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" Marketers should position local involvement as
conducive to community and personal gain. Helping the

economy and supporting patriotic sentiments are leading
drivers of living local, but it is unlikely completely selfless.

Those who can meet both personal and altruistic goals
through community activism are likely to give it more

value. ”

– Gretchen Grabowski, Travel & Leisure Analyst

In this report we answer the key questions:

• What motivates consumers to live local?
• Are local enthusiasts in search of status?
• What are the costs of living local?

Most Americans engage in their local areas in some way, and there is a wide range in the ways in which
they can do so. As consumers look for ways to support their local economies, give back to their
communities, and even promote their own self-improvement, opportunities to purchase local goods and
participate in local activities become increasingly viable options for activism.

This report aims to identify how often consumers think about buying local as opposed to buying from
chains or big box retailers and nationally available products, how they are likely to make such
purchases, and what their motivations are for doing so. It also explores the types of community
activities in which consumers typically become involved, and why. General attitudes toward living local
are also discussed, as are factors that would encourage consumers to do more for their local areas.

The report will build on findings from Local Procurement—U.S., February 2009 . Other relevant reports
include Marketing to the Green Consumer—U.S., March 2013, Attitudes Toward Corporate Social
Responsibility—U.S., September 2012 , Marketing to the Green Consumer—U.S., April 2012 ,
Foodservice Green and Sustainability Initiatives—U.S., September 2011 , Cause Marketing—U.S.,
August 2011 , Green Marketing—U.S., April 2011 , Green Living—U.S., February 2011 , and Attitudes
Toward Social Responsibility—U.S., September 2010 .
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Figure 49: Opinions about local goods, services, and activities, by age, December 2012-January 2013

Key points

Blacks more intent on finding local goods everywhere
Figure 50: Likelihood of using various ways of purchasing local goods, by race/Hispanic origin, December 2012-January 2013

Health factors motivating more blacks, Hispanics to live local
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Figure 51: Reasons for participating in local activities, by race/Hispanic origin, December 2012-January 2013

More blacks looking to make a difference through local involvement
Figure 52: Factors that would encourage more involvement in the local community, by race/Hispanic origin, December 2012-January
2013
Figure 53: U.S. poverty rate, by race/Hispanic origin, 2011

More Hispanics want to know what local shopping will do for them
Figure 54: Opinions about local goods, services, and activities, by race/Hispanic origin, December 2012-January 2013
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Local Shoppers
Figure 55: Profile of local shopper segments, by key demographics, December 2012-January 2013

Local Activists
Figure 56: Profile of local activist segments, by key demographics, December 2012-January 2013
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Green consumers tend to live locally
Figure 57: Tendencies to buy local goods, by green consumer segments, December 2012-January 2013

Figure 58: Likelihood of using various ways of purchasing local goods, by green consumer segments, December 2012-January 2013

Figure 59: Participation in local activities, by green consumer segments, December 2012-January 2013
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Figure 61: Reasons for participating in local activities, by green consumer segments, December 2012-January 2013
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Tendencies to buy local goods
Figure 64: Tendencies to buy local goods, by gender and age, December 2012-January 2013

Figure 65: Tendencies to buy local goods, by race/Hispanic origin, December 2012-January 2013

Figure 66: Tendencies to buy local goods, by presence of children in household, December 2012-January 2013

Methods of purchasing local goods
Figure 67: Likelihood of using various ways of purchasing local goods, by gender, December 2012-January 2013

Figure 68: Likelihood of using various ways of purchasing local goods, by household size, December 2012-January 2013

Figure 69: Likelihood of using various ways of purchasing local goods, by presence of children in household, December 2012-January
2013
Figure 70: Likelihood of using various ways of purchasing local goods, by region, December 2012-January 2013

Figure 71: Likelihood of using various ways of purchasing local goods, by generation, December 2012-January 2013

Participation in local activities
Figure 72: Participation in local activities, by age, January 2013

Figure 73: Participation in local activities, by race/Hispanic origin, December 2012-January 2013

Figure 74: Participation in local activities, by marital/relationship status, December 2012-January 2013

Figure 75: Participation in local activities, by generation, December 2012-January 2013
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Reasons for buying local goods
Figure 76: Reasons for buying local goods, by household income, December 2012-January 2013

Figure 77: Reasons for buying local goods, by race/Hispanic origin, December 2012-January 2013

Figure 78: Reasons for buying local goods, by marital/relationship status, December 2012-January 2013

Reasons for participating in local activities
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Figure 81: Reasons for participating in local activities, by region, December 2012-January 2013
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Figure 82: Factors that would encourage more involvement in the local community, by gender and age, December 2012-January 2013

Figure 83: Factors that would encourage more involvement in the local community, by presence of children in household, December
2012-January 2013

Opinions about living local
Figure 84: Opinions about local goods, services, and activities, by presence of children in household, December 2012-January 2013

Figure 85: Opinions about local goods, services, and activities, by region, December 2012-January 2013

Appendix – Trade Associations
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