Appendix A

Information provided to participants
The Km 0 Newsstand Project, funded by the Ministry of Culture and the Ministry of Economic Development, aims to promote local products and support newsstands and small bookstores. The services offered are as follows: 
(i) Direct sales: Participating newsstands offer a selection of local agrifood products for sale.
(ii) Online sales: Through an online platform, it is possible to purchase various products and pick them up the next day at the nearest participating newsstand, without shipping costs.
The available products include non-alcoholic beverages, spirits, liqueurs, wine, beer, oil, pasta, bakery products, biscuits, confectionery, sweets, honey, preserves, spices, herbal teas, infusions, and natural cosmetics. Potentially, this initiative could involve all newsstands across Italy.

Survey items
Table A1. Items and scales included in the survey.
	Variable
	Item
	Assessment
	Source

	Behavioural Intention – Direct retail
	How likely are you to purchase local products directly at Km0 newsstands (Direct sales)?
	Slider from 0 ( = definitely not make a purchase) to 100 (=surely make a purchase)
	Self-developed

	Behavioural Intention – Online retail
	How likely are you to purchase local products online with scheduled pick-up at Km0 newsstands (Online sales)?
	Slider from 0 ( = definitely not make a purchase) to 100 ( = surely make a purchase)
	Self-developed

	Previous experience with newsstands
	How often do you shop at newsstands?
	5-point scale from never to always
	Self-developed

	Accessibility of newsstands
	How easily can you access a newsstand?
	5-point scale from with high difficulty to with high ease
	Self-developed

	Previous experience with online food grocery 
	How often do you usually purchase food products through online sites?
	5-point scale from never to always
	Self-developed

	Facilitators
	How important are the following factors in your decision to purchase products through the Km0 Newsstand program?
	5-point scale from not important to extremely important
	Self-developed

	
	Reduced delivery times
	
	

	
	Convenience of pick-up at Km0 Newsstands
	
	

	
	No shipping costs
	
	

	
	Possibility to purchase products not easily available in your city
	
	

	
	Possibility to avoid crowded places
	
	

	
	Support and revitalisation of newsstands
	
	

	
	Support for small local farmers
	
	

	
	Promotion of local products
	
	

	Barriers
	For me, buying agrifood products through a Km0 newsstands…
	5-point scale from completely disagree to totally agree
	Adapted from Vittersø and Tangeland (2015)

	
	…would take too much time
	
	

	
	…would involve adopting a new habit, which is difficult
	
	

	
	…would be too expensive
	
	

	
	…would have no benefits
	
	

	
	…would offer a low-quality service
	
	

	
	…would offer a limited variety of products
	
	

	
	…would provide limited information about the products from the newsagents
	
	

	Lack of familiarity
	I do not have enough information about this initiative
	5-point scale from completely disagree to totally agree
	Adapted from Vittersø and Tangeland (2015)

	Trust
	I would trust the services of Edicola Km0
	5-point scale from completely disagree to totally agree
	Adapted from Benson et al. (2020)

	
	The products and services of Edicola Km0 would be reliable
	
	

	Belief
	I believe that the producers and vendors of Edicola Km0 would sell quality products
	5-point scale from completely disagree to totally agree
	Adapted from Benson et al. (2020)

	
	I believe that the producers and vendors of Edicola Km0 would sell safe products
	
	

	
	I trust that the products of Edicola Km0 could be traced back to their origin
	
	

	Food ethnocentrism scale
	It is a sign of solidarity to buy food products from my CITY AND SURROUNDING AREAS.
	5-point scale from completely disagree to totally agree
	Ferrales and Grunert (2024)

	
	It is only right for me and my family to buy food products from my CITY AND SURROUNDINGS.
	
	

	
	It is important to think of the food producers in our CITY AND SURROUNDINGS when making purchases.
	
	

	
	It is important for our identity to buy products from our own CITY AND SURROUNDINGS.
	
	

	
	My REGION is home of the best food producers.
	
	

	
	My REGION has the proper territory to produce the best food products.
	
	

	
	There is no better meat or vegetables than the ones from my REGION.
	
	

	
	The traditions of my REGION are represented in its food products.
	
	

	
	I find the food producers in my COUNTRY close to me, physically and culturally.
	
	

	
	The food producers in my COUNTRY have special ways of producing foods.
	
	

	
	The other people from my COUNTRY reflect my identity.
	
	

	
	It is important for our identity to buy food products from our COUNTRY
	
	

	Environmental consciousness (Green scale)
	It is important to me that the products I use do not harm the environment
	5-point scale from completely disagree to totally agree
	Haws et al. (2014)

	
	I consider the potential environmental impact of my actions when making many of my decisions
	
	

	
	My purchase habits are affected by my concern for our environment
	
	

	
	I am concerned about wasting the resources of our planet
	
	

	
	I would describe myself as environmentally responsible
	
	

	
	I am willing to be inconvenienced in order to take actions that are more environmentally friendly
	
	

	Interest in healthy eating
	I’m usually bored when I listen to discussions about food and health R
	5-point scale from completely disagree to totally agree
	Hansen and Thomsen (2018)

	
	Eating healthy is not important to me R
	
	

	
	In general, I’m very interested in healthy food products
	
	

	Consumer novelty seeking
	I often seek out information about new products and brands.
	5-point scale from completely disagree to totally agree
	Manning et al. (1995)

	
	I like to go to places where I will be exposed to information about new products and brands.
	
	

	
	I like magazines that introduce new brands.
	
	

	
	I frequently look for new products and services.
	
	

	
	I seek out situations in which I will be exposed to new and different sources of product information.
	
	

	
	I am continually seeking new product experiences.
	
	

	
	When I go shopping, I find myself spending very little time checking out new products and brands. R
	
	

	
	I take advantage of the first available opportunity to find out about new and different products.
	
	


Notes: R indicates items with reversed score.


Appendix B

Determination of the optimal number of classes in the Latent Class model
In this study, a latent class cluster analysis was performed using respondents’ behavioural intentions regarding the use of Km0 newsstand retail services. To determine the optimal number of classes, a systematic approach was employed. Initially, models with class numbers ranging from one to nine were assessed, with detailed results presented in Table B1. The log-likelihood (LL), Bayesian Information Criterion (BIC), and Akaike Information Criterion (AIC) all demonstrated continuous improvement with the addition of classes. The BIC criterion reached its minimum with the 7-class model. However, given the minimal incremental benefit in model fit when adding additional classes beyond the three-class model, the most parsimonious solution was chosen. Consistent with the recommendations of Ruto et al. (2008) and Swait (1994), the three-class model was also selected as it offers a clearer and more meaningful understanding of the underlying behavioural processes compared to the other models.

Table B1. Goodness of fits for the latent class cluster models.
	Model
	LL
	BIC(LL)
	AIC(LL)

	1-Class
	-9497.5
	19022.63
	19003.01

	2-Class
	-9105.21
	18272.56
	18228.41

	3-Class
	-8856.02
	17808.71
	17740.04

	4-Class
	-8677.01
	17485.22
	17392.03

	5-Class
	-8608.47
	17382.66
	17264.94

	6-Class
	-8567.88
	17336.00
	17193.77

	7-Class
	-8528.07
	17290.90
	17124.14

	8-Class
	-8511.62
	17292.53
	17101.24

	9-Class
	-8513.50
	17330.81
	17115.00


Notes. LL: log-likelihood. BIC: Bayesian information criterion. AIC: Akaike information criterion
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