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THE IMPORTANCE OF THE OCCUPATIONAL FACTORS IN LOCAL FOOD CONSUMPTION BEHAVIOR 
 

Caner ÇALIŞKAN*, Çiğdem SABBAĞ** & Bekir Bora DEDEOĞLU*** 
 

____________________________________________________________________________________________Abstract 
In the context of tourism and regional development, local food consumption has become one of the popular research topics 
in recent years. Despite this importance, there are no studies specifically addressing the impact of the occupational factors 
on local food purchasing behavior, while the role of age, gender, education, income and belief in purchasing behaviors is 
among the demographic components of most of the researches. In this study, local food consumption behaviors of 
individuals from different occupations were investigated and results were evaluated from the perspectives of tourism, 
sustainability, regional identity and development. The research was conducted in Adıyaman province of Turkey, where the 
traditional production continues and the consumption of local food is widespread. As the results of the research, occupation 
have been influential on the local food purchasing behaviors of participants in the fields of housewifery, healthcare, 
agriculture and food. Moreover, the income also has been influential factor on the purchasing behavior of local food of self-
employed and workers.  
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A IMPORTÂNCIA DOS FATORES OCUPACIONAIS NO COMPORTAMENTO DE CONSUMO ALIMENTAR LOCAL 
 

____________________________________________________________________________________________Resumo 
No contexto do turismo e do desenvolvimento regional, o consumo local de alimentos tornou-se um dos tópicos de pesquisa 
mais populares nos últimos anos. Apesar desta importância, não existem estudos que abordem especificamente o impacto dos 
fatores ocupacionais no comportamento local de compra de alimentos, enquanto o papel da idade, gênero, educação, renda e 
crença nos comportamentos de compra está entre os componentes demográficos da maioria das pesquisas. Neste estudo, os 
comportamentos locais de consumo alimentar de indivíduos de diferentes profissões foram investigados e os resultados foram 
avaliados a partir das perspectivas de turismo, sustentabilidade, identidade regional e desenvolvimento. A pesquisa foi 
realizada na província Adıyaman da Turquia, onde a produção tradicional continua e o consumo de alimentos locais é 
generalizado. Conforme os resultados da pesquisa, a ocupação tem influenciado os comportamentos locais de compra de 
alimentos dos participantes nas áreas de limpeza doméstica, saúde, agricultura e alimentação. Além disso, a renda também 
tem sido um fator influente no comportamento de compra de alimentos locais de trabalhadores autônomos e trabalhadores. 
 
Palavras chave: Turismo. Comida Local. Profissão. Comportamentos de Compra. Adıyaman. 

 
 

LA IMPORTANCIA DE LOS FACTORES OCUPACIONALES EN EL COMPORTAMIENTO DEL CONSUMO LOCAL DE 
ALIMENTOS 

 
_________________________________________________________________________________________ Resumen 

En el contexto del turismo y el desarrollo regional, el consumo local de alimentos se ha convertido en uno de los temas de 
investigación popular en los últimos años. A pesar de esta importancia, no hay estudios que aborden específicamente el 
impacto de los factores ocupacionales en el comportamiento local de compra de alimentos, mientras que el papel de la edad, el 
género, la educación, los ingresos y la creencia en los comportamientos de compra se encuentran entre los componentes 
demográficos de la mayoría de las investigaciones. En este estudio, se investigaron los comportamientos locales de consumo 
de alimentos de individuos de diferentes profesiones y se evaluaron los resultados desde las perspectivas del turismo, la 
sostenibilidad, la identidad regional y el desarrollo. La investigación se llevó a cabo en la provincia de Adiyaman, Turquía, 
donde continúa la producción tradicional y el consumo de alimentos locales es generalizado. Como resultado de la 
investigación, la ocupación ha sido influyente en los comportamientos locales de compra de alimentos de los participantes en 
los campos de la ama de casa, la salud, la agricultura y la alimentación. Además, los ingresos también han sido un factor 
influyente en el comportamiento de compra de los alimentos locales de los trabajadores por cuenta propia y los trabajadores. 
 
Palabras clave: Turismo. Comida local. Profesión. Comportamientos de compra. Adiyaman.
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1 INTRODUCTION 
 

Formation of an increasing awareness 
concerning the environment and health issues in 
last two decades aroused a deep curiosity in the 
consumers on the production techniques of the 
foods and the transparency of the food chain. In 
addition to this, while the re-occurrence of the small 
sized local farms and local food selling stores reveal 
the whole picture of the food production economy 
and policies, also became the partial solution tool of 
the environmental, social and economic concerns 
(Autio, Collins, Wahlen, & Anttila, 2013). It is 
important that the local food consumption being the 
agenda of the popular media is a global conclusion 
of the "glocal" food act being conducted at the 
"global" level.  

Numerous books, magazines, TV programs, 
and newspaper articles seem to give this trend a 
direction in particular. As a matter of fact, from the 
recent times to today, dozens of books on local 
dietary lists and human histories that have spent 
years on these diets continue to be on the shelves 
(Byker, Rose, & Serrano, 2010).  

On the other hand, it can be said that the 
increase in the tendency towards local food leads to 
the rediscovery of local production, natural life and 
local markets. Thus, it can be considered that local 
food has an important meaning in terms of tourism, 
sustainability, regional identity and development 
(Bessiere, 1998; Sati, 2019; Sims, 2009). According 
to Everett and Aitchison (2008), in the context of 
tourism, food is a functional tool in retention and 
development of regional identity and socio-culture, 
the enhancement of environmental awareness and 
sustainability. 

The local food markets that attract attention of 
visitors from different cultures express the growing 
importance of local / cultural items on a global 
scale. Because local food is accepted as the image 
of a common identity for some regions, or even a 
sense of belonging to that region (Zepeda & Deal, 
2009).  

Similarly, the examination of local foods and 
consumption habits is also important in terms of 
questioning the place of this term on the global 
market scale (Hall, Mitchell, Sharples, Mitchell, & 
Sharples, 2004). At his point, it is known that 
variables such as marital status (Robinson & Smith, 
2002), age, socio-economics (Megicks, Memery, & 
Angell, 2012) and education (Skuras et al., 2006) 
are used from time to time to better explain and 
interpret the relationship between consumer 
attitudes and consumption behaviours (Feldmann & 
Hamm, 2015). In addition this, it is thought that 

occupation that is an another impartont factor in the 
formation of social relations and identity, as well 
provides individuals with knowledge and skills in 
specific areas (Karakuş, Onat, & Yetiş, 2018; 
Sarıkaya & Khorshid, 2009) will also have an impact 
on the local food purchasing behavior.  

There are no studies specifically addressing 
the impact of the occupational factors on local food 
purchasing behavior. It is thought that; clarify the 
varied positive or negative factors (common 
reasons, effect of the media, hygiene problems etc) 
on local food purchasing behavior can provide 
valuable contribution to evaluate tourism, regional 
sustainability and identity. 

 
2 LITERATURE REVIEW 

 
Today, local food stores are now seen side by 

side with large-scale shopping malls. In addition to 
this, the diversification of the places where food is 
sold and the forms of presentation are changing the 
reasons of consumers' preferences. These factors 
include items such as quality, safety, health, 
honesty and sustainability (Gosling, Queiroz, 
Meints, & Christino, 2017; Onozaka, Nurse, 
Choices, & 2010, 2010).  

On the other hand, consumers' reasons for 
choosing local foods can deepen according to 
different motivations and attitudes. While some 
consumers criticize the increasing amount of 
imports in the national food market, they tend to 
local food due to this reason. Through a hedonic 
approach, another group perceives local foods as 
fresher, safer and most importantly, healthier than 
imported products (Eren, Nebioğlu, & Şık, 2017; 
Feldmann & Hamm, 2015).  

In a similar meaning, today a more efficient 
food system is formed in every respect by the local 
food fact. The idea that local food is fresher, 
believing in that it contributes to the regional 
economy and creating a fairer market by rejecting 
the hegemony of the conventional food system lead 
consumers to local food (Mariola, 2008). Larson and 
Story, (2009) claim that the main drivers in food 
consumption are individual, cultural, economic and 
social factors.  

On the other hand, in the tendency to the local 
foods, the community considers flavour, tradition, 
health, safety, sustainable environment and local 
economy (Bianchi & Mortimer, 2015; Morris & 
Buller, 2003). Similarly, the most frequently 
observed attitudes in purchasing local foods are 
related to the freshness of the product, the health 
effect, the adaptation to the environment and the 
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contribution to the local economy (Feldmann & 
Hamm, 2015; Kumar & Smith, 2018). 

Along with the growing interest in the supply 
and demand side, it is discussed that there is no 
standard definition of local food in the relevant 
literature (Adams & Salois, 2010). Although the 
concept of "local" is controversial (Edwards-Jones 
et al., 2008; Onozaka et al., 2010), it appears that 
there are numerous scientific researches on local 
food-consumer perceptions and consumption trends 
(Feldmann & Hamm, 2015). While the notion that is 
commonly found in everyday language is mainly 
expressed as food produced and consumed in a 
specific place (Jones, Comfort, & Hillier, 2004), the 
full meaning is again left to the perception of the 
consumers in general (Pearson et al., 2011).  

Why, how and by whom local food is 
consumed is another important issue. According to 
Zepeda and Deal (2009), knowing the origin of the 
product and the relationship established with the 
producers are motivating factors for the people who 
are in the local food purchasing behaviour.  

The factors that consumers commonly 
associate with local foods are quality, freshness, 
flavour, nutrition, health and trust, etc. In addition, 
the perceived quality of local foods is among the 
factors affecting the consumer's purchasing 
decision (Esteves & Fernandes, 2016; Karakuş & 
Çoban, 2018). Interestingly, some consumers may 
also load social meanings to their food consumption 
preferences by constantly interacting with producers 
(Aprile, Caputo, & Nayga, 2016; Moraes & 
Emmendoerfer, 2015; Zepeda & Deal, 2009). 

 Skuras, Dimara, and Petrou, (2006) divide the 
consumers' local food purchasing decisions and 
spending behaviours into give factor groups as 
economic (income), demographic (age, gender, 
family size), social (education, origin) factors, as 
well as previous experiences and product 
knowledge.  

De Irala-Estevez (2000) similarly stated that 
factors such as education, social class, poverty, 
income, gender and region were effective in food 
consumption and also mentioned the occupation 
variable. However, Girgin (2018) found that factors 
such as occupation, income and age have 
differentiating effects on local food consumption 
motivations.  

In another study, Koç et al. (2012), it was seen 
that the rate of local food consumption varies 
according to occupations. As a result, occupational 
factors such as other socio-economic indicators and 
demographic variables are thought to be effective in 
local food consumption. 
 

3 METODOLOGY  
 

In this study, local food consumption 
behaviours of individuals from different occupations 
were investigated. The research was conducted in 
Adıyaman province located in a historic geography 
in the South East Anatolia region of Turkey. 
Adıyaman, where rural and urban life areas are 
close to each other and rural consumption habits 
are dominant, is one of the provinces where the 
traditional production continues and the 
consumption of local food is widespread.  

The data sources of the research are 
composed of individuals from different occupations 
residing in the centre of the province. In addition to 
this, it has been noted that related individuals 
routinely have a habit of consuming local food. For 
this reason, a qualitative approach has been 
adopted in the method design and it has been 
reached to the participants with snowball sampling 
method (Biernacki & Waldorf, 1981).  

With this method, it was possible to establish a 
one-to-one dialogue with data sources and to 
analyse the participants' social experiences in detail 
(Atkinson & Flint, 2001). A face-to-face interview 
technique, which provides a flexible data richness 
on the reached mass, was applied; so it was 
possible to gather in-depth information about 
participants' attitudes, behaviours and thoughts 
(Güven, 2006).  

For the identification of the occupational 
groups, two criteria were taken into consideration as 
prevalence and interest. Accordingly, occupations 
have been collected under eight groups as; self-
employed, workers, civil servants, housewives, food 
/ agriculture field, health, academicians and 
teachers. A total of 56 people as seven from each 
occupation group were interviewed.  

On the other hand, during the data collection 
process, a semi-structured interview form was used, 
in which the main boundaries were evident, but the 
data gained depth with instant questions. The 
interviews lasted between 30 minutes to 2 hours 
were made by the researchers themselves and so 
data security was provided (Yüksel & Yüksel, 2004).  

The data obtained from interviews were 
analysed in two ways. In interviews with content 
analysis, the data obtained under predetermined 
themes were coded, and expressed in frequency 
and percentage (Yıldırım & Şimşek, 2013). On the 
other hand, by means of descriptive analysis, the 
data have been appropriately expressed (Braun & 
Clarke, 2006; Kümbetoğlu, 2008; Yıldırım & Şimşek, 
2013). 
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4 ANALYSIS AND DISCUSSION 
 
4.1 Object of Study and its Context 

 
Because of local food and local food 

consumption has become one of the popular and 
important research topics in recent years, in this 
study, local food consumption behaviors of 
individuals were adressed. In this study, unlike other 
studies, local food consumption behaviors of 
individuals from different occupations were 
investigated. Results from the research were also 
evaluated from the perspectives of tourism, 
sustainability, regional identity and development. 

 
4.2 Data Description 
 

Table Findings obtained from the research were 
handled in two parts. In the first section, demographic 
data were available. In the second section, the 
findings obtained by content analysis and the 
opinions expressed by descriptive analysis method 
were included.  
 
Section I  

The demographic data belonging to 56 
participants interviewed are provided in table 1. 

 
Table 1. Demographic Data of Participants. 

Source: prepared by the authors. 
 

The participants with the lowest income level 
belong to the self-employed and worker group 
(fSE/WRK(income)=14 < 2500 Turkish Liras). The highest 
level of income has been seen in the academician 
occupation group (fAC(income)=7 4500-7500 Turkish 
Liras). It is seen that the number of family members 
of the participants was often 4 or more (f40(household) 
≥4; f16(household) <4). In addition to this, the number of 
people who live in the province for 15 years or more 
is higher (f33(dwell) ≥15; f23(dwell) <15).  

  
Section II 

 
The data obtained by content analysis are 

given in Table 2. Table shows the distributions of 
responses of each occupation group within the total. 
Participants were asked about the problems 
experienced while purchasing local foods.  

While the low quality was the most common 
problem in the group of self-employed 
(fSE(lowquality)=3/%27) and academicians (fAC(lowquality)=3/%27), 
the staleness was a problem for the agriculture / food 

(fA/F(Sstaleness)=5/%26fA/F(Sstaleness)=5/%26) group; and hygiene 
(fHC=6(insanitarys)/55%) was a major problem in the health 
group. On the other hand, the frequency of 
repetition of the phrase "I do not have a problem" in 
the housewife group (fHW(not problem)=5/%31) is 
remarkable. At this point, some participants in the 
local food procurement process used the following 
statements: 

"Sometimes they mix stale products with fresh 
products to sell ..." (HCl). 

"... There is often no quality standard in local 
foods, and therefore products are not very 
hygienic." (AC2). 

 
While some participants do not experience any 

problem with local food, knowing the the place where 
they shop played an important role in this. 

 
"We, my family, relatives and neighbours 
always shop from the same place. We are 
familiar with them... So we don't have problem" 
(HW4). 

Occupation Avg. Income (~) (Turkish Liras) Number of Household Dwell 
Self-Employment (SE) < 2500 ≥ 4  (n=6) 

< 4  (n=1) ≥ 15 (7) 

Worker (WRK) < 2500 ≥ 4  (n=4) 
< 4  (n=3) 

≥ 15 (5) 
< 15 (2) 

Civil servant (CS) 2500-3500 ≥ 4  (n=3) 
< 4  (n=4) 

≥ 15 (2) 
< 15 (5) 

Housewife (HW) (Family Income) 
3000-5000 

≥ 4  (n=6) 
< 4  (n=1) ≥ 15 (7) 

Healthcare (HC) 3000-3500 ≥ 4  (n=3) 
< 4  (n=4) 

≥ 15 (3) 
< 15 (4) 

Agricultural/Food (A/F) 3000-5000 ≥ 4  (n=6) 
< 4  (n=1) 

≥ 15 (4) 
< 15 (3) 

Academician (AC) 4500-7500 ≥ 4  (n=2) 
< 4  (n=5) < 15 (7) 

Teacher (TCH) 3500-4000 ≥ 4  (n=5) 
< 4  (n=2) 

≥ 15 (5) 
< 15 (2) 
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Participants were asked about the reasons for 
purchasing local products, and health / naturality 
had similar significance in almost every occupation 
(eg, fCS(healthy/naturality)=7/%14; fHW(healthy/naturality)=6/%12; 
fA/F(healthy/naturality)=5/%10; fAC(healthy/naturality)=7/%14). However, 
supporting the local producer had significance in the 
field of agriculture / food (fA/F(support)=6/%46). A 
participant from the agriculture / food occupation 
group stated the following on the subject:  

 
 "... Of course, local production is always 
important for me. So I also support the 
producer as well" (A/F7) 

 
Participants were asked about the impact of 

the media on their local food purchasing behaviours 
and it was observed that the media played an 
important role in the purchasing behaviours of 
housewives (fHW(media)=7/%27).  

 
"... The media is effective, of course. 
Particularly I pay attention to the explanations 
of specialist doctors who gets on television 
programs." (HW1). 

 
Participants were asked what kind of local food 

they are purchasing. In almost every occupation 
group, the percentage of products purchased was 
close to each other (eg, fSE(vegetable)=4/%16; 
fCS(vegetable)=4/%16; fA/F(vegetable)=4/%16); fCS(dairies)=5/%13; 
fHC(dairies)=5/%13; fAC(dairies)=6/%15). 

During the interviews, the safety of local foods 
was asked. While it was stated in each occupation 
group that the local foods are purchased from 
familiar people (eg. FWRK(familiar)=4/%11; fA/F(familiar)=5/%13; 
fHW(familiar)=5/%13), they also said that they confirm the 
safety of the foods in this manner. 
 

"We are constantly purchasing from the same 
person ... Also, the explanation of the seller 
concerning the product and shopping of 
everyone from that producer satisfies me on 
reliability." (AC6) 
 
"I am getting local food upon the 
recommendation of my friends and 
neighbours. I buy a little and try. I buy more if 
I like. " (CE3)  

 
Participants were asked to where they 

complained about unsuitable products. While the 
agriculture / food occupation group complained 
mostly to the Alo 174 Food Line (fA/F(174Call)=5/56%), the 
place of complain in each remaining group was 
usually the place where the product was purchased 
from (eg. fHW(salesperson)=5/13%; fAC(salesperson)=6/17%). 

During the interviews, the place where the 
local food was usually purchased was asked. It is 
quite interesting that only one participant used the 
supermarket expression (fWRK(supermarket)=1,/100%). In 
addition to this, it is seen that the participants shop 
at the place, producer, local market or local bazaar 
where the local foods are sold (eg. fA/F(producerl)=5/%12); 
fHW(local market)=3/%13; fAC(open-air market)=5/%12). 

Finally, the most important issues considered 
during the purchasing of local foods were asked to 
the participants. Nutritive value (fHC(nutritive value)=7/18%) 
was very important for the health occupation group, 
while the taste, appearance, the seller's behaviour, 
and safety were of equal importance to almost any 
occupation group. In addition to this, the price issue 
was most important for the self-employed 
(fSE(price)=6/24%) and the worker (fWRK(price)=7/25%) 
occupation group.  
 
4.3 Data Discussion 

 
Changing times and conditions are affecting 

consumers' food preferences. Nowadays, there is a 
serious demand for foods that are less processed, 
without additive, with low calorie and resistant to 
chronic diseases (Darian & Tucci, 2011; Taşdan et 
al., 2014). In particular, the widespread of healthy 
living conscious has led to local food movement.  

Nevertheless, the local food issue that became 
the health policy of many countries has become a 
global reality basing on individual, cultural, 
economic and social reasons (Lang, Stanton, & Qu, 
2014). This study is designed to better understand 
the motivations underlying local food consumption. 
Obviously, the local food consumption behaviours of 
people living in a region can provide an important 
insight into the local food marketing in tourism, 
sustainability of regional values and 
building/maintaining local identity.  

According to Furst, Connors, Bisogni, Sobal, 
and Falk (1996), our food choice process 
incorporates not only decisions based on conscious 
reflection, but also those that are automatic, 
habitual and subconscious. In this context, the 
results can be explained as follows: housewives 
often do not have a problem when purchasing local 
foods. Adıyaman has an introverted society 
structure. At this point, while there is a strong 
communication network within the community 
(Çalışkan, 2015), the level of awareness of local 
stores is high especially among housewives. As a 
matter of fact, it was seen that most housewives do 
not experience problems because they shop from 
familiar and known people.  
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Table 2. Distributions of Responses of Each Occupation Group Within the total. 

Source: prepared by the authors.   

Expressions Self-Employment Worker Civil Servant Housewife Healthcare Agricultural/Food Academician Teacher Total 
Faced problems with local food products f % f %  f % f % f % f % f % f % f 
Poor quality 3 27 1 9 2 18 - 00 - 00 1 9 3 27 1 9 11 
Staleness 2 11 3 16 3 16 2 11 1 5 5 26 1 5 2 11 19 
No Problem 2 13 2 13 1 6 5 31 2 13 1 6 -  00 3 19 16 
Not 100% natural / mixing other ingredients - 00 3 25 1 8 - 00 2 17 1 8 4 33 1 8 12 
Insanitary - 00 - 00 1 9 - 00 6 55 1 9 3 27 - 00 11 
Reasons for purchasing local food 
Health / Naturalness 6 12 6 12 7 14 7  14 6 12 5 10 7 14 7 14 51 
Flavor 4 27 2 13 1 7 1 7 3 20 - 00 2 13 2 13 15 
Confidence 1 25 - 00 1 25 - 00 - 00 1  25 - 00 1 25 4 
Support for domestic production  - 00 4 31 1 8 - 00 - 00 6 46 2 15 - 00 13 
The effect of the media on buying behavior of local food 
No 4 13 5 17 5 17 - 00 2 7 5 17 7 23 2 7 30 
Yes  3 12 2 8 2 8 7 27 5 19 2 8 - 00 5 19 26 
(Because ...) Discourses of experts/ awareness raising (3) 13 (-) 00 (2) 9 (7) 30 (5) 22 (1) 4 (-) 00 (5) 22 (23) 
(Because ...) I see and care in the commercial / program etc. (-) 00 (2) 33 (-) 00 (2) 33 (-) 00 (2) 33 (-) 00 (-) 00 (6) 
Type of food purchased                  
Vegetables 4 16 7 28 4 16 1 4 1 4 4 16 - 00 4 16 25 
Fruit 3 18 5 29 3 18 1 6 - 00 1 6 1 6 3 18 17 
Dairy products 4 10 3 8 5 13 6 15 5 13 3 8 6 15 7 18 39 
Dry Foods 4 12 - 00 4 12 6 18 4 12 2 6 6 18 7 21 33 
How to make sure it's safe 
Buy from acquaintances 4 11 4 11 5 13 5 13 4 11 5 13 5 13 6 16 38 
Buy from where it is produced 2 33 1 17 - 00 1 17 - 00 1 17 1 17 - 00 6 
I control (taste, look, etc.) 3 17 2 11 1 6 2 11 2 11 2 11 3 17 3 17 18 
Where are the unsuitable products being complained 
I do not complain 3 25 1 8 1 8 2 17 2 17 1 8 - 00 2 17 12 
Where I bought the product 4 11 4 11 5 14 5 14 4 11 3 8 6 17 5 14 36 
Provincial / District Food, Agriculture and Livestock Directorate - 00 1 17 1 17 - 00 1 17 - 00 3 50 - 00 6 
Alo 174 Food Line - 00 1 11 - 00 - 00 1 11 5 56 2 22 - 00 9 
Where to buy local food                  
Only places selling local food 4 19 1 5 5 24 2 10 4 19 1 5 2 10 2 10 21 
From producer 4 10 4 10 4 10 6 14 5 12 5 12 7 17 7 17 42 
From the local market 3 13 3 13 2 7 3 13 2 7 2 7 2 7 6 26 23 
Supermarket - 00 1 100 - 00 - 00 - 00 - 00 - 00 - 00 1 
Open-air market/district bazaar 5 12 4 10 4 10 7 17 6 14 5 12 5 12 6 14 42 
Top issues to consider when buying local food 
Flavor 7 17 4 10 5 12 7 17 4 10 6 14 5 12 4 10 42 
View 4 13 3 10 2 6 8 13 3 10 3 10 3 10 5 16 31 
Nutritive value 5 13 3 8 4 11 5 13 7 18 5 13 5 13 4 11 38 
The way behavior of the seller 3 13 5 21 3 13 3 13 1 4 2 8 4 17 3 13 24 
Being secure food 5 11 4 9 6 13 7 15 7 15 5 11 6 13 7 15 47 
Price 6 24 7 25 1  4 3  12 2 10 3  12 -  00 3 12 25 
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According to another conclusion about the 
subject, hygiene was the most common concern of 
health occupationals. Obviously, it is seen that it is 
inevitable that an employee working in the field of 
health pays importance to hygiene standards. 
Nevertheless, hygiene, packaging and safety have 
become privileged concerns in the research 
conducted on nurses who are an important group of 
health care (Baysan & Fatma, 2009; Eren & Şener, 
2017). Similarly, trust and nourishment for the 
participants in this group have been the most 
important issues when purchasing local food.  

While different reasons were effective on the 
participants during the local food purchasing process, 
the priority of the individuals working in the 
agriculture/food sector was to support the local 
producers. Depending on this result, in the regions 
such as Adıyaman where agricultural activities are 
intensive, it is seen that people who are experts in the 
field of agriculture, etc. seem to be an important 
source of support, information and input for local 
farmers' product range (Özçatalbaş, O; Sözer, 2002).  

According to another result obtained from the 
interviews, the media has been very influential on the 
purchase of housewives' domestic food. While the 
housewives in Turkey form an important mass of the 
morning television programs, health comes in the top 
among the most discussed subjects in these programs 
(Etiler & Zengin, 2015). Thus, the explanations of 
nutritionists and doctors who visit these programs 
have been influential on housewives as a consumer 
(Ergönül, 2013).  

While most of the participants submit their 
complaints on the local products to the place of 
purchase, -as can be estimated- the individuals in 
agriculture/food occupation group apply to Alo 174 
Food Line mostly. Two situations arise here. The first 
is that the participants want to deal directly with the 
responsible of the problem.  

Koç, Altun, Güleç, and Baydaş, (2012) claim that 
the rate of complaints submitted to the government 
agencies are very low, while more than half of the 
people who frequently consume local foods report 
their complaint about the product directly to the seller. 
A second issue is that as a matter of fact, the level of 
awareness of Alo 174 Food Line have not been 
formed sufficiently (Gündüz, & Aydoğan, 2015; 
İncedal Sonkaya, Balcı, & Ayar, 2018).  

It is seen that as a local food, most of the 
participants buy milk and dairy products. In similar 
studies, it has been determined that consumers prefer 
milk (Uğur, & Budak, 2015) cheese, butter and honey 
(Kadanali & Dağdemir, 2016) more as local foods. The 
places where the participants buy their local foods 

were only the shops selling local food, producers, local 
markets or neighbourhood markets.  

On the other hand, only one participant in the 
total said that s/he bought products from the 
supermarket. In various studies conducted, it has 
been determined that consumers mostly buy 
traditional products from local markets, familiar people 
/ relatives, producers (Taşdan et al., 2014), special 
places where local food products are sold or 
neighbourhood markets (Kadanali & Dağdemir, 2016).  

Obviously, it can be said that the confidence in 
products sold in supermarkets and containing natural 
and fresh phrases is beginning to decrease, and 
therefore consumers can be said to be more oriented 
towards local products.  

Hence, in the Guide on the Regulation on Food 
Labelling and Notification of Consumers published by 
the Ministry of Food, Agriculture and Livestock, the 
use of misleading expressions such as fresh, 100% 
natural, authentic and homemade on the labels of the 
products sold in supermarkets have been prohibited or 
restricted (Rebuplic of Turkey Ministry of Food, 2017).  

It has been determined that participants often 
take care of their taste and safety when purchasing 
local foods. According to Autio et al. (2013), while the 
safe perception of products is an important element in 
the purchase of local foods, their tastes attract 
consumers as well. Another conclusion of subject is 
that participants in the self-employed and workers' 
group pay the most attention to price mostly.  

Indeed, while the price of traditionally prepared 
food is the last thing observed (Demirbaş, Oktay, & 
Tosun, 2006), the fact that the level of income of self-
employed and worker groups in Adıyaman is lower 
than the developed provinces can be shown as a 
reason of this. However, the demographic data also 
show that these two occupations have low income 
levels.  

The results of the research show that the 
occupation is effective on local food consumption 
behavior. These results also provide information that 
there are different sensitivities in the same society in 
terms of local food consumption. Interestingly, 
education level, income level and interaction areas 
(such as media and TV) are important source of data 
about the consumption patterns of local people. These 
results also illustrate the role of the local people in the 
relationship between Tourism and local food.  

According to Mak, Lumbers, Eves, & Chang 
(2012), individual factors and motivations are the 
necessary parameters for understanding the 
phenomenon of tourism and food consumption. 
Demographic factors and demographic changes, such 
as occupation, education and income, can be effective 
in local food consumption, destination selection, and 
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creating motivations that also affect these preferences 
cyclically (Kim, Eves, & Scarles, 2009). In short, it is 
arguable that, determining the positive and negative 
aspects of local consumption of locals is also valid for 
tourism-based food consumption. 
 
5 CONCLUSIONS AND IMPLICATIONS 

 
On the focus of today's world of food 

consumption; it is seen that the increasing awareness 
on health, quality perception, encouraging local 
producers and supporting regional economies 
(Kadanali & Dağdemir, 2016; Kumar & Smith, 2018; 
Thilmany, Bond, & Bond, 2008) come to the fore. For 
this reason, the local food issue takes on a structure 
that dominates the food consumption market 
(Engelseth, 2015).  

It seems that local food consumption, due to the 
meaning it carries, subjects to different perspectives, 
interpretations and analyses. However, as mentioned, 
it is obvious that there are dozens of similar studies in 

the related literature and that these studies are moving 
in the same axis.  

This study bases on the occupation factor that 
we think is an important variable in the local food 
purchasing behaviour. Because while occupational 
behaviours are shaped by the culture, history and 
social structure of a place (Robertson & Fitzgerald, 
2010), all people live with the need for occupational 
behaviour due to the common union of their 
anatomical features and physiological mechanisms 
(Wilcock, 1995).  

Therefore, using the demographic factors 
particularly such as the occupation in the impact to the 
obtained results and the interpretation of these 
impacts seem to be more important rather than just 
presenting as a salt data. Briefly, the evaluation of 
occupational behaviour, which is based on principles, 
values and past experiences, on the basis of food 
consumption trend can provide important predictions 
in sales and marketing efforts. 
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