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Impact of Attitude and Information Preference on Consumer Trust of State and Local Food Brands
Introduction
	The popularity of locally produced food has risen significantly in the last decade (Conner, Colasanti, Ross, & Smalley, 2010; Zepeda & Li, 2006). A great deal of research dedicated to determining consumer perception of local foods has occurred throughout recent years (Goodwin 2011; Nyob, 2012; Megicks, Memery, & Angell, 2012). One could argue that the local food movement originated in the Farmer-to-Consumer Direct Marketing Act of 1976 and was later given over to the states (Nganje, Hughner, & Lee, 2011). State brands quickly expanded allowing consumers to identify and define local agricultural products, as well as providing assurance of qualities commonly associated with local produce (Nganje et al., 2011).  

A priority of the National Research Agenda involves agriculturists adopting new practices to enhance environmental, human, and animal health issues (Doerfert, 2011).  Consumer trust in brands affects their willingness to purchase state brands and local foods.  Therefore, this study attempts to provide information on how consumer trust in a brand is affected by other variables in order to further the National Research Agenda. 

Theoretical framework
According to Salzer-Mörling and Strannegård (2004), branding expended in the 20th century to extend beyond the merchandise being branded to create a product of the brand itself. This significant growth in branding resulted from the explosion in media availability (Salzer- Mörling & Strannegård, 2004). The understanding of branding requires a systems approach according to Frazen and Moriarty (2009). While brands consist of individual components, one must understand how these elements interact to establish brand identity (Frazen & Moriarty, 2009). The perception of the public ultimately determines the brand identity and how the brand is viewed. Consumer trust in a brand helps to reduce the perception of risk and uncertainty (Frazen & Moriarty, 2009).

Methods
An online survey was conducted to determine consumer perceptions of food labeled local and food labeled [State Brand]. An independent research company distributed the survey to 725 [State] residents, receiving a 73.1% response rate. Quota sampling was used to ensure proper representation of the population of interest (state residents) and to reduce the bias common in non-probability sampling (Baker et al., 2013). Respondents were randomly assigned a set of questions regarding their attitudes, information preference, and trust toward either food labeled local or food labeled [State Brand]. Respondents were asked questions on Likert-type scales that were combined into three indexes. The Chronbach’s α of each index was: attitude .83, information preference .95, and trust .92. Data were analyzed using simple linear regression in SPSS® 21.0. 

The regression model included trust as the dependent variable. Independent variables included: gender, household income, race, age, current area of residence, education, treatment (local or [State Brand]), those supported by grocery purchases (children, spouse, relative, and roommate), attitude, and information preference. Race, current area of residence, and education were ultimately omitted from the regression model due to hetroscedasticity issues.  

Results
	The regression model was found to be significant, F(20, 461) = 11.99, p = .001. The predictors of attitude (t = 14.695, p = .001) and information preference (t = 2.206, p = .028) were found to be significant. The significant attitude predictor indicated that trust will increase by .740 for each single increase in attitude. The significant information preference predictor indicated that trust will increase by .069 for each single increase in information preference. Other predictors in the regression model, including treatment, were not significant. This regression model explained 34.2% of the total variance in trust.

Conclusions/Recommendations 
	The results of this study showed that attitude and information preference were significant predictors of trust. Thus, when advising stakeholders on branding decisions concerning food labeled local or [State Brand], communication practitioners should encourage examination of the target consumers’ attitudes toward state brand and local food, as their attitude will predict their trust in the product and ultimate success of branding efforts (Frazen & Moriarty, 2009). Additionally, the study showed that individuals holding a high desire for additional information displayed a greater trust in food labeled local or [State Brand]. To encourage the success of local food or state branding efforts, communications practitioners should encourage clientele to make information about their products readably available, resulting in additional trust in their product (Frazen & Moriarty, 2009).  

The results indicated that there is not a significant difference in trust regarding food labeled as local and food labeled [State Brand]. In addition, several demographic variables were not significant in impacting the trust of local or state branded food. Recommendations for the use of food labeled with a state brand over food labeled as local, or vice versa, should not be made when considering consumer trust in the products, as there was no significant difference. Additionally, communications practitioners should encourage producers to target attitudes and information needs of consumers when marketing food labeled as local or food labeled with a state brand, rather than the demographic differences of the consumers. 

	Additional research should continue to examine the variables that impact consumer trust. Future studies should attempt to examine how race, education, and current area of residence influence trust, as they were prohibitive of inclusion in this regression model. Based on the results of this study future studies should be conducted examining the relationship between attitude and trust as results indicated that attitude was very indicative of trust. These studies should examine if this relationship holds in other contexts. Additionally, further research should be done to examine other factors that determine the success of local food and state branded food so that communicators may offer holistic information when advising clientele on branding decisions such as these. Such factors include but are not limited to: brand salience, ability to identify products as local, and key words that can be used in marketing such as freshness.  
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