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The United States (U.S.) textile and apparel (T&A) industry has undergone significant
transformations due to globalization and shifting manufacturing landscapes. Domestic
production declined as outsourcing increased, reducing employment and weakening
local supply chains (Freund et al., 2018). However, rising import costs, shifting trade
policies, and growing demand for sustainable products have revived interest in locally-
made T&A (Levinson, 2018). Consumers increasingly associate these products with
high-quality, economic sustainability, and environmental benefits (Hasan & Das, 2025).
Despite growing interest, a gap persists between purchase intentions and actual buying
behaviors (James & Montgomery, 2017). Prior studies have examined market potential
and competitive positioning (Saki et al., 2019). However, little research explores
retailers’ and consumers’ motivations and perceptions regarding locally-made T&A in
the U.S. To address this gap, this study investigates how U.S. retailers and consumers
perceive and engage with locally-made T&A products. The study is guided by two
research questions: (1) What are retailers' attitudes and motivations toward selling
locally-made T&A products in the U.S.? and (2) What are consumers' attitudes and
motivations toward purchasing them?

The theory of planned behavior (TPB) provides a structured framework for
understanding retailer and consumer engagement with locally-made T&A products
(Ajzen, 1991). It examines the role of attitudes, subjective norms, and perceived
behavioral control (PBC) in shaping behavioral intentions. Prior research has
demonstrated TPB’s effectiveness in examining consumer attitudes toward apparel
purchasing, online shopping behaviors, and ethical sourcing practices (Kim et al., 2005;
Shaw et al., 2007). In the context of locally-made T&A, attitudes are shaped by
perceptions of quality, sustainability, and regional identity, while subjective norms
capture social and community influences on purchasing and retail strategies (Bhaduri &
Ha-Brookshire, 2015; Ha-Brookshire, 2012). PBC is crucial for understanding the
challenges in the purchase and sale of locally-made T&A products. By incorporating
PBC, TPB considers external factors, such as financial constraints and product
knowledge, that may prevent intentions from translating into actions. This study applies
TPB to explore the key drivers and barriers affecting consumer and retailer engagement
in the U.S. T&A industry.

This study employed an exploratory qualitative research design (Creswell & Creswell,
2017). After IRB approval, 9 retailers and 26 consumers were purposively recruited from
the central Appalachian region of the U.S. The participants were selected based on their
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engagement with locally-made T&A products. We conducted in-depth semi-structured
interviews in the Summer of 2024 via Zoom or in person, based on participants’
preferences. Each interview lasted between 45 and 60 minutes. We conducted
interviews until no new themes emerged, ensuring theme saturation (Spiggle, 1994). All
interviews were recorded and transcribed, and a thematic analysis was performed to
identify common patterns within the data.

Thematic analysis identified 6 sub-themes for retailers and consumers, respectively,
categorized under 3 overarching themes aligned with the TPB constructs. Retailers'
attitudes were driven by personalized engagement and business success, with a strong
emphasis on reputation and consumer trust (8 out of 9). One participant noted, "Our
reputation speaks for itself. When customers mention us positively, it reaffirms that we
are doing something right." Additionally, they valued distinctive retail experiences (7 out
of 9), as another shared, "It has been a labor of love for both of us. Coming from big
corporations, we wanted to create something personal, hyper-local." Within subjective
norms, retailers adopted a customer-driven market approach guided by responsive
inventory strategies (8 out of 9). One retailer stated, "Over the past seven years, we
have refined our approach by listening to customers and maintaining a robust inventory
of popular items." Furthermore, strategic market differentiation (8 out of 9) ensured
exclusivity, with one explaining, "We have had artists ask us not to carry their products
in certain stores nearby, and we respect that." Under PBC, the theme of operational
efficiency and supplier strategy emerged, with strong team cohesion (6 out of 9) being a
key asset. One participant explained, "Everyone who works with us is dedicated, caring,
empathetic, and understands the customer." Moreover, supplier selection and inventory
control (7 out of 9) were crucial for maintaining quality, as one participant stated, "We
receive many supplier applications but have limited space. We use opportunities from
departures or changes to add new suppliers." These findings underscore how retailers
navigate customer expectations, competitive positioning, and operational challenges to
sustain locally-made T&A engagement.

Consumers’ attitudes toward purchasing locally-made T&A products were shaped by
personal identity and self-expression, with two key sub-themes. First, situational interest
in local products (21 out of 26) influenced purchasing behavior. One consumer
expressed, "l enjoy buying locally, but it usually happens when something stands out to
me or feels like the perfect present for someone." Second, individuality and uniqueness
(18 out of 26) played a key role in their decision-making, with another stating, "l love
that they are unique. You will not find someone else wearing the same thing; it is a great
way to express who you are." Within subjective norms, the theme of community-driven
purchasing behavior emerged. Familial influence (23 out of 26) was a significant factor,
with one participant explaining, "My parents always supported local businesses, and
now | find myself naturally drawn to products that support our community." Similarly,
word-of-mouth recommendations (20 out of 26) were critical in shaping purchasing
decisions, as one indicated, "These recommendations carry weight. If my friends
endorse a local brand, | am more likely to try it." For PBC, consumers highlighted
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access barriers and affordability as major challenges. Difficulty in finding locally-made
products (22 out of 26) limited their purchasing options, with one explaining,
"Sometimes, it takes effort to seek out local brands, especially if they are not widely
stocked in popular stores." Economic limitations (19 out of 26) posed another barrier,
creating affordability concerns; as one participant shared, "l want to support local
businesses, but sometimes the price difference compared to mass-produced items can
be a challenge." These findings underscore how balancing personal values, social
influence, and accessibility constraints shapes consumer engagement with locally-made
T&A products.

This study provided a qualitative exploration of retailer and consumer engagement with
locally-made T&A products in the U.S. It identified key motivations, social influences,
and constraints shaping their behavior. The findings highlight the need for policy
support, strategic brand positioning, and consumer education to address cost barriers
and increase the visibility of locally-made T&A products. Additionally, it extends TPB’s
application by exploring retailers’ decision-making processes, emphasizing the roles of
market pressures and operational constraints in shaping business strategies.
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