function was 1.811 and 1.766 for e-consumers and traditional consumers, respectively.

Table 3. Criteria for evaluating the authenticity of local food among online shoppers compared to
consumers who prefer traditional shopping.

Evaluation Criterion

Wilks’ Lambda: 0.621
F = 35.753 p < 0.001 * Type of Consumer

Wilks’
Lambda F Value p Value ELP p = 0.517

Traditional
Consumers/OR

p = 0.483

Natural method of production 0.621 60.281 0.001 * 1.120 1.371

High product quality 0.619 35.687 0.001 * 2.485 2.799

Data included on the label 0.589 47.182 0.001 * 0.689 0.398

High health benefits of the product 0.581 17.252 0.001 * 1.729 1.920

Retailer (website/stand) 0.586 1.606 0.206 1.818 1.766

Constants 15.179 17.270

Note: Wilks’ lambda is a measure used to assess the discriminant score of the entire model, i.e., all variables present
in the model taken together, which the model will have after introducing to it a given variable. It assumes values
from 0 to 1; values close to zero point to the high discriminant score of the model. The value of the F statistic
reflects the discriminant score of a given variable. Variables are added to the model according to the F values
starting from the variable whose discriminant score is the highest. The tested hypothesis in the model of the
authenticity of local food for consumers buying online is whether a variable makes a significant contribution to the
model. ELP—e-consumers of local products (75 respondents); OR—other respondents (992 respondents). * Level of
significant difference at p < 0.05.

Table 4 contains a comparison of the importance of the selected elements of shopping online.
Respondents were asked to choose at least three elements that would make them use this shopping
channel. Analyzing the results obtained, there are differences in the importance of selected elements
for ELP and other respondents (OR).

For ELP, convenience was found to be the most important reason for buying local products
over the Internet. The ability to save time and the wide assortment offered on websites and in
mobile applications came in second and third, followed by the factors of price and flavors evoking
childhood nostalgia, which also occupy an important place in the hierarchy of reasons for buying local
products online.

For people who usually buy local products at stationary stands, convenience would also be of
great importance. In turn, “Access to unique products rarely available in traditional sales” was in
second place and “Wider range” came next. For other consumers, the least important factors in favor
of online shopping were “Managing orders on an ongoing basis”, “Affiliate program in the app”,
“Being able to correct data”, and “Home delivery” (Table 4).

The tests were statistically significant for each motive chosen by the respondent in both groups of
respondents for p < 0.05.

Attention should be drawn to the fact that selling food products online is difficult due to the
physical characteristics of a product that is easily spoiled. This requires a highly efficient and organized
mediation in physical delivery. Consumers of local products online believe that the biggest barriers
to the development of this market are (Table 5): the price one pays for the uniqueness and rarity of
the product; expiry date (which is usually shorter due to the lack of preservatives); fear of receiving
stale food, fraud on the part of sellers (inauthenticity of the product); and not being able to return
the product.
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Table 4. Ranking of validity of motives for buying local products online for ELP and OR.

Variable
Rank Mean % Share of Variable

Significance t-Test p-Value

ELP OR ELP OR ELP OR

Convenience 1 1 4.282 4.153 62.4 34.6 2.257 0.023 *

Saving time 2–3 7 4.014 3.924 35.3 20.8 2.303 <0.000 *

Wide assortment 2–3 3 4.014 4.081 35.3 29.2 1.854 0.001 *

Access to unique products rarely
available in traditional sales 4 2 3.991 4.113 34.9 30.2 2.851 <0.000 *

Sentiment-childhood nostalgia 5 4 3.983 4.056 23.8 28.2 1.034 <0.000 *

Choosing delivery date 6–8 8 3.444 3.816 20.6 19.8 1.136 0.012 *

Making purchases 24/7 6–8 9 3.444 3.755 20.6 9.8 1.082 <0.000 *

Supporting local producers 6–8 6 3.444 4.000 20.6 21.2 1.335 <0.000 *

Managing orders on an
ongoing basis 19 13 3.356 3.424 16.2 0.6 1.391 <0.000 *

Affiliate program in the app 10–12 12 3.142 3.591 14.3 0.7 1.432 <0.000 *

Being able to correct data 10–12 11 3.142 3.623 14.3 1.4 0.788 <0.000 *

Home delivery 10–12 10 3.142 3.702 14.3 2.8 1.015 <0.000 *

Note: The sum in the column regarding the percentage share exceeds 100 because consumers were asked to
indicate at least three criteria. ELP—e-consumers of local products (75 respondents); OR—other respondents
(992 respondents). * Level of significant difference at p < 0.05.

Table 5. Comparison of ELP and OR regarding the importance of selected barriers in buying
local products.

Variable
Rank Mean % Share of Variable Significance

t-Test p-Value
ELP OR ELP OR ELP OR

Price 1 1 3.574 3.766 45.6 62.9 −1.772 0.072

Availability 2 3 3.551 3.482 44.2 31.2 −0.701 0.443

Short expiry date 3 2 3.484 3.521 25.4 37.1 −0.774 0.457

Fear of receiving
stale food 4 4 3.546 3.502 20.6 20.0 1.983 0.031 *

Food-related fraud 5 6 3.254 3.023 19.0 12.3 −0.721 0.472

No returns accepted 6 5 3.144 3.101 17.4 15.8 1.024 0.282

Note: The sum in the column regarding the percentage share exceeds 100 because consumers were asked to
indicate at least three criteria. ELP—e-consumers of local products (75 respondents); OR—other respondents
(992 respondents). * Level of significant difference at p < 0.05.

If we look at the results of barriers in the OR, then consumers also paid the most attention to the
price, short expiry date, and availability of local products.

The indicated barriers were more important for ELP than for OR (obtained means were higher);
however, these differences were not statistically significant at the level of p < 0.05. The exception was
in “Fear of receiving stale food”, which was statistically significant (p = 0.03), although in the ranking
of both groups it occupies the same position.

Trade of food products in virtual space is difficult to implement in practice. Concerning the
trade of local products with unique features (which, in most cases, is also the reason why consumers
decide to buy them online in the first place), the consumer is willing to take risks deriving from
egocentric and altruistic motives. There is also a statistically significant correlation (Table 6) between
the uniqueness of local products and the propensity of consumers to shop for them online (β = 0.111;
p = <0.001). The variable determining the rarity of local products on the market was rather highly rated
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by consumers, meaning it was of great importance when making shopping decisions online. This can
be expressed mathematically as: y = 2.919 + 0.111x (where x denotes the uniqueness of local products).
Lack of a large number of intermediaries, i.e., the possibility to buy directly from the source, also has
an important role in the decision-making process of those buying local products (β = 0.181; p < 0.001).
The mathematical equation for this can be expressed as: y = 4.225 + 0.181x (where x denotes the
significance of the supply chain in the producer-consumer relationship). A strong relationship was also
observed between consumers’ knowledge of local products and the use of websites for buying purposes
(β = 0.249; p < 0.001). Overall, the higher the knowledge about the composition of raw materials,
nutritional, or health values, the higher the frequency of purchasing and thus also consumption of
local products. This can be expressed mathematically as: y = 3.863 + 0.249x (where x denotes the level
of consumer knowledge). The analysis also found no significant correlation between the willingness to
pay more for local products purchased online and signaled a weak relationship between the variables
importance to local development and purchase decision (β = 0.062; p = 0.014). The coefficient showed a
positive correlation between the variables, but it was not statistically significant. This can be represented
mathematically as: y = 2.738 + 0.062x (where x denotes the impact of awareness of supporting the
locality that the purchased product comes from when making a purchase).

Applications for purchasing food through online channels are popular and widespread among
customers who have already used this option and were satisfied with the products they received.
All participants in the study representing the sample of e-consumers recommended that other
consumers shop online and were able to list websites where it is possible to shop for local products.
Not surprisingly, respondents who are willing to pay more for local food value the ability to save time
by indicating this variable as one of the main reasons for using the Internet for shopping purposes.
In addition, the same respondents value the uniqueness of local products, which are more available on
websites than in traditional circulation.

Table 6. Linear regression analysis predicting the attitude of e-consumers of local products.

Variable Mean β Y-Intercept
Regression Analysis

SE t Level of Significance

Product uniqueness/rarity 3.92 0.111 2.919 1.124 1.017 <0.001

Buying directly from the
manufacturer 3.57 0.181 4.225 0.061 3.415 <0.001

Knowledge about
product/composition/health values 3.62 0.249 3.863 0.865 5.115 <0.001

Willingness to pay more 3.57 –0.148 3.327 1.070 –1.427 0.154

Importance to local development 3.44 0.062 2.738 1.118 0.568 0.014

5. Discussion

The Nielsen report [1] shows that recent economic growth, improved employment prospects,
and higher incomes are the propellers of sustainable consumption growth in Poland. Nielsen estimates
that Poland’s share in total FMCG sales (below 1% in 2017) will increase to 1.9% (USD 637 million) in
2022. Thanks to the legislative facilitation of direct sales of (local) food from farmers through the “Polska
smakuje” application, the following findings confirm that Poland is a country where online trade of local
products can potentially experience dynamic development. This bodes very well for the development
of this distribution channel. In the study discussed in this paper, it was found that e-consumers of
local products usually fall within the age range of 30–40; i.e., they are at the stage of life when they
have a stable financial situation and can afford to spend more on food products, paying attention
not only to the price factor, but also to the social, ecological, and health aspect. These consumers are
often young parents, and their interest in local products is an expression of their concern for their
children. Similar conclusions were presented in a study by Grzybowska-Brzezińska and Rudzewicz [64],
who argue that “online food buyers are usually young, well-educated, and in good financial condition”.
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South American researchers Hidalgo-Milpa et al. [65] and Espejel-Blanco et al. [66] found that it is
women who most often buy local products in an attempt to care for the wellbeing of their immediate
family. One of the factors that makes them choose the online channel is the ability to save time.
In another study, Götze et al. [67] found that Swiss consumers also expressed their preference for local
products that are more expensive (in relation to the aspect of supporting local producers). The ability
to save time when making purchases online is appreciated by all participants who engage in such
transactions. The development of online food commerce is of great importance, especially in remote
areas that consumers cannot physically reach—the solution, then, is to buy online. It should be
emphasized that the promotion of short supply chains for local products, an example of which is
agricultural trade via the Internet (and the platform “Polska smakuje” in Poland) contributes to the
diversification of employment in rural areas by creating non-agricultural sources of subsistence in the
countryside and increases the income of agricultural producers. According to Bodini and Zanoli [68],
the success factors of food e-commerce should include navigation efficiency and the accuracy of content
and information included on an online platform.

In a study conducted in Spain by Fernández-Ferrína et al., [69], research questions were confirmed
that there is a correlation between motives that the Spanish researchers termed as ethnocentric in
consumers and a tendency to buy local products. Tradition combined with the geographical origin
of a product is a strong element of local identity [70], which may lead consumers to at least try and
then continue to buy local products, thus supporting local development and improving the financial
situation of the local population. In this study, the hypothesis proposed by the Spanish researchers
about the existence of a relationship between these variables was confirmed. However, if a purchase
is made online and not on a traditional market (physical stands, stalls, fairs, etc.), then the factor of
importance to local development does not reveal a strong relationship between these variables.

In the opinion of consumers, the advantages of online shopping for groceries include convenience,
better assortment, and price, while the disadvantages relate to the risk of receiving inferior food
products and losing the recreational aspect of grocery shopping [71,72].

Packaging could be considered as a barrier to purchasing [73]. The packaging contains all
information related to “security”, “traceability”, and “brand”. Properly selected packaging should
positively influence consumer purchasing decisions [74].

The quality policy implemented in the EU also gives consumers confidence that they are buying
food of very high quality, obtained through unique and traditional methods of production. Due to the
large variety of products available on the market, consumers also expect clear and comprehensive
information regarding the quality and origin of an agricultural product or foodstuff. Buying directly
from the producer, they are sure to receive a high-quality product obtained in accordance with EU
standards. Identification and selection of individual products is further facilitated by geographical
indications, designations of origin, and guaranteed traditional specialties [52].

According to Markuszewska et al. [58], authors of a report commissioned by the European
Commission, the shorter the supply chain, the easier it is to retain and communicate the authenticity
and originality of a food product. The European Committee of the Regions [75] called on Member
States to outline local food development goals in their own rural development strategies and on the
European Commission to accept the definition of local food systems and local food products as well as
to introduce new labels and develop common symbols and identification systems for local products.
One of the recommendations is that definitions are clear and simple, so as to avoid complicated
registration and control procedures. A report from the European Commission [76] indicates that the
concept of local food systems suggests that food production, trade, and consumption take place within
a relatively small geographical area.

6. Conclusions

The completed research and literature analysis make it possible to separate the following
conclusions and practical implications:
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The consumer is aware of the fact that local products that are not mass products are, by default,
more expensive and that buying at the source, bypassing intermediaries through a short supply
chain (Internet), directly supports regional development. From the regional economy’s point of view,
the development of local food systems and short supply chains are essential due to the economic,
environmental, and social benefits that they come with. Further expansion of local food systems
requires commitment and partnership between public and private sector entities.

E-consumers consider the higher price, lower availability, and short shelf time as the biggest
barriers to the development of local online trade. There is also fear that products delivered will not
be fresh, and there is also a fear of unreliable sellers. Partial elimination of these barriers can occur
through the implementation of appropriate legislative solutions. From a practical point of view, it is
important to support small food producers, as reflected in the adoption on 1 January 2019 of legislative
solutions enabling the construction of short supply chains as part of agricultural retail trade, enabling
them to benefit from the support offered under financial instruments, which may help reduce their
prices and contribute to their greater availability.

Awareness arising from the supporting of local producers was among the ten motives for choosing
local products. The possibility of buying local products through online platforms supported by the
Polish Ministry of Agriculture and Rural Development should be promoted in the media, given that
nearly 85% of households in Poland currently have access to the Internet.

A well-designed website in the food trade builds trust in the online distribution channel of food
products, which can contribute to an increase in the consumption of products purchased this way.
A technical support team should be established to support this sales channel.
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