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ABSTRACT
Residents' personal identification with places (regions, cities, towns, and so on) and with what places are supposed to stand for

often determines their place‐supportive attitudes and behaviors. However, little is known about how residents' identification

with the characteristics of places and their adoption of place‐related norms and values specifically affect residential mobility

intentions and pro‐local consumption tendencies, which are key topics in many spatial development plans and place marketing.

The present study addresses this gap in the literature by using a structural equation modeling approach and a cross‐place survey
in Germany with 612 residents. The findings show that resident‐place identification, on the basis of residential need satisfaction,

increases residents' intentions to stay in a place and pro‐local consumption preferences. These findings suggest that spatial

planners and public managers can support the socioeconomic development of cities and regions and increase residents'

willingness to stay in a place by strengthening their individual identification with places. We discuss the implications of our

findings for the marketing and branding of places.

1 | Introduction

Public management and place marketing have been extensively
concerned with enhancing the socioeconomic performance of
places (i.e., regions, cities, towns, communities) to increase their
residential attractiveness and commercial competitiveness (Florida,
Mellander, and Stolarick 2011; Hong 2015; Zheng 2014). Over the
last few decades, public authorities have therefore invested impor-
tant amounts of financial resources to develop places and create
place brands that summarize and promote what places stand for
(Jacobsen 2012; Zenker 2014).

A well‐established body of literature (e.g., Kemp, Childers, and
Williams 2012; Braun, Kavaratzis, and Zenker 2013; Eshuis,
Klijn, and Braun 2014) has in this context underlined that
residents—as the prime audience of many spatial marketing
and development programmes—play a crucial role in terms of

defining places and therefore also in the legitimization or
adoption of place brand content. In fact, a place brand's char-
acteristics are supposed to create or reinforce a self‐connection
between places and their users, and this self‐connection is ex-
pected to result into place‐supportive outcome attitudes and
behaviors on the side of residents (Kemp, Childers, and
Williams 2012). This means that residents' identification with
their place of living on the basis of a perceived fit between their
own self‐concept and what the place stands for can define their
sense of belonging, how they relate to the place and whether
they support the place (Zenker and Beckmann 2013).

Prior studies (e.g., Chen and Dwyer 2018; Lewicka 2010) have
in this context predominantly focused on residents' affective or
emotional bonds (i.e., place attachment) with places, over-
looking how residents' longer‐term adoption of the character-
istics of places into their self‐concept might influence pro‐place
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attitudes. While prior research has identified that improving
people's affective or emotional attachment with places can
increase their intentions to stay in the place (Chen and
Dwyer 2018) and preferences for local inshopping, especially in
rural areas (Cowell and Green 1994; Mullis and Kim 2011),
there is a gap in the literature concerning how residents' per-
sonal identification with places (i.e., place identity) with regard
to congruence between residents' self‐concept and the perceived
(and communicated) features of places predicts support for
local businesses and products, and mobility intentions. Since
places may be experienced cognitively as parts of the self
(Proshansky 1978), places can become a part of residents'
identity and extended self‐concept as residents are constituted
by places and define themselves in terms of their attributes
(Zenker and Petersen 2014), especially if places satisfy resi-
dential needs and motives (Droseltis and Vignoles 2010).

Since public authorities and regional development organiza-
tions aim to develop places and regions strategically (Kavaratzis
and Kalandides 2015), insights into the role of resident‐place
identification in explaining residential mobility and place‐
supportive attitudes are critical (Zheng 2014; Kremer 2021).
Therefore, our research aims to test how residents' identifica-
tion with their place of residence is related to place‐supportive
outcome attitudes. More specifically, we ask how residents’
identification with their place of residence, on the basis of
personal need satisfaction, is related to mobility intentions and
pro‐local consumption preferences?

To address this research question, our research uses a resident
sample (n= 612), collected from places of different sizes in the
south of Germany, to develop and test a new empirical mea-
surement model. The model testing results show that resident‐
place identification increases residents' intentions to stay in a
place and pro‐local consumption attitudes. Resident‐place
identification is predicted by residents' satisfaction with their
place of living. Furthermore, we demonstrate the mediating
effects of resident‐place identification between place satisfac-
tion and consumption localism and mobility intentions. Mod-
eration analysis also shows that size or type of place did not
seem to influence the empirical relationships between the tes-
ted constructs, while being born in a place and length of resi-
dence might influence the strength of certain inter‐construct
relationships.

Providing the aforementioned empirical insights is of critical
relevance for the socioeconomic development of places (Zenker,
Petersen, and Aholt 2013) and extends existing studies that
focus on the factors that make places and regions attractive to
important target audiences (Zheng 2014; Hong 2015; Lovén,
Hammarlund, and Nordin 2020). Satisfying and retaining re-
sidents in places and developing competitive commercial
landscapes where local businesses can thrive are often primary
targets of regional development plans and place marketing
activities (Chen and Dwyer 2018; Florida 2002). Our research
thus contributes practical insights to the fields of public
administration, spatial planning and place marketing in that it
demonstrates empirically that local authorities can potentially
retain residents and promote locally manufactured goods,
shops, and suppliers by improving residents' satisfaction and
personal identification with the place.

Moreover, we offer an empirically validated measurement tool
for the field of public management and place marketing that
allows practitioners to perform standardized over‐time assess-
ments of residents' place evaluations to more effectively steer
residents' relationships with their living environment. Estab-
lishing the link between person‐place relationship concepts such
as resident‐place identification and residential loyalty and place‐
supportive consumption attitudes can help local authorities in
securing their funding and in justifying future investments in
pro‐local marketing campaigns (Tasci 2020). In a world where
public administrations generally aim to create attractive living
environments where residents can enjoy a good quality of life
(Merrilees, Miller, and Herington 2009), it is crucial for place
managers to understand how residents evaluate their places and
how such evaluations may transform into place‐supportive atti-
tudes and behaviors (Hanna and Rowley 2013). Since previous
research has found that managers often lack “a proper success
measurement for assessing the results” of marketing investments
(Zenker 2014, 158), there is a need for models that offer a better
understanding of how people's satisfaction and identification
with their place of living translates into place‐supportive
outcomes (Zenker and Petersen 2014).

With most research focusing on emotional place attachment in
explaining pro‐local attitudes, another contribution of this
research lies in the fact that it puts resident‐place identification
in the focus of the investigation. Resident‐place identification is
conceptually distinct from place attachment in expressing re-
sidents' relationships with their home area, as it focuses more on
residents' self‐concept and congruence between the character-
istics of a place and the self and less on residents' emotional ties
with places that are often grounded on social relationships (Low
and Altman 1992; Droseltis and Vignoles 2010; Zenker and
Petersen 2014). Furthermore, residents' assimilation of a place's
values, norms and characteristics generally involves a longer‐
term psychological investment with the place (Giuliani and
Feldman 1993), whereas place attachment and emotional bonds
can also result from residents' recent experiences and short‐term
interaction with specific places (Anton and Lawrence 2014).

The paper starts with summarizing the existing literature and
the main concepts involved in the measurement model devel-
opment. Then, an empirical model is developed and validated
through data collected via a cross‐place survey. The last section
discusses the study's contributions and implications for public
management, spatial planning, and place marketing.

2 | Theoretical Background

2.1 | Determinants of Resident‐Place
Identification

The study of personal relationships that people develop towards
their place of residence has received much attention over the
last decades (Lewicka 2011; Boley et al. 2021). Prior research
from the fields of place marketing, sociology, and economic
geography has suggested that places (regions, cities, towns,
communities, and so on) do not only compete for inward
investment and strong local industries (e.g., Glaeser, Kolko, and
Saiz 2001; Zenker and Gollan 2010), but also in securing

2 of 17 Journal of Regional Science, 2024

 14679787, 0, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1111/jors.12749 by C

ochrane G
reece, W

iley O
nline L

ibrary on [02/01/2025]. See the T
erm

s and C
onditions (https://onlinelibrary.w

iley.com
/term

s-and-conditions) on W
iley O

nline L
ibrary for rules of use; O

A
 articles are governed by the applicable C

reative C
om

m
ons L

icense



“talented residents” and skilled workforces (e.g., Florida 2002;
Insch and Florek 2008). The rationale of this argument is that a
place's (socioeconomic) sustainability and attractiveness for
companies is dependent on the availability of educated and
stable local populations that are satisfied by and identify with
their place of residence (Insch and Florek 2008). From a place
promotional perspective, it is thus necessary to understand how
residents evaluate and relate to their places of living, and how
specific target groups of place marketing can be retained on the
long term (Hanna and Rowley 2013).

Theories of environmental psychology hold that people's re-
lationships with places are based on human experience and
interaction with places, as individuals consider personal life
experiences and needs when relating to their social and physical
surroundings (Potter and Cantarero 2006). There has been due
recognition to the fact that places contribute to the formation of
individual identities, which are influenced by people's cogni-
tions about the physical environment, memories, ideas, and
attitudes (Kremer 2021). For instance, people might want to live
in New York City because they associate “cosmopolitanism” or
“diversity” with this city and because these attributes represent
important personal values and are part of their personality. In
this sense, New York City can become reflective of such attri-
butes and define whether external people also identify with the
place (Zenker and Petersen 2014).

As outlined by Malpas (1999), places can be considered as a
framework and structure through which individual subjectivity,
experience, and self‐identity are constituted. In this sense,
places are constitutive of human identity as they define in-
dividuals, who, in turn, also define the place in terms of its
meaning (Strandberg and Ek Styvén 2024; Malpas 1999). By
living in specific cities or regions, individuals affirm specific
identities and also express and potentially differentiate them-
selves from people living in other places that are perceived to be
distinct on the basis of local characteristics and cultural stan-
dards (Jackson and Thrift 1995).

The concept of place identity has been widely used to refer to “those
dimensions of the self that define the individual's personal identity
in relation to the physical environment” (Proshansky 1978, 155).
Since people's personal identity is defined by cognitive structures
contributing to self‐categorization (Korpela 1989), place identity is
expressed through person‐place identification, which describes
people's propensity to integrate place‐related characteristics (norms,
values, mentality, lifestyles, and so on) into their own belief system
(Zenker and Petersen 2014). This integration of place characteristics
can be expressed through place‐self congruence, which reflects the
idea that places are in some way similar to or compatible with the
values and personality of people, but also through self‐extension,
which refers to the idea that the cognitive sense of a place is part of
people's extended self‐concept (which means for instance that place‐
related events in people's lives may cause the same effects as person‐
related events) (Droseltis and Vignoles 2010). For instance, when
individuals identify with a city such as Berlin, they can enhance and
broaden their personal self‐concept by adopting and assimilating
city attributes such as “diverse”(Zenker and Petersen 2014).

On a regional level, a region's cultural or natural characteristics
in combination with people's personal experience in the

environment may foster some kind of regional consciousness
which becomes a part of people's social identity (Paasi 2002).
According to Zenker and Petersen (2014, 717–718), identifica-
tion with places “allows one to feel truly at home in a place, not
only in a physical sense as a mere resident, but also in the
figurative sense of feeling a strong connection between the self
and the place.” Kremer (2021) highlights in this regard that
people may develop a connection to their home area as they
express their own identity in terms of the place and refer to it
when making new social acquaintances. This idea can be tied to
Feldman (1990) notion of “settlement identity” according to
which individuals develop identification with specific categories
of places (e.g., rural communities).

People's personal connection and identification with places are
based on the satisfaction of human motives and needs (Droseltis
and Vignoles 2010). Such motives and needs can be satisfied by
different physical (shopping options, green areas, infra-
structures, and so on) and social (diversity, inclusion, and so
on) features of places (Merrilees, Miller, and Herington 2009;
Lovén, Hammarlund, and Nordin 2020; Zheng 2014; Greasley,
John, and Wolman 2011; Courtney and Moseley 2008;
Ottaviano and Prarolo 2009).

In many previous studies, this connection between people and
places has been conceptualized in terms of place attachment,
which can be defined as an “affective relationship between
people and the landscape that goes beyond cognition, prefer-
ence, or judgment” (Riley 1992, 13). While place attachment has
been related to place dependence and functional attachment
(Boley et al. 2021), many studies focus on its definition as an
emotional tie that can be located on various spatial levels
(home, building, neighborhood, city, and so on) (Lewicka 2010).

Following Zenker and Petersen (2014, 721), “it is important to
note that place attachment is not the same as identification with
the place, although the concepts overlap and are sometimes
used interchangeably”. Zenker and Petersen (2014) argue that
identification with places is concerned with the incorporation of
the place's norms and values into one's personal identity, while
the concept of place attachment relates to feeling emotionally
bonded to a place. Moore (2000) for instance argues that place
attachment focuses on evaluations of places, whereas place
identity, or person‐place identification, is more related to the
ways in which places influence people's identity and vice versa.
In this sense, place identity or identification involve various
psychological processes (e.g., self‐categorization, congruence
between self‐identity and the identity of the place) between the
self and the place, requiring a certain level of psychological
investment with the place that is generally developed over time
(Giuliani and Feldman 1993). While place attachment can
result from people's short‐term contact with places (e.g.,
weekend trip to a travel destination), place identification is
defined by longer‐lasting and more holistic processes that affect
people's identity creation (Fleury‐Bahi, Félonneau, and
Marchand 2008). Place identification can evolve across the en-
tire lifespan, from early childhood (emergence and evolution of
the self) to adolescence (consolidation of the self) and adult-
hood (expression of the self) (Knez 2005). The seminal work of
Erikson (1964) describes in this regard the significance for
children to develop in a “genuine milieu,” involving cues such
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as cultural norms, values or conventions that are representative
of their place of growing up. According to Erikson (1964),
individual identity is a dynamic process as the meaning and
valence of childhood places define how memories and experi-
ences in places offer opportunities for creative self‐development
(Manzo 2003). Place identification is thus concerned with the
longer‐term processes that allow people to integrate local place
features into their self‐concept, whereas place attachment
can result from short‐term person‐place interactions and is
often based on (social) relationships within places (Low and
Altman 1992).

As outlined above, the present study considers place identity and
therefore resident‐place identification as a separate, but related
concept to place attachment (see also Casakin, Hernández, and
Ruiz 2015). Since many studies have used place identity or
identification and place attachment interchangeably (Strandberg
and Ek Styvén 2024; Zenker and Petersen 2014), we recognize
that study findings may indeed depend on how well the oper-
ationalizations have distinguished (theoretically and empirically)
between the two concepts (Droseltis and Vignoles 2010). As
shown in Table 1, prior studies have subsumed place identity or
identification by using place attachment as an umbrella concept.
However, to avoid conceptual dilution, our research specifically
focuses on place identification on the basis of residents' ability to
project themselves on their place of living and incorporate its
values and norms into the definition of themselves (see Droseltis
and Vignoles 2010; Zenker and Petersen 2014).

A focus on resident‐place identification offers value added for
multiple reasons: First, place identity or identification has been
identified as a central concept to explain people's assimilation of
the characteristics of places in the fields of environmental
psychology, place marketing, and regional studies, and yet,
“research has been hampered” by a lack of insights into its
causes and consequences (Droseltis and Vignoles 2010, 23). In
particular, prior research has neglected the role of human
motives and needs in influencing place identification (Droseltis
and Vignoles 2010) and how the evaluation of a place's features
influences residents' identification with places (Zenker and
Petersen 2014), which makes further research into the ante-
cedents and outcomes of place identification necessary. Second,
a focus on resident‐place identification offers important new
theoretical insights as it enables a better understanding of how
places are vital to sustaining residents' sense of belonging and
feeling of living in the right place. There is evidence that re-
sidents' place associations lead them to develop strong con-
nections with the place, which become reflective of their self‐
concept (Kemp, Childers, and Williams 2012). Focusing on the
role of residents' identification with places can therefore pro-
vide strategic insights for the marketing and management of
cities and regions. Residents' ability to incorporate a place's
values, norms and characteristics into their self‐concept, and
their perceived compatibility with what a place stands for, plays
a crucial role for residents' intentions to stay in a place and to
support it pro‐actively in terms of place‐supportive advocacy
and commitment (Kemp, Childers, and Williams 2012; Eshuis,
Klijn, and Braun 2014). For place management organizations, it
is thus necessary to understand how congruence between re-
sidents’ perceptions of their self‐concept and the communicated
contents of place branding campaigns can be achieved and

how the level of congruence can be assessed (Insch and
Walters 2018).

Standardized empirical measurement tools and models enable
in this context comparative and over‐time assessments of re-
sidents' individual levels of place identification. Besides, such
tools and models can help to establish the conceptual re-
lationships between the antecedents and outcomes of resident‐
place identification. In particular, establishing the link between
resident‐place identification and residential mobility and con-
sumption attitudes can help local authorities in securing their
funding for future pro‐local branding campaigns (Tasci 2020).

2.2 | Outcomes of Resident‐Place Identification

As outlined above, few studies in the fields of environmental
psychology, regional planning, and place marketing have fo-
cused on the effects of resident‐place identification in mediating
pro‐local consumption attitudes and residential mobility, which
are two of the primary aims of many place development plans
(Zenker, Petersen, and Aholt 2013; Insch and Florek 2008). In
fact, there is a gap in the literature in terms of how resident‐
place identification influences pro‐local consumption patterns
and residents' intentions to stay in a place, and how residents'
satisfaction of needs and motives drives their identification with
their place of residence.

Previous studies (Merrilees, Miller, and Herington 2009;
Zheng 2014; Hong 2015; Horie and Managi 2017; Cerisola and
Panzera 2022) have identified that residential satisfaction and
attitudes are grounded on the (favorable) perception of physical
and social place features (green areas, social diversity, and so
on). The perception of such place attributes generally results
into an overall assessment of residential satisfaction (Potter and
Cantarero 2006; Zenker, Petersen, and Aholt 2013).

Droseltis and Vignoles (2010) argue that residents' identification
with places can have a motivational or need‐based character.
When places do not satisfy residents' needs for feeling a sense of
belonging in a place (in terms of fit between the perceived self
and what the place represents), residents' identity construction
can be undermined. From this perspective, it seems intuitive
that people would identify themselves with places which give
them a sense of compatibility and feelings of control of their
self‐concept (Droseltis and Vignoles 2010).

When residents are satisfied with their place of living, they may
start defining themselves in terms of the place (Droseltis and
Vignoles 2010; Zenker and Rütter 2014; Fleury‐Bahi, Félonneau,
and Marchand 2008). Zenker and Petersen (2014) thus propose that
high levels of satisfaction increase residents' feeling of identification
with the place, which means that place satisfaction is a direct pre-
dictor of identification with local and regional values and norms,
and a place's characteristics. While there are studies stipulating that
identification would predict place satisfaction (e.g., Fleury‐Bahi,
Félonneau, and Marchand 2008), an important body of literature
has suggested that the relationship between both concepts is the
opposite: Place satisfaction predicts person‐place identification (i.e.,
place identity) (Bonaiuto et al. 1999; Uzzell, Pol, and Badenas 2002).
Although we recognize that the link between place satisfaction and
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TABLE 1 | Scale measures.

Reference Concept Construct Items

Knez (2005) Place identity Place‐related distinctiveness I feel a sense of togetherness with
others who live in this part of the town.

I feel like a “city person.”
Place‐referent continuity This part of the town reminds me of

the environment of my childhood.
The climate here is like the climate in
the environment of my childhood.

Place congruent‐continuity I would rather prefer to live in a place
like the one where I live now.

I want to live in a place with the same
climate as here.

Place‐related self‐esteem I feel good when I am in this part of
the town.

I am proud to live in this part of
the town.

Place‐related self‐efficacy I feel safe and secure in this part of
the town.

Everything I need in my everyday life
is here.

Place attachment My bonds to this part of town are strong.

Williams and
Vaske (2003)

Place attachment Place identity I feel X is a part of me.
X is very special to me.

I identify strongly with X.
I am very attached to X.

Visiting X says a lot about who I am.
X means a lot to me.

Place dependence X is the best place for what I like to do.
No other place can compare to X.

I get more satisfaction out of visiting X
than any other.

Doing what I do at X is more important
to me than doing it in any other place.
I wouldn't substitute any other area for
doing the types of things I do at X.
The things I do at X I would enjoy
doing just as much at a similar site.

Ramkissoon,
Graham Smith
and
Weiler (2013)

Place attachment Place dependence For what I like to do, I could not
imagine anything better than the

settings and facilities provided by this
National Park.

For the activities I enjoy the most, the
settings and facilities provided by this

National Park are the best.
I enjoy visiting this National Park and
its environment more than any other

parks.

Place identity I identify strongly with this park.
I feel this National Park is part of me.
Visiting this National Park says a lot

about who I am.

Place affect I am very attached to this park.
I feel a strong sense of belonging to this
National Park and its settings/facilities.

(Continues)
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identification might be bidirectional to a certain extent, we propose
that identification is preceded by satisfaction since individuals may
only be able to identify themselves with places and local values if
the place satisfies fundamental human expectations and motives
(physical well‐being, social needs, and so on) (Droseltis and
Vignoles 2010). We therefore hypothesize that if a place of residence
satisfies residents' (social and physical) needs and expectations, and
if the place reflects residents' norms and values, resident‐place
identification is expected to grow:

H1 Place satisfaction increases resident‐place identification

According to Zenker and Petersen (2014), residents that commit to
and identify themselves with their place of living can form a
meaningful link between the self‐concept and the type of place, and
this link is likely to influence their attitudes and behaviors towards
the place and intention to stay in a place. Prior studies have often
conceived residents' level of satisfaction with places as a direct
determinant of residential mobility (Burholt 2012; Clark and
Mulder 2000; Lovén, Hammarlund, and Nordin 2020; Hong 2015).
The rationale of residential mobility studies is often that residents'
satisfaction with their living environment is the key driver of indi-
vidual moving intentions (Zenker and Petersen 2014), meaning that
satisfied residents are likely to stay in a place, while dissatisfied
residents are likely to move away sooner or later. However, this
assumption can be problematized. In fact, residents' moving

intentions are often informed by their personal background in the
place and personal life course (Helderman, Mulder, and Ham 2004).
Significant life events (e.g., growing up, entering school) can in this
context represent critical transitions that eventually challenge peo-
ple's self‐categorization and perceived fit to places, which can result
into actualizations of their self‐concept and so influence people's
moving intentions (Helderman, Mulder, and Ham 2004). For those
reasons, satisfaction with places might not be a direct predictor of
residents' moving intentions since it is rather residents' incorpora-
tion of the place's features into their extended self‐concept that
defines their willingness to move.

We thus follow Zenker and Petersen's (2014) argument that
residents with a higher level of place identification are more
likely to possess a strong connection with their place of living.
Residents' personal identification with their home area can thus
create long‐term residential relationships, since residents tend
to stay in places that match their values and norms (Zenker and
Petersen 2014). Kremer (2021) provides further evidence of this
link by showing that (regional) identity based on people's
connection to their place of residence shapes the (economic)
decision of individuals on whether and where to move. While
the link between resident‐place identification and intentions to
stay in a place might be mutually reinforcing in the sense that
unwillingness to leave a place and longer lengths of residence
might further substantiate people's incorporation of local values

TABLE 1 | (Continued)

Reference Concept Construct Items

This National Park means a lot to me.

Chen and
Dwyer (2018)

Evaluative place
attachment

Place identity I identify strongly with Sydney.
I feel commitment to Sydney.

I feel that I can really be myself in
Sydney.

Sydney is very special to me.

Place dependence I prefer Sydney to others for the
activities that I enjoy.

Sydney is my favorite place to be.
I really miss Sydney when I am away

from it for too long.

Affective attachment Sydney means a lot to me.
I feel a strong sense of belonging to
Sydney and its settings/facilities.

I have a special connection to Sydney
and its people here.

Droseltis and
Vignoles (2010)

Identification Self‐extension I feel this place is part of who I am.
If this place no longer existed, I would

feel I had lost a part of myself.

Environmental fit I feel this is the place where I fit.
This place allows me to “connect with

myself”.
Place‐self congruity This place reflects the type of

person I am.
This place reflects my personal values.

Emotional attachment I feel a sense of emotional attachment to
this place.

Note: Negatively worded item.
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and norms into their self‐concept (Fleury‐Bahi, Félonneau, and
Marchand 2008), we propose that it is residents' identification
with places that drives their mobility intentions (Zenker and
Petersen 2014), meaning that increased levels of resident‐place
identification result into stronger intentions to stay in a place:

H2 Resident‐place identification increases residents' intentions
to stay in a place

As outlined by Zenker and Petersen (2014), residents' meaningful
place identification is likely to increase their attitudinal commit-
ment to their place of living. Overlooking the role of person‐place
identification, prior studies have so far focused on environmental or
place‐protective behaviors and intentions as outcomes of place
attachment (e.g., Burholt 2012; Ramkissoon, Graham Smith, and
Weiler 2013; Ramkissoon and Mavondo 2015). In the context of
food consumption for instance, consumers may develop a prefer-
ence for locally grown, seasonal products from local suppliers as a
result of their attachment to the place (Spielmann and
Bernelin 2015). Put differently, local inshopping may be a result of
people's connection with the place (Miller 1998), which means that
consumers may develop a preference for products and firms from
their geographic area as a result of their personal relationship with
their place of residence. Miller (2001) however notes that investi-
gations concerning such conceptual relationships are limited (see
also Mullis and Kim 2011). Besides, prior studies (e.g., Mullis and
Kim 2011) have not established a direct empirical effect between
place attachment and local inshopping, raising the question
whether other person‐place relationship concepts such as residents'
personal identification with places might better explain pro‐local
consumption?

By consuming local products, “locavores” are willing to support the
local economy and counterbalance the domination of (nonnative)
retail chains based on personal values for instance (Spielmann and
Bernelin 2015). A symbolic motivation for consuming local prod-
ucts is people's potential to identify with local products, brands, and
producers, so that “local production brings the producer and the
consumer closer together” (Spielmann and Bernelin 2015, 620).
However, Spielmann and Bernelin (2015, 622) argue that few
studies “have modeled the antecedents and consequences of
involvement” with local consumption. Furthermore, Fernández‐
Ferrín and Bande‐Vilela (2013, 301) argue that “studies on regional
ethnocentrism are virtually non‐existent,” as most studies have fo-
cused on the national level.

As outlined by Jackson and Thrift (1995), individuals might ex-
press their own identity by consuming specific products. People's
preference for regional and local products might thus be
dependent on their values and norms (e.g., Cleveland, Laroche,

and Papadopoulos 2009) and the degree to which they identify
with the place in terms of their self‐concept (e.g., rural residents
preferring locally grown food). We thus propose that support for
local products and businesses in the form of consumption
localism may stem from people's identification with a place:

H3 Resident‐place identification increases consumption localism

As outlined in the hypotheses above, we stipulate that resident‐
place identification mediates the links between residents' place
satisfaction and intentions to stay in a place and consumption
localism. Previous studies (e.g., Ramkissoon, Graham Smith, and
Weiler 2013; Ramkissoon and Mavondo 2015) have in this context
proposed that place attachment acts as a mediator between place
satisfaction and other place‐supportive outcomes. However, there is
an important body of literature highlighting the role of person‐place
identification in this process (Zenker and Petersen 2014; Fleury‐
Bahi, Félonneau, and Marchand 2008; Droseltis and Vignoles 2010;
Kremer 2021). The rationale for treating person‐place identification
as a mediator in this process is that residents' place‐supportive
outcome attitudes and preferences are grounded in the satisfaction
with the physical and nonphysical properties of places (Zenker and
Petersen 2014). Satisfying resident needs is likely to enhance their
identification with places and thus leads to person‐place self‐
extensions and congruence (Droseltis and Vignoles 2010) which
results into intentions to stay in a place and conscious support for
local products and producers. Focusing on resident‐place identifi-
cation as a mediating variable offers a new contribution to the
literature as it is concerned with people's longer‐term connection
with places that has important implications on people's self‐
definition and branding campaigns about the place. Since prior
studies have neglected the antecedents and outcomes of place
identification (Droseltis and Vignoles 2010), we propose that
resident‐place identification mediates the link between satisfaction
and mobility intentions and consumption localism:

H4a Resident‐place identification mediates the links between
residential satisfaction and residents' intentions to stay in the place

H4b Resident‐place identification mediates the links between
residential satisfaction and consumption localism (Figure 1)

3 | Development and Validation of an Empirical
Model

3.1 | Measure Development

Based on the existing literature, the objective of this research was to
test the effects of resident‐place identification, on the basis of need

FIGURE 1 | Conceptual model.
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satisfaction, in explaining residents' intentions to stay in a place and
pro‐place consumption behaviors. To collect data, an online ques-
tionnaire was designed. The survey included items to measure the
empirical constructs that were identified in the literature. First of
all, place satisfaction was measured by adapting Zenker et al.'s
(2013) satisfaction construct (3 items). Mobility intentions were in
this study related to the willingness to stay living in a place. For this
reason, 6 items from Lewicka's (2010) scale, which focused on
individual mobility intentions, were adapted. People's personal
identification on the basis of congruence and self‐extension with
places was measured by adapting 6 items from Droseltis and
Vignoles' (2010) identification scale. Preferences for local products
and willingness to sustain local businesses were adapted from Yildiz
Heitz‐Spahn, and Belaud (2018) ethnocentrism scale (three items)
and Kearns andWhitley's (2015) sense of community concept (three
items). The used scale items had shown high levels of validity and
reliability in prior studies, whereas this study further tested them
with n.ew samples.

Scale items were to be rated on a 5‐point scale ranging from 1
(“fully agree”) to 5 (“fully disagree”), including a middle point
(“don't know/not sure”). To avoid sequence effects, item orders
were randomized for each participant and negatively worded
items were included too (Malhotra, Nunan, and Birks 2017).
Since the survey was published in German, back‐translation
techniques were used. To assess face and content validity, the
survey was also shared with interview participants (residents of
the target places) from a qualitative pre‐study. In total, eight
respondents gave feedback about the survey, leading to the
ejection and re‐labeling of multiple items. To mitigate social
desirability bias, all participants were informed that data was
going to be analyzed anonymously (Malhotra, Nunan, and
Birks 2017).

3.2 | Methodology and Research Approach

For the development of the research model, convenience sam-
pling was used by collecting data via social networks on the
Internet. Convenience or snowball samples have drawbacks in
terms of limited representativeness, but they are useful for
testing new hypotheses and models (Malhotra, Nunan, and
Birks 2017). The survey link was published in social network
groups from five places in Germany with different sizes: A large
city with approximately 600,000 inhabitants, two mid‐sized
cities (with approximately 150,000 and 230,000 inhabitants
respectively), a town (approximately 90,000 inhabitants) and a
rural community with around 10,000 inhabitants. On the first
page of the survey, participants were informed about the aims
of the study and data privacy. Participants were informed that
by replying to the questions, their data was stored and used
anonymously for research purposes. The next survey pages
contained the items and multiple choice questions. Demo-
graphic data was collected at the end of the survey.

In total, 612 responses were collected between January and
December 2020. Qualifier data showed that most respondents
(72.2%) had lived in the place for more than 5 years and re-
ported “good” or “very good” familiarity with the place (86.1%).
Most respondents were however not born in the place (74.7%)
and did not own property there (71.7%). The sample included a

slightly higher percentage of female respondents (56.5%) than
male respondents (40.8%). Most respondents were younger than
50 years (77.1%) and had an educational profile based on uni-
versity diploma (55.2%). Many respondents were “single”
(47.5%). Most respondents had an annual gross income of less
than 50,001€ (62.1%).

To assess the psychometric validity of our research model, the
data sample was split into three sub‐samples by following the
recommendations of Hair et al. (2013): A first sub‐sample for
the model purification with factor analysis (n= 204), a second
sample for the validation of the factorial structure with confir-
matory factor analysis (n= 204), and a third sample for the
model Revalidation with confirmatory factor analysis (n= 204).
Applying confirmatory factor analysis on two sub‐samples had
the aim of re‐testing the model twice to assess its external
validity and to test for mediation effects (Hair et al. 2013). For
all confirmatory factory analyses, a measurement model and a
structural model was tested.

3.3 | Research Model Development

To select suitable measurement items and identify the factorial
structure of the research model, principal axis factoring (PFA)
with Varimax rotation was applied to the first sub‐sample
(Malhotra, Nunan, and Birks 2017). The decision to use prin-
cipal axis factoring was led by the fact that the research model's
constructs were supposed to be reflective of their measurement
items, so that principal components analysis (PCA) was not
admissible (Malhotra, Nunan, and Birks 2017).

A total of 204 responses were analyzed by using IBM's SPSS 26.
Data patterns were checked for normality and outliers. Kurtosis
and skewness levels were in the acceptable range of −2 to +2
for kurtosis and −10 to +10 for skewness (Collier 2020). In the
next step, all measurement scales were factor analyzed and
assessed according to factor loadings and communalities (Hair
et al. 2013). Since the aim of factor analysis was to remove low‐
loading items, a cut‐off value of 0.6 for factor loadings was
chosen (Hair et al. 2013). This means that all items having
factor loadings < 0.6 were ejected one‐by‐one, starting with the
lowest loading item. This “purification” procedure led to 4
factors and 13 items in total (see Table 2). It was ensured that all
factors had at least three measurement items and met the
minimum level of 60% for variance explained (Hair et al. 2013).
Besides, all factors exceeded the minimum value of 0.7 for
Cronbach alpha, confirming their internal consistency
(Collier 2020).

3.4 | Validation of the Measurement Model

The model derived from the factor analysis was then tested with
confirmatory factor analysis (CFA) and a new sample of 204
residents. An evaluation of the distributional patterns of the
scale items showed that kurtosis and skewness values were
again within the acceptable ranges of −2 to +2 and −10 to +10,
respectively (Collier 2020). To assess the research model, a
measurement model was specified in IBM's SPSS AMOS 26.
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Maximum likelihood (ML) estimation was used to estimate the
parameters of the given distribution (Collier 2020).

It was found that all inter‐factor covariances were positive and
significant at the p≤ 0.001 level. To assess discriminant validity,
composite variables were computed for each construct by using
IBM's SPSS 26 (Collier 2020). Table 3 in combination with
Table 4 shows that the squared inter‐factor correlations
between all factors were lower than the average variances ex-
tracted of each factor, confirming the discriminant validity of
our model. Convergent validity was achieved since all factors
had average variances extracted above the 0.5 level (Hair
et al. 2013). With regard to reliability and internal consistency,
all factors exceeded the minimum levels of 0.7 for composite
reliability (CR) and Cronbach alpha. Model fit indexes were also
satisfying (Table 4) (Collier 2020). Our testing results thus
suggested a high level of psychometric validity.

3.5 | Structural Relationship Testing

The next step consisted of specifying and testing the structural
relationships between the dimensions. Following the literature
(Zenker and Petersen 2014), it was hypothesized that place sat-
isfaction would result into resident‐place identification, which
was expected to predict intentions to stay in a place (Zenker,
Petersen, and Aholt 2013) and consumer localism (Miller 2001).

It was found that all structural relationships were positive and
significant at the p= 0.001 level. More in detail, place satisfaction

predicted resident‐place identification (H1) (β= 0.882; p≤ 0.001).
Resident‐place identification, in turn, had a positive and signifi-
cant relationship with intentions to stay in the place (H2)
(β= 0.962; p≤ 0.001) and consumption localism (H3) (β= 0.423;
p≤ 0.001). Model fit indexes showed that the model reflected the
data well. The root mean square error of approximation
(RMSEA) was with a value of 0.079 below the general cut‐off
level 0.08 (Hair et al. 2013), while the comparative fit index
(CFI = 0.956) for instance was much above the general minimum
threshold of 0.92 (Collier 2020).

Common method bias was assessed in two ways. First, confir-
matory factor analysis was applied to a model in which all items
were purposely linked to one common factor (Collier 2020). The
results showed that model fit indices (e.g., RMSEA from 0.079
to 0.172; CFI from 0.956 to 0.780) deteriorated a lot in the one‐
factor‐model. Besides, we also incorporated a theoretically
unrelated marker variable (“housing & facility offer”) in the
empirical model and observed rather low levels of correlations
between our core concepts and the marker variable.

4 | Revalidation of the Measurement Model

To revalidate the structure and relationships of the research model
(Collier 2020), a new resident sample (n=204) was analyzed by
using IBM's SPSS 26. An evaluation of the distributional patterns of
the scale items showed that skewness and kurtosis values were
again within the acceptable ranges cited before (Collier 2020). To
assess the research model, a measurement model was specified in

TABLE 2 | Factor analysis results.

Factor/items Variance explained Cronbach alpha Communality Loading

Place satisfaction 87.591% 0.929

I feel good in … 0.810 0.900

All in all I'm satisfied with the place I live in… 0.738 0.859

In general I like living in … 0.899 0.948

Resident‐place identification 74.101% 0.825

… is a part of myself 0.604 0.777

I identify myself with … 0.874 0.935

… reflects the type of person I am 0.413 0.643

Intention to stay 82.268% 0.891

… is the right type of place where I want to live 0.631 0.794

I would leave … with pleasure* 0.857 0.926

I would not like to move out from … 0.726 0.852

Consumption localism 66.600% 0.823

Buying local products helps to boost the local
employment level

0.408 0.639

Even if it's more costly, I prefer to buy local
products

0.724 0.851

I prefer to buy local products rather than products
from other places

0.757 0.870

I like to support the local community 0.382 0.618
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IBM's SPSS AMOS 26. Maximum likelihood (ML) estimation was
used to estimate the parameters (Collier 2020).

The findings showed again that all inter‐factor covariances were
positive and significant at the p≤ 0.001 level. To assess the
model's discriminant validity, composite variables were com-
puted (Collier 2020). Table 5 shows the means, standard devi-
ations and correlations between the composite constructs and
their squares in parentheses.

Table 5 in combination with Table 6 indicates that the squared
inter‐factor correlations between all factors were lower than the
average variances extracted of each factor. Since all factors had
average variances extracted above the 0.5 level (Hair et al. 2013),
convergent validity was also achieved. With regard to reliability
and consistency, all factors exceeded the minimum levels of 0.7
for composite reliability (CR) and Cronbach alpha. Model fit
indexes exceeded again the generally required thresholds (see
Table 6) (Collier 2020). Again, our testing results suggested a
high level of psychometric validity for the research model.

4.1 | Structural Relationship Re‐Testing

The next step consisted of re‐testing the structural relationships
between the dimensions to confirm our hypotheses with a new
sample. It was again assumed that place satisfaction would
result into resident‐place identification, which would predict
residents' intentions to stay in the place and consumption
localism (Zenker and Petersen 2014).

The results confirmed that place satisfaction was a powerful
predictor of resident‐place identification (β= 0.931; p≤ 0.001).
Besides, resident‐place identification was again a strong deter-
minant of intentions to stay (β= 0.945; p≤ 0.001). The results
revealed also that resident‐place identification predicted con-
sumption localism (β= 0.470; p≤ 0.01). Model fit indices fur-
ther indicated that the model reflected the data well (CMIN/
DF = 2.258; RMSEA= 0.079; IFI = 0.961; TLI = 0.951; CFI =
0.961). In summary, both structural model tests suggested that
resident‐place identification plays a mediating role between
place satisfaction and behavioral intentions based on people's
willingness to stay in the place and pro‐place consumption.

Common method bias testing showed again that model fit indices
(e.g., RMSEA from 0.079 to 0.172; TLI from 0.951 to 0.765; CFI from
0.961 to 0.804) deteriorated again a lot when using the one‐factor‐
model. Furthermore, we found again relatively low levels of cor-
relations between the theoretically unrelated marker variable and
the empirical concepts of our model.

4.2 | Mediation Analysis of Resident‐Place
Identification

To confirm that resident‐place identification was indeed a
mediator of the linkages between place satisfaction and inten-
tions to stay in the place (H4a), and place satisfaction and
consumption localism (H4b), mediation tests were performed in
IBM's SPSS AMOS 26. As recommended by Collier (2020), aT
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bootstrapping technique with the bias‐corrected percentile
method was used, which treats the sample like a pseudo‐
population and then takes a random sample with replacement
to identify if an indirect effect lies within a certain confidence
interval (p≤ 0.05). To test the mediation effects of resident‐
place identification, the two sub‐samples that were used for
validating the model were also used for the mediation testing.

The results of the analysis showed that place satisfaction had a
significant direct effect (μ= 0.728; p≤ 0.001) and a significant
indirect effect (μ= 0.339; lower bound = 0.237; upper bound =
0.462; p≤ 0.001) on intentions to stay, suggesting that resident‐
place identification was a partial mediator of this link. This
finding is consistent with previous research (e.g., Zenker,
Petersen, and Aholt 2013) as it shows that satisfied residents
tend to show higher intentions to stay in their place of resi-
dence. Besides, the results revealed that place satisfaction had a
nonsignificant direct effect (μ= 0.041; p= 0.680) on consump-
tion localism, but a significant indirect effect (μ= 0.237; lower
bound = 0.068; upper bound = 0.428; p≤ 0.05). Resident‐place
identification was thus identified as a mediator between resi-
dential place satisfaction and consumption localism, under-
lining its role for fostering pro‐local consumption attitudes.

4.3 | Moderation Analysis

To assess our research model further in terms of its implications,
we performed different moderation tests and evaluated the
impact of control variables by using two‐group analysis in IBM's
SPSS AMOS 26. According to Collier (2020), moderation refers to

a situation where the direct influence of an independent variable
on a dependent variable is altered by a third variable called
“moderator”. Moderators can thus affect the strength of re-
lationships between two empirical constructs (Collier 2020).

First, we tested whether the type of place was a moderator, since
our total data sample was derived from places of different sizes
and contexts (rural, urban). For this purpose, we divided the
sample into two sub‐groups: A first group for participants from
the larger/mid‐sized cities and a second group for participants
from the town and rural community. As shown in Table 7, none
of the tests yielded significant results, meaning that size or type
of place did not seem to significantly influence (i.e., strengthen or
weaken) the relationships between the concepts.

Since resident‐place identification and people's incorporation of
a place's characteristics into their self‐concept can also be in-
fluenced by their personal past and length of residence in the
place (e.g., Droseltis and Vignoles 2010), we also tested if the
fact of being born in a place or not was a moderator of the inter‐
construct relationships. As shown in Table 8, the link between
“place satisfaction” and “place identification” was significantly
impacted by the moderator variable, showing that the influence
of satisfaction on identification was slightly stronger for people
that were born in the place. Besides, the link between “place
identification” and “intention to stay” was moderated and
stronger for people that were born in the place (vs. for people
that were not born in the place). This finding underlines that
being born in a place influences resident‐place identification
and has favorable effects from a person‐place relationship
building perspective (e.g., Kemp, Childers, and Williams 2012).

TABLE 4 | Loadings and fit indices in the model validation.

Factor/items Standardized loading t‐value (C.R.) AVE CR Alpha

Place satisfaction 0.818 0.931 0.931

I feel good in … 0.868 —
All in all I'm satisfied with the place I live in… 0.893 17.994

In general I like living in … 0.951 20.326

Resident‐place identification 0639 0.841 0.834

… is a part of myself 0.788 —
I identify myself with … 0.862 12.755

… reflects the type of person I am 0.744 10.905

Intention to stay 0.654 0.849 0.862

… is the right type of place where I want to live 0.901 —
I would leave … with pleasure* 0.774 14.000

I would not like to move out from … 0.742 13.059

Consumption localism 0.547 0.824 0.814

Buying local products helps to boost the local
employment level

0.619 —

Even if it's more costly, I prefer to buy local Products 0.823 8.902

I prefer to buy local products rather than products
from other places

0.877 9.059

I like to support the local community 0.597 7.098

Note: CMIN= 98.838; CMI/DF= 1.675; RMSEA= 0.058; IFI = 0.978; TLI = 0.970; CFI = 0.977.
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5 | Discussion of Theoretical Contributions

The present study provided empirical insights to better under-
stand the processes that shape residents' evaluations of their
home area and foster resident‐place relationships in terms of
place‐supportive attitudes. More specifically, the present study
demonstrated that resident‐place identification, on the basis of
personal need satisfaction, results into residents' willingness to
stay in a place and consumption localism. Resident‐place
identification, a concept which has received less attention in
the literature than the broader (and perhaps more illusive)
concept of place attachment, was in this context found to be a
mediator of place‐supportive outcome attitudes and behav-
ioral intentions. Zenker and Petersen (2014) for instance high-
light the crucial role of resident‐place identification on the level
of values and norms in predicting people's relationships towards
places.

Measuring the effects of resident‐place identification offers
value added and new theoretical insights since there is a lack of
insights into its causes and consequences (Droseltis and
Vignoles 2010) and how the evaluation of a place's features
influences residents' identification with places (Zenker and
Petersen 2014). Furthermore, our findings show that residents'
longer‐term relationship with their place of living is crucial for
explaining their intentions to stay in the place and pro‐local
consumption preferences.

Residential satisfaction, which is based on the fulfillment of
psychological needs and motives through the availability of
material and immaterial offerings (e.g., Zenker, Petersen, and
Aholt 2013), was in this context confirmed as an antecedent
of resident‐place identification. While previous studies (e.g.,
Ramkissoon and Mavondo 2015) had already highlighted the
role of emotional attachment to places as an outcome of
place satisfaction, the present study underlined that re-
sidents' personal identification with their local area also
needs consideration.

The present study also provided evidence of another conceptual
relationship that is much less explored, but at least equally
important for regional planning and place branding theory:
Resident‐place identification predicts consumption localism.
Multiple studies have so far focused on the effects of place or
community attachment on localism (Mullis and Kim 2011;
Cowell and Green 1994), but this study identified resident‐place
identification as a direct determinant of consumption localism.
Furthermore, the findings align with Kremer's (2021) study into
the effects of regional identity on residential mobility by
showing that resident‐place identification increases residents'
intentions to stay in a place. This finding shows that residents'
meaningful connection with their place is likely to influence
their intentions to stay loyal to their place of living. Overall, the
present study thus developed a model that is not restricted to
perceptual domains (Merrilees, Miller, and Herington 2009), as
it outlines a complete evaluation process: From evaluative
domains to attitudes and behavioral intentions.

Another contribution of this study is that the empirical model
was tested in a cross‐place context (Hanna and Rowley 2013),
including different types of places with differing sizes (i.e.,T
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cities, communities). Previous studies have focused selectively
on cities as a spatial entity, but there are “few research studies
that took into account more than one type of place”
(Lewicka 2010, 36) and spatial entities larger than the

immediate residential neighborhood (Manzo 2003). In fact,
many studies have focused on one place scale only and avoided
focusing on how the local population engages with its place—be
it in cities or rural areas (Lewicka 2011).

TABLE 6 | Loadings and fit indices in the model validation.

Factor/items Standardized loading t‐value (C.R.) AVE CR Alpha

Place satisfaction 0.781 0.914 0.915

I feel good in … 0.917 —
All in all I'm satisfied with the place I live in… 0.824 16.719

In general I like living in … 0.907 20.950

Resident‐place identification 0.706 0.877 0.874

… is a part of myself 0.867 —
I identify myself with … 0.904 17.175

… reflects the type of person I am 0.741 12.504

Intention to stay 0.702 0.875 0.873

… is the right type of place where I want to live 0.861 —
I would leave … with pleasure* 0.909 17.898

I would not like to move out from … 0.734 12.441

Consumption localism 0.587 0.847 0.839

Buying local products helps to boost the local
employment level

0.685 —

Even if it's more costly, I prefer to buy local Products 0.844 10.574

I prefer to buy local products rather than products
from other places

0.903 10.890

I like to support the local community 0.591 7.709

Note: CMIN= 94.587; CMI/DF= 1.603; RMSEA= 0.055; IFI = 0.982; TLI = 0.976; CFI = 0.982.

TABLE 7 | Two‐group analysis for type of place.

Satisfaction ‐>
Identification

Identification ‐> Intention
to stay

Identification ‐> Consumer
localism

Larger and mid‐sized cities
(group 1; n= 425)

β= 0.907*** (t= 18.151) β= 0.942*** (t= 17.481) β= 0.447*** (t= 7.786)

Town/rural community
(group 2; n= 187)

β= 0.869*** (t= 11.041) β= 0.954*** (t= 11.524) β= 0.484*** (t= 4.880)

Group differences (Δχ²/1df) 0.334; p= 0.563 1.301; p= 0.254 0.952; p= 0.329

Note: Model fit across the groups (uncons.): χ² = 420.774; df = 124; p< 0.001; IFI = 0.947; TLI = 0.933; CFI = 0.947; RMSEA= 0.063.
***p≤ 0.001.

TABLE 8 | Two‐group analysis for born in the place versus not born in the place.

Satisfaction ‐>
Identification

Identification ‐> Intention
to stay

Identification ‐> Consumer
localism

Born in the place (group
1; n= 154)

β= 0.910*** (t= 9.451) β= 0.962*** (t= 9.043) β= 0.432*** (t= 4.285)

Not born in the place
(group 2; n= 457)

β= 0.906*** (t= 19.825) β= 0.938*** (t= 19.260) β= 0.452*** (t= 8.031)

Group differences
(Δχ²/1df)

12.222; p= 0.000 4.306; p= 0.038 2.256; p= 0.133

Note: Model fit across the groups (uncons.): χ² = 390.482; df = 124; p< 0.001; IFI = 0.953; TLI = 0.941; CFI = 0.953; RMSEA= 0.059.
***p≤ 0.001.
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6 | Implications for Public Management and
Marketing

By focusing on the role of resident‐place identification, our
research provides a better understanding of how place manage-
ment organizations can foster intentions to stay in a place and
pro‐local consumption attitudes. Our research posits that
resident‐place identification is the result of congruence or com-
patibility between the characteristics of places and residents' self‐
concept and self‐definition. A crucial question is in this context
how place marketers and place management organizations can
achieve and increase congruence between residents' perceptions
of places and the communicated contents of place brands?

The findings of our study highlight that public managers, spatial
designers, and place marketers should aim to increase residents'
perceived congruence with their places of residence through tar-
geted interventions and the creation of place‐related identities that
match resident expectations (Cerisola and Panzera 2022). Following
Strandberg and Ek Styvén (2024), place brand identity is generally
viewed as the supply‐side's (i.e., place managers) expression of how
a place shall be perceived, while place identity is considered as the
demand‐side perspective, involving how individuals understand and
recognise places (Kavaratzis and Kalandides 2015). Place marketing
and branding interventions that reinforce residents' perceived
identification with places may in this context enhance the re-
lationships between the place brand identity and the perceived
identity of places (Braun, Kavaratzis, and Zenker 2013). To do so,
local authorities may need to re‐think their adoption of place
branding as a “one‐size” fits all approach and find ways to promote
the perceived unique attributes of the place by relying on residents'
individual perceptions of what a place stands for (Insch and
Walters 2018). For instance, promotional campaigns that focus on
residents' meaning‐making processes of local attributes address
people's identification with places and might lead to acceptance and
support of the place brand (Kemp, Childers, and Williams 2012;
Zenker and Beckmann 2013). Place management organizations
may thus pro‐actively involve local residents in the identification of
salient local attributes (e.g., representative place elements, values).

While involving residents in the place brand co‐creation process
may certainly help local populations in identifying with place
brands (Braun, Kavaratzis, and Zenker 2013, p. 23) and foster
positive attitudes regarding the place (ambassadorship, civic pride,
and so on), it can also be questioned whether the shared contents of
place brands are always “good” or “desirable” in the eyes of all
residents. Zenker and Petersen (2014) for instance argue that a 100%
identity fit between residents and places is not necessarily desirable,
since individuals may want to stay unique or differentiate them-
selves at least from certain attributes that are associated with places
(e.g., rural regions might be associated with attributes such as
“conservative” or “calme”, while some of their residents may not
identify with such attributes even though they like the place).

In general, a focus on resident‐place identification offers in-
sights into how place authorities can better understand place‐
related experiences and how place perceptions can be managed
to improve residential satisfaction and identification (Hanna
and Rowley 2013). Especially in areas where local authorities
are responsible for the socioeconomic development of places,
regional planners and public managers need to understand how

residents' relationships with places may transform into place‐ or
region‐supportive attitudes such as consumption localism.

As shown by our findings, local authorities can benefit from
having a more refined understanding of resident‐place re-
lationships and their outcomes. A strategic approach towards
regional planning would be to forge long‐term identification
between residents and their places, as this can sustain the
consumption of local products and support for local shops.
Residents' mobility intentions were also found to be influenced
by satisfaction and a person's compatibility with a place. If
spatial planners and public managers succeed in improving
resident‐place relationships, residents' ties with places are ex-
pected to grow, which is a desired outcome of public manage-
ment (Chen and Dwyer 2018). The research model equally
demonstrates that resident‐place identification is likely to favor
residents' support for local shops and products (Miller 2001;
Mullis and Kim 2011). This finding is interesting for regional
planning, as it suggests that at least some branches of the local
economy (e.g., food) could be sustained by branding. Demon-
strating the link between evaluative concepts and monetary
outcomes can in fact be helpful for spatial planning in retaining
funds for future development programmes. Establishing a link
between perceptual evaluations and monetary outcomes can
thus help public managers and place marketing organizations
to justify investments in such campaigns, as related ex-
penditures could sustain the local commercial infrastructure
(Zenker and Martin 2011; Tasci 2020).

A focus on person‐place relationships is helpful because it
facilitates a holistic view on person‐place evaluation and
bonding processes. As outlined before, our research model links
place satisfaction, resident‐place identification, intentions to
stay, and pro‐local consumption. The identification and linkage
of these evaluative and attitudinal domains may in fact facilitate
the work of public managers, as it shows which processes can
be influenced when individuals evaluate a brand or a bundle
of place‐related products. A focus on specific dimensions of this
process might allow place managers to strategically develop
cities and entire regions.

Measurement scales are in this regard useful to investigate the
outcomes of place evaluations as “each brand association is
quantifiable to give diagnostic feedback to government agen-
cies” (Merrilees, Miller, and Herington 2009, 363). If assess-
ments of positive or negative place perceptions are paired with
other forms of market research focusing on the nature of such
attributes and how they potentially change over time, place
managers can obtain more in‐depth insights into how their
place is perceived and how they can retain residents and sup-
port local producers. The present research suggests that public
managers should use standardized measures of resident need
satisfaction, identification, intentions to stay in the place and
preference for local products and producers on a regular basis
because it can help them to further improve the place's resi-
dential offerings (Zenker and Rütter 2014). Public managers can
for instance develop the functional offer of places (e.g., ame-
nities) and create platforms for social engagement (e.g., events)
with the place and its community (Lovén, Hammarlund, and
Nordin 2020; Hong 2015), which is expected to increase re-
sidents' satisfaction and identification with the place and might
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ultimately result into place‐supportive consumption attitudes
and intentions to stay, as shown by our findings.

7 | Limitations and Further Research Avenues

While the present study has derived new empirical insights into the
mediating effects of resident‐place identification, certain drawbacks
need to be discussed. First, the data samples used for this research
were based on convenience sampling in online networks. Even if
much attention was paid to recruit respondents showing variance
on personal traits that were deemed relevant for this study (e.g.,
length of living the place), the survey was only accessible for a cross‐
section of the population (i.e., Internet users). While prior studies
(e.g., Zenker, Petersen, and Aholt 2013; Droseltis and Vignoles 2010;
Lewicka 2010) in the field of spatial planning, environmental psy-
chology, and place marketing have also relied on nonrepresentative
samples to draw conclusions, further research is required to sub-
stantiate the findings. Future research should also test further
control variables between the conceptual links and re‐assess the
impact of type or size of place, as our sample from rural areas might
not have been fully representative of this type of place.

Besides, the empirical model developed in this study can be con-
sidered as a simplified representation of complex (social) processes.
It should be recognized that quantitative measurement results are
generally influenced by the selection of items and applied methods
(Zenker, Petersen, and Aholt 2013). This assertion seems to be
especially relevant for places, which often consist of a variety of
attributes. Besides, the conceptual links tested in our research
model might at least in some cases run in both directions (e.g., place
satisfaction and resident‐place identification) so that future research
may retest their causality and further develop the research model to
substantiate its external and predictive validity.

The present study confirmed consumption localism as an out-
come variable of person‐place relationships, but it needs to be
acknowledged that localism or ethnocentrism is usually product‐
specific (e.g., Cleveland, Laroche, and Papadopoulos 2009) and
depends on which products can indeed be bought locally. In fact,
“the definition of what is realistically local” might depend on
each consumer (Spielmann and Bernelin 2015, 621). Cowell and
Green (1994) find that strong attachment is related to local food
purchases, but weakly related to local clothing. Further research
may thus provide more nuances on the empirical relationships of
our research model and also assess the potential impact of closed
mindsets, patriotism or nationalism in terms of how person‐place
identification affects consumer localism.
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