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Abstract 
 
In Mexico, artisanal garments represent a manifestation of cultural heritage that has preserved 
centuries-old ancestral production practices. Although local consumption may strengthen 
collective identity and the community economy, recent studies report apathy among residents in 
the regions where these garments originate. This study identifies the variables influencing 
residents’ purchasing behavior, drawing on the Theory of Planned Behavior. 
 
The research adopted a quantitative, applied, correlational approach with a non-experimental, 
cross-sectional design. A convenience sample of 137 residents (87 women and 50 men) 
completed a survey measuring the constructs of the Theory of Planned Behavior. Attitudes 
emerged as the primary predictor of purchasing behavior in both groups, indicating that 
residents value locally produced artisanal garments for their quality, cultural symbolism, and 
linkage to local identity. Among women, perceived behavioral control also exerted a significant 
influence, as purchasing decisions require availability in designs and colors, sizes, and styles to 
enable the buying action. Among men, purchasing intention constituted another predictor of 
buying behavior, suggesting that a clear motive—such as purchasing a gift—drives their decision 
to acquire artisanal garments. 
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The analysis revealed no significant differences between men and women in the mean values of 
the variables examined. Residents demonstrate potential to act as promoters of artisanal 
garments, particularly if positive attitudes receive reinforcement and barriers related to 
availability and personal taste receive attention. Such efforts may consolidate a collective identity 
that supports growth in cultural tourism and, consequently, regional development. 
 
Keywords: Purchasing behavior, local consumption, artisanal garments, Theory of Planned 
Behavior. 
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Introduction 
 
Artisanal garments constitute a tangible expression of cultural heritage because, beyond 
emerging as part of community identity, their production processes and materials embody 
knowledge transmitted across generations (Fu, 2023; Yang, Shafi, Song, & Yang, 2018). In 
several municipalities of central Mexico—particularly in the Valle de Toluca region—the crafting 
of artisanal textile garments has endured for centuries (Sánchez-Nájera, 2009) due to its cultural 
and economic relevance (Hernández-Ramírez, Pineda-Domínguez, & Andrade-Vallejo, 2011). 
Nevertheless, despite the symbolic value and quality of these garments (Bhaduri & Stanforth, 
2017), recent studies have documented a degree of resident apathy toward their consumption 
(Minbale, Bizuneh, Seife, Eyasu, Asfaw, & Sharew, 2024), with preferences shifting toward 
industrialized products or globally fashionable items (Mendoza, 2025). 
 
The challenge intensifies when considering that municipal, state, and federal governments have 
sought to promote local development by strengthening artisanal production and, consequently, 
cultural tourism (Sánchez-Nájera, 2009). Yet residents often perceive these efforts as external 
and therefore invest limited effort in promoting such garments (Minbale et al., 2024). Moreover, 
the literature offers few studies focused on residents’ purchasing behavior regarding artisanal 
garments, which constrains the development of strategies aimed at fostering local consumption 
and promotion through greater resident participation as ambassadors of their communities’ 
cultural heritage. 
 
Given the importance of identifying factors with the potential to increase residents’ purchasing 
decisions for artisanal garments—and thereby reinforce regional cultural identity and expand 
cultural tourism—this research finds strong justification. 
 
The study aimed to determine the variables with the greatest explanatory power for purchasing 
behavior among residents of municipalities producing artisanal textile garments in the Valle de 
Toluca, with a view to encouraging their participation as ambassadors of these products. To this 
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end, the research adopted the Theory of Planned Behavior (Ajzen, 1991) and followed a 
quantitative, applied, correlational approach with a non-experimental, cross-sectional design. 
 
The study population comprised adults residing in municipalities that produce artisanal textiles 
in the Valle de Toluca (Almoloya de Juárez, Calimaya, Santiago Tianguistenco, and Tenancingo). 
A convenience sample of 137 individuals completed a survey. 
 
The manuscript unfolds across five sections: the theoretical framework, which outlines the 
study’s foundations; the methodology, describing the design, instrument, and data collection 
procedures; the results analysis, presenting the statistical findings; the discussion, identifying 
convergences and divergences between these findings and prior studies; and, finally, the 
conclusions, which propose directions for future research. 
 
 
Theoretical Framework 
 
Purchasing behavior constitutes a process through which individuals evaluate available options, 
make decisions, and carry out the actions required to acquire a tangible or intangible good. This 
process involves recognizing and accepting the existence of a need, executing the necessary 
actions to obtain the good that satisfies that need, and completing the purchase, which internal 
and external factors jointly shape (Alonso & Grande, 2013). 
 
Within communities that produce textile handicrafts—such as the municipalities of the Valle de 
Toluca—residents’ purchasing decisions represent not only an economic transaction but also an 
expression of cultural identity and tradition, together with the acceptance of symbolic elements 
that confer uniqueness (Ogden, Ogden, & Schau, 2004). Despite this relevance, few studies have 
examined residents’ consumption of handicrafts as a mechanism that strengthens collective 
identity, preserves cultural heritage, and fosters local economic development (López Ceballos & 
Sarmiento Franco, 2002; Meza Calderón, 2023). 
 
The study conducted by Minbale et al. (2024) stands out for analyzing local consumers’ 
purchases of artisanal garments, concluding that residents in emerging economies often display 
apathy toward locally produced handicrafts due to the influence of global fashion, perceptions 
of lower quality, or a weak symbolic connection. In Mexico, however, this phenomenon remains 
largely unexplored, as most research on handicraft consumer behavior has focused on tourists 
rather than residents (Zetina, Guzmán, & Magaña, 2023). 
 
Despite these trends, cases exist in which residents have widely embraced artisanal garments. 
One example involves the guayabera, a loose and lightweight shirt produced mainly in the state 
of Yucatán. Residents of southeastern Mexico highly value this garment because they associate 
it with elegance and national identity. Such cultural appropriation illustrates how attitudes toward 
local consumption can shift when garments appear valuable, contextually updated, and 
functional (Colín-Flores, 2025). 
 
Among the most recognized artisanal garments in central Mexico stands the rebozo, a textile 
woven on a pedal loom and highly valued for its versatility, functionality, and strong cultural 
identification with Mexico (Sánchez-Montiel, 2023).  
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Nevertheless, not all residents can afford this garment due to the high prices of most artisanal 
products (México Desconocido, 2001). Other artisanal garments produced in the region include 
blouses and dresses made with drawn-thread techniques, sweaters, scarves (Instituto de 
Investigación y Fomento de las Artesanías, 2024), and the sarape, a long woolen blanket 
recognized as intangible cultural heritage of the State of Mexico (Rodríguez, 2025). Although the 
region offers a wide variety of high-quality artisanal garments, many residents undervalue the 
labor and time required for their production, leading outsiders to appreciate these items more 
frequently than community members themselves (INEGI, 2018). Accordingly, this study 
proposes the following hypothesis: 
 
H1: Purchasing behavior toward artisanal garments among residents of producing municipalities 
in the Valle de Toluca manifests at a moderate level. 
 
Regarding gender differences in purchasing behavior for artisanal garments, the literature 
remains limited. The most recent study, conducted by Bahety, Sarkar, De, Kushwaha, and 
Bhattacharjee (2024), reports no significant differences in such behavior. Nevertheless, other 
studies suggest that women exhibit greater willingness to engage in local consumption, motivated 
by empathy toward producers, a desire to preserve traditions, or perceptions of artisanal quality 
(Acuña-Moraga & Severino-González, 2018; López, Cruz, & Plata, 2024). These findings 
indicate that gender may function as a relevant variable when analyzing differential motivations 
underlying the purchase of artisanal products. Consequently, this study advances the following 
hypothesis: 
 
H2: Significant differences exist between the explanatory factors of purchasing behavior toward 
artisanal garments among male and female residents of producing municipalities in the Valle de 
Toluca. 
 
The Theory of Planned Behavior (TPB) ranks among the most widely applied theoretical models 
for explaining decision-making related to purchasing behavior, owing to its capacity to integrate 
experience and knowledge with personal, social, and contextual factors. Ajzen (1991), who 
developed this theory, argues that behavior depends on the intention to perform a specific 
action, which three principal variables influence: attitudes toward the behavior, subjective norms, 
and perceived behavioral control. 
 
Numerous studies have demonstrated the usefulness of the TPB in explaining purchasing 
behavior related to artisanal and sustainable products (Galván-Mendoza & González-Rosales, 
2025; Gómez, Fernández, & Medina, 2023; Minbale et al., 2024; Sabina del Castillo, 2024; 
Zamacona-Aboumrad & Barajas-Portas, 2022). These works converge in identifying attitudes 
and beliefs toward artisanal garments as variables that directly and decisively influence 
purchasing behavior, while also exerting indirect effects through intention. 
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Greaves, Zibarras, and Stride (2013) argue that purchasing decisions cannot rely solely on 
economic rationality, as human action also incorporates personal beliefs, social pressures from 
close reference groups, and perceived facilitators or constraints. 
 
For these reasons, the TPB underpins this research, as it integrates affective, cognitive, social, 
and contextual dimensions of purchasing behavior—elements particularly salient in the case of 
artisanal garments among residents of producing municipalities, where aesthetic value and 
cultural identification play central roles (Fernández-Jardón, 2018). The TPB variables applied to 
residents’ purchasing behavior toward artisanal garments conceptualize as follows (Ajzen, 1991): 
 
Attitudes toward the behavior, defined as the evaluation of an individual’s beliefs and opinions 
regarding the intended action. In the context of artisanal garment consumption, attitudes 
encompass beliefs and perceptions related to garment quality, respect for cultural identity, 
aesthetic value, and environmental and social awareness concerning materials and production 
processes (Zetina, Guzmán, & Magaña, 2023). 
 
Subjective norms, composed of internal moral norms governing individual behavior, together with 
the perceived opinions of close social groups regarding the performance of a given action. In 
this context, the expectations and views of family members, friends, or authority figures shape 
residents’ willingness to purchase artisanal products (Yadav & Mahara, 2019). However, Galván-
Mendoza and González-Rosales (2025) found that ethnic identity and attitudes among domestic 
tourists exert greater predictive power over purchase intention than subjective norms. 
 
Perceived behavioral control, referring to the degree of ease individuals perceive in performing an 
action, based on available resources and facilitating conditions. In the case of artisanal garment 
purchases, this dimension involves alignment with consumer preferences, size availability, and 
access within a specific marketplace (Yadav & Mahara, 2019). 
 
Purchase intention, which functions as the most direct indicator of behavior and reflects an 
individual’s level of willingness to carry out the action, shaped by the three preceding variables. 
Higher intention levels increase the likelihood that purchasing behavior will materialize (Ajzen, 
1991; Greaves et al., 2013). For artisanal garments, purchase intention represents residents’ 
predisposition toward acquisition, ranging from recognition of a latent need to recommendation 
and promotion. 
 
 
Methodology 

This study adopted an applied, quantitative, correlational, and field-based research approach, 
employing a non-experimental, cross-sectional design (Hernández, Fernández, & Baptista, 
2014), as data collection occurred at a single point in time without deliberate manipulation during 
survey administration. The research took place in the municipal capitals of Almoloya de Juárez, 
Calimaya, Santiago Tianguistenco, and Tenancingo—localities with a strong tradition in the 
production of artisanal garments within the Valle de Toluca, central Mexico. 
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The analysis focused on the variables proposed by the Theory of Planned Behavior (TPB) 
(Ajzen, 1991): attitudes, subjective norms, perceived behavioral control, purchase intention, and 
purchasing behavior. Operationalization of these constructs drew on prior empirical studies 
conducted by Yadav and Mahara (2018) and Zamacona-Aboumrad and Barajas-Portas (2022). 

The study population comprised adults residing in the municipalities with the highest 
specialization in artisanal garment production in the Valle de Toluca. According to the most 
recent Economic Census conducted in Mexico (INEGI, 2020), this population appears as 
reported in Table 1.  

 

Table 1. Study Population 

Municipality Men Women Total 

Almoloya de Juárez 54,013 55,005 109,018 

Calimaya 22,818 23,980 46,798 

Santiago Tianguistenco 25,393 27,854 53,247 

Tenancingo 32,987 36,000 68,987 

Total 135,211 142,839 278,050 

Source: Authors’ elaboration based on INEGI (2020). 

 
A non-probabilistic convenience sampling strategy guided participant selection, surveying 
individuals who voluntarily agreed to take part in the study. The final sample comprised 137 
residents (87 women and 50 men), all of whom completed the questionnaire in person at public 
locations within the municipalities considered. 
 
Data collection relied on a structured questionnaire specifically designed for this purpose and 
administered through the Google Forms platform. The instrument included a sociodemographic 
section and 26 items measured on a five-point Likert scale (1 = strongly disagree to 5 = strongly 
agree) that captured the variables defined for the study. 
 
Instrument administration took place between March and April 2025, ensuring data 
confidentiality and informing respondents that their answers would serve academic purposes 
exclusively. 
 
Data analysis employed SPSS statistical software, version 26.0. The procedure involved assessing 
the reliability and validity of the data collection instrument, calculating means and standard 
deviations to characterize the study sample, and comparing mean differences between men and 
women using Student’s t-test. Finally, stepwise multiple linear regression identified the most 
significant predictors of purchasing behavior, with analyses stratified by sex. 
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Results 
 
To assess instrument validity, the study applied Exploratory Factor Analysis using robust 
unweighted least squares (Ledesma, Ferrando, & Tosi, 2019), extracting five factors through the 
varimax rotation method. These factors aligned with the variables proposed in this research 
(Table 2). 
 
 
Table 2. Reliability and Validity of the Instrument Factor Loadings from the Exploratory Factor 
Analysis 
 Attitudes Subjective 

Norms 
Perceived 
Behavioral Control 

Purchase 
Intention 

Purchase 
Behavior 

Cronbach’s alpha 0.873 0.819 0.752 0.806 0.816 

Handcrafted garments show greater 
environmental friendliness 

0.725     

Handcrafted garments rely on more organic 
materials than conventional ones 0.674     

Handcrafted garments deliver higher quality 
than conventional ones 0.620     

Handcrafted garments feature traditional 
designs 0.715     

Artisans employ traditional production 
techniques 

0.685     

Purchasing handcrafted garments supports 
the local producers’ economy 0.615     

Purchasing handcrafted garments contributes 
to preserving community culture 0.759     

Purchasing handcrafted garments strengthens 
our national identity 0.778     

My family’s and friends’ opinions matter 
when I purchase a handcrafted garment 

 0.758    

I rarely purchase a handcrafted garment until 
my friends and family approve it 

 0.827    

It matters to me that others like the 
handcrafted garment I purchase 

 0.830    

To ensure a genuine handcrafted garment, I 
always observe what others buy 

 0.701    

Finding a handcrafted garment that I like feels 
easy 

  0.639   

Finding a handcrafted garment in my size 
feels easy 

  0.635   

Reaching the locality where handcrafted 
garments I like are sold feels easy 

  0.779   

Visiting a shop that sells handcrafted 
garments I like feels easy 

  0.746   

Source: Authors’ own elaboration based on calculations performed with SPSS 26.0. 
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In addition, the instrument’s reliability was ensured by calculating Cronbach’s alpha, which 
yielded values above 0.70, the minimum threshold considered acceptable for this type of study 
(Rodríguez-Rodríguez & Reguant-Álvarez, 2020). 
 
The attitudes construct (measured through six items) captures residents’ perceptions of the 
sustainable value, quality, cultural value, and national identity associated with handcrafted 
garments. Subjective norms (four items) reflect the social value that respondents perceive these 
garments to hold within their social environment. Perceived behavioral control (four items) 
represents the ease with which respondents can locate and access handcrafted garments. 
Purchase intention (four items) denotes residents’ willingness to acquire, recommend, and 
promote handcrafted garments, whereas purchase behavior (four items) encompasses the 
motivations that drive residents to carry out the purchasing action. 
 
Based on these results, composite variables were constructed in order to compute the descriptive 
statistics (mean and standard deviation) presented in Table 3. 
 
The descriptive analyses made it possible to identify the average scores for each study variable 
according to participants’ sex. A Student’s t-test was conducted to determine statistically 
significant differences between the two study groups: men and women. 
 
Most standard deviations ranged between 0.800 and 0.976, indicating relatively low data 
dispersion and suggesting a high degree of response consistency among respondents. Only one 
standard deviation reached 1.104, corresponding to the subjective norms variable among 
women, which indicates a moderate level of variability in the responses provided by female 
participants. 
 
Table 3. Descriptive Statistics for Both Groups 
 

 Men (50) Women (87) Statistically 
Significant 
Difference Variable Mean SD Mean SD 

Purchasing behavior 3.93 0.923 4.01 0.976 No 

Attitudes 4.06 0.757 3.93 0.975 No 

Subjective norms 2.62 0.915 2.63 1.104 No 

Perceived behavioral 
control 3.46 0.800 3.33 0.942 No 

Purchase intention 3.14 0.870 3.35 0.881 No 

Source: Authors’ own elaboration based on calculations performed using SPSS 26.0. 
 
Considering the five-point response scale, the data indicate that both men and women 
demonstrate high purchasing behavior (3.93 and 4.01, respectively), rather than a medium level 
as proposed in Hypothesis 1. Attitudes obtained the highest scores for both men (4.06) and 
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women (3.93), which suggests that respondents value the quality, sustainability, and cultural 
identity of handcrafted garments produced in their community. 
 
Subjective norms received the lowest ratings among men (2.62) and women (2.63), implying that 
residents rely more on their personal convictions than on social expectations when deciding 
whether to purchase artisanal clothing. Perceived behavioral control shows that, overall, 
residents locate handcrafted garments with relative ease (3.46 for men and 3.33 for women). 
Finally, purchase intention reflects a moderately high level in both groups, with women reporting 
slightly higher scores (3.35 vs. 3.14), possibly due to stronger appreciation for cultural elements 
or greater empathy toward producers. 
 
The Student’s t-test yielded no significant mean differences between men and women across all 
variables (p > .05), revealing a generally homogeneous perception of the constructs under study, 
regardless of gender. 
 
To test Hypothesis 2, multiple linear regression analyses estimated the factors with the greatest 
explanatory weight for purchasing behavior in each group (men and women). Table 4 presents 
the results. 
 
Among men, the variables included in the regression account for 50% of the variance in 
purchasing behavior. Attitudes emerged as the strongest predictor, followed by purchase 
intention, while perceived behavioral control did not enter the model. 
 
Among women, the regression model explains 61.5% of the variance in purchasing behavior. 
Attitudes again represented the strongest predictor, followed by perceived behavioral control. 
Purchase intention showed no predictive value for this group. 
 
In both models, subjective norms did not contribute significantly to predicting the purchasing 
behavior of artisanal garments. 
 

Table 4. Multiple Linear Regression Results for Men and Women 

  Men (50)  Women (87) 

Predictors 
Unstandardized 

Coefficients R2 
 Unstandardized 

Coefficients R2 
b SE  b SE 

 
  

-0.028 0.521 

0.50 

 
0.538 0.271 

0.615 
Acttitudes 0.637 0.127 

 
0.743 0.069 

Purchase intention 0.436 0.111 
 

    

Perceived 
behavioral control 

    
 

0.163 0.072 

Source: Authors’ own elaboration based on calculations performed using SPSS 26.0. 
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The results support the acceptance of Hypothesis 2, since the predictors of purchasing behavior 
differ between men (attitudes and purchase intention) and women (attitudes and perceived 
behavioral control). 
 
Discussion 
 
The findings shed light on key elements of purchasing behavior for artisanal garments among 
residents of textile-oriented municipalities in the Valley of Toluca, grounded in the Theory of 
Planned Behavior (TPB). 
 
First, the analysis reveals consistently high levels of purchasing behavior among residents, which 
contrasts with evidence reported by Minbale et al. (2024). Their study identified low 
consumption levels, suggesting an underlying apathy among local inhabitants toward artisanal 
products, possibly driven by perceptions of low quality or a disconnection from cultural identity. 
 
Although some communities display indifference toward local handicrafts (Meysami, 2024), the 
case of artisanal garments in the Valley of Toluca suggests a latent consumption potential that 
can be activated through strategies that reinforce positive attitudes and reduce practical 
barriers—especially in the case of women. 
 
The differentiated predictors for men and women offer valuable insight for developing market-
specific strategies. Among men, purchase intention emerged as the second strongest predictor 
in the regression model, indicating that their final behavior responds to specific motives such as 
buying an artisanal garment as a gift or for an upcoming trip. This aligns with Ajzen’s (1991) 
model, where intention functions as a central mediator between attitudes and observed behavior. 
The relevance of intention for this group also reflects Minbale et al.’s (2024) observation that, in 
emerging contexts, men tend to make consumption decisions in a more instrumental manner, 
prioritizing convenience and concrete purposes rather than identity-driven values. 
 
In contrast, perceived behavioral control represented the second most influential factor for 
women, suggesting that their purchasing decisions depend on practical attributes of the garment, 
such as size availability, design, aesthetics, and ease of access.  
 
This pattern had already been noted by Acuña-Moraga and Severino-González (2018), who 
observed that women show greater willingness to support local consumption when products 
match their personal needs. López, Cruz and Plata (2024) further argue that women tend to 
show stronger empathy toward local producers, although barriers such as limited availability, 
insufficient innovation, or restricted adaptability to current tastes may constrain their behavior. 
 
Attitudes emerged as the strongest predictor of purchasing behavior for both men and women. 
This result aligns with Fernández-Jardón (2018) and Zamacona-Aboumrad and Barajas-Portas 
(2022), who concluded that positive attitudes—linked to symbolic, aesthetic, and cultural 
value—encourage the purchase of artisanal products. 
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In the specific context of residents in the Valley of Toluca, positive attitudes appear to stem 
from recognition of the garments’ heritage value, artisanal quality, and symbolic connection to 
local identity. This coincides with the findings of Colín-Flores (2025), who identified a strong 
link between the Yucatecan guayabera and collective identity, which reinforces both its cultural 
legitimacy and its everyday use among residents. 
 
Another relevant finding concerns the absence of significant gender differences across measured 
variables. This mirrors the results of Bahety, Sarkar, De, Kushwaha and Bhattacharjee (2024), 
who detected no variation in artisanal consumption patterns by gender or age, noting that 
consumers generally purchase these items due to their creativity, natural design, and aesthetic 
appeal. Consequently, men and women appear to attribute cultural value to artisanal garments, 
even though the underlying motives driving purchase differ. This situation reflects Greaves, 
Zibarras and Stride’s (2013) argument that behavioral determinants may operate differently 
across groups even when global evaluations of the object remain similar. 
 
Finally, the evidence indicates that subjective norms exert minimal influence on purchasing 
behavior. As Galván-Mendoza and González-Rosales (2025) suggest, ethnic identity and 
personal decisions shaped by convictions, preferences, and individual needs carry greater weight 
than subjective norms. Thus, social pressure from an individual’s close circle plays little role 
when deciding to purchase an artisanal garment. 
 
Conclusions 
 
This study aimed to identify the variables with the greatest explanatory power in the purchasing 
behavior of residents in municipalities that produce artisanal garments in the Valley of Toluca, 
with the purpose of promoting their active participation as ambassadors of these products. The 
findings lead to several conclusions. 
 
Empirical results confirm that, consistent with TPB, attitudes toward artisanal garments 
represent the main predictor of purchasing behavior for both men and women. Residents value 
the garments produced in their community for their quality, cultural symbolism, and connection 
to local identity. 
 
However, the regression models by gender reveal distinct underlying mechanisms: men tend to 
rely on specific motives or purposes for the purchase (purchase intention), whereas women 
depend on the availability of designs, colors, sizes, and styles to complete the action. 
 
This study contributes to knowledge on the consumption of cultural and artisanal products in 
Mexico, particularly by providing TPB-based evidence for residents of municipalities that 
specialize in textile crafts, a population rarely examined in the literature. 
 
It also contributes by developing, validating, and presenting an instrument tailored to measure 
variables associated with purchasing behavior of artisanal garments, enabling replication of this 
study in other contexts and with different types of crafts or local products. 
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The findings may serve as inputs for designing awareness campaigns, marketing strategies, and 
artisanal garment designs that strengthen positive attitudes, remove practical barriers, and 
enhance cultural identity. They may also inform public policies aimed at promoting cultural 
tourism and encouraging local consumption with a stronger sense of belonging among residents. 
 
Future research should replicate the study in other regions of Mexico and Latin America with 
strong artisanal traditions, to compare consumption patterns and cultural perceptions across 
communities. Incorporating a qualitative perspective—particularly by engaging artisans—would 
allow deeper exploration of the roots of attitudes and perceived barriers. Additional 
psychological variables such as attachment, cultural identity, or ethical consumption also merit 
examination. 
 
Producers of artisanal garments should diversify available designs and sizes to meet the needs of 
the female segment. Communication and awareness campaigns targeted at residents could 
reinforce the symbolic value of the garments as expressions of local identity. Finally, spaces that 
foster interaction between producers and local consumers could facilitate dialogue and co-
creation of value, strengthening emotional and cultural bonds and contributing to broader 
economic benefits derived from cultural tourism. 
 
 
References 
 
Acuña-Moraga, F., y Severino-González, M. (2018). Factores que influyen en la decisión de 

compra de productos locales: un enfoque desde el comportamiento del consumidor. Revista 
Chilena de Marketing, 21(2), 33-49. 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision 
Processes, 50(2), 179-211. https://doi.org/10.1016/0749-5978(91)90020-T 

Alonso, A. y Grande, I. (2013). Comportamiento del consumidor: decisiones y estrategia de 
marketing. 7ª edición. Madrid: ESIC. 

Bhaduri, G., y Stanforth, N. (2017). To (or not to) label products as artisanal: effect of fashion 
involvement on customer perceived value. Journal of Product & Brand Management, 26(2), 
177-189. 

Bahety, P. K., Sarkar, S., De, T., Kushwaha, S., y Bhattacharjee, B. (2022). Gender And Age-A 
Demographic Study For Purchase Preference Towards Handicraft At Tribal Chhattisgarh. 
Journal of Positive School Psychology, 6(6). 
https://journalppw.com/index.php/jpsp/article/view/7166/4686 

Colín-Flores, C. G. (2025). La Guayabera: ¿Artesanía tradicional o una prenda étnica 
contemporánea? Factores que influyen al tomar la decisión de compra. Ciencias 
Administrativas. Teoría y Praxis, 21(2), 71-91. https://doi.org/10.46443/catyp.v21i2.478. 

Fernández-Jardón, C. M. (2018). Motivations of Purchase in Consumers of Fair Trade Products. 
Studies of Applied Economics, 36(2), 579-602. https://doi.org/10.25115/eea.v36i2.2544 

Fu, Y. (2023). Analysis of the transmission and development of traditional handicrafts in 
intangible cultural heritage. Frontiers in Art Research, 5(5), 23-29. 



GECONTEC: Revista Internacional de Gestión del Conocimiento y la Tecnología. ISSN 2255-5684 
Mulhia Romero, S.I., Nava Rogel, R.M. and Antonio Javier, M.T.   V. 14(1). 2026 
 

38 
 

https://doi.org/10.25236/FAR.2023.050504. URL: https://francis-
press.com/uploads/papers/HJ5seEzh2nyCCRQNIXywolXvDSqXmaAIhoY4wJIM.pdf 

Galván-Mendoza, O., & González-Rosales, V. M. (2025). Normas subjetivas, actitud e identidad 
étnica como factores que explican la intención de compra de productos artesanales en 
Ensenada, Baja California. Ciencias Administrativas. Teoría y Praxis, 21(2), 169-186. 
https://doi.org/10.46443/catyp.v21i2.484 

Gómez, V. Z., Fernández, C. G., y Medina, D. E. M. (2023). La percepción como factor del 
comportamiento del consumidor de artesanías: una revisión sistemática. RAN: Revista 
Academia & Negocios, 9(2), 233-246.  

Greaves, M., Zibarras, L., y Stride, C. (2013). Using the theory of planned behavior to explore 
environmental behavioral intentions in the workplace. Journal of Environmental 
Psychology, 33, 109–130. https://doi.org/10.1016/j.jenvp.2013.02.003. URL: 
https://eprints.whiterose.ac.uk/id/eprint/86709/14/Greaves%20Zibarras%20Stride%20
Using%20the%20Theory%20of%20Planned%20Behavior%20to%20explore%20environ
mental%20behavioral%20intentions%20in%20the%20workplace.3-49.pdf 

Hernández, R., Fernández, C., y Baptista, P., (2014). Metodología de la investigación. México: 
Mc Graw Hill. 

Hernández-Ramírez, V., Pineda-Domínguez, D. y Andrade-Vallejo, M.A. (2011). Las mipymes 
artesanales como un medio de desarrollo para los grupos rurales en México, Revista 
Universidad & Empresa, 21, 65-92. URL: 
https://revistas.urosario.edu.co/index.php/empresa/article/view/1888/1681  

INEGI (2021). Censo de Población y Vivienda 2020. Instituto Nacional de Estadística y 
Geografía. URL: https://www.inegi.org.mx/programas/ccpv/2020/ 

Instituto de Investigación y Fomento de las Artesanías (2024). Catálogo Artesanal. Secretaría de 
Cultura y Turismo del Estado de México. Recuperado de 
https://iifaem.edomex.gob.mx/catalogo_artesanal 

Ledesma, R. D., Ferrando, P., y Tosi, J. D. (2019). Uso del Análisis Factorial Exploratorio en 
RIDEP. Recomendaciones para autores y revisores. Revista Iberoamericana de Diagnóstico 
y Evaluación-e Avaliação Psicológica, 3(52), 173-180. 
https://www.redalyc.org/journal/4596/459661296014/html/ 

López, A. Cruz, A. y Plata, R. (2024). Identificación del mercado potencial para las artesanías 
textiles mazahuas de San Felipe del Progreso. Revista de Administración, Psicología e 
Ingeniería Industrial. 32, 130-139.  https://www.researchgate.net/profile/Michel-Esparza-
Marquez/publication/387707645_Analisis_sobre_los_elementos_de_los_modelos_del_M
arketing_Mix/links/67788e12c1b01354650de487/Analisis-sobre-los-elementos-de-los-
modelos-del-Marketing-Mix.pdf#page=141 

López Ceballos, V. A., y Sarmiento Franco, J. F. (2022). Cooperativismo y fortalecimiento de la 
identidad cultural para impulsar el turismo comunitario sustentable en la comisaría de 
Dzityá, Yucatán. En: Sarmiento Franco, José Francisco y Valles Aragón, María Cecilia 
[Coords.] Escenarios regionales de la dicotomía entre sustentabilidad ambiental y 
aprovechamiento de los recursos naturales. UNAM-AMECIDER, México. Páginas: 453-
470.  URL: https://ru.iiec.unam.mx:80/id/eprint/5940 



GECONTEC: Revista Internacional de Gestión del Conocimiento y la Tecnología. ISSN 2255-5684 
Mulhia Romero, S.I., Nava Rogel, R.M. and Antonio Javier, M.T.   V. 14(1). 2026 
 

39 
 

México Desconocido (2001). Tenancingo, la ciudad de los rebozos. Recuperado el 11 de 
noviembre de 2025. Disponible en https://www.mexicodesconocido.com.mx/la-ciudad-
de-los-rebozos-estado-de-mexico.html 

Meysami, M. (2024). Nearness and distance: exploring the notion of indifference through the 
lens of Middle-Eastern traditional arts (Doctoral dissertation, RMIT University). 
https://doi.org/10.25439/rmt.27582441 

Meza Calderón, D. P. (2023). Turismo artesanal: Preservando la identidad cultural y la 
revitalización de los oficios artesanales en Bogotá. Tesis de grado, Facultad de Ciencias 
Sociales, Universidad Colegio Mayor de Cundinamarca, Colombia. URL: 
http://178.32.55.102/bitstream/handle/unicolmayor/6959/Trabajo%20de%20grado%20
-%20Daniela%20Patricia%20Meza%20Calderon%20-%20Turismo%20-
Final.pdf?sequence=1&isAllowed=y 

Mendoza, M. Z. (2025). Pertinencia de las certificaciones intermedias en Programas Nacionales 
de Formación para la inserción ocupacional. Revista Crítica con Ciencia, 3(5), 287–300. 
https://doi. org/10.62871/revistacriticaconciencia.v3i5.421 

Minbale, E., Bizuneh, B., Seife, W., Eyasu, A., Asfaw, T., y Sharew, S. (2024). Ethiopian 
Consumer’s Behavior towards Purchasing Locally Produced Apparel Products: An 
Extended Model of the Theory of Planned Behavior. Complexity, 2024(1), 8745919. 
https://doi.org/10.1155/2024/8745919 

Ogden, D. T., Ogden, J. R., y Schau, H. J. (2004). Exploring the impact of culture and 
acculturation on consumer purchase decisions: Toward a microcultural perspective. 
Academy of Marketing Science Review, 2004, 1. URL: 
https://citeseerx.ist.psu.edu/document?repid=rep1&type=pdf&doi=bc754de88c64b7a32
74affc577cc002b13c2afbe 

Rodríguez, A. (2025, 30 de junio). ¿Sabías que el Sarape de Gualupita acaba de hacer historia? 
¡Es patrimonio cultural del Edomex!. El Universal Estado de México. 
https://www.eluniversaledomex.com.mx/turismo-y-diversion/sabias-que-el-sarape-de-
gualupita-acaba-de-hacer-historia-es-patrimonio-cultural-del-edomex/ 

Rodríguez, J. R., y Alvarez, M. R. (2020). Calcular la fiabilidad de un cuestionario o escala 
mediante el SPSS: el coeficiente alfa de Cronbach. REIRE: Revista d'innovació i recerca en 
educació, 13(2), 8. https://doi.org/10.1344/reire2020.13.230048 

Sabina del Castillo, E. J. (2024). Análisis del Comportamiento de Consumo de Productos Locales 
en Contextos Regionales y Turísticos a Través de Modelos Basados en la Teoría del 
Comportamiento Planificado: El Caso del Vino Canario (Doctoral dissertation, Universidad 
de La Laguna (Canary Islands, Spain)). URL: https://wp.ull.es/aenogas/wp-
content/uploads/sites/90/2024/11/4.-Tesis-Doctoral.pdf 

Sánchez- Montiel, C. (2023). El arte del rebozo: Un patrimonio cultural desconocido. El artista: 
revista de investigaciones en música y artes plásticas, (20), 2. URL: 
https://dialnet.unirioja.es/servlet/articulo?codigo=9365693 

Sánchez-Nájera, R. M. (2009). La investigación-acción-participativa en la gestión de iniciativas 
locales de desarrollo de la actividad artesanal textil de Guadalupe Yancuictlalpan, Estado de 
México. Quivera. Revista de Estudios Territoriales, 11(2), 191-218. URL: 
https://www.redalyc.org/pdf/401/40113786012.pdf 



GECONTEC: Revista Internacional de Gestión del Conocimiento y la Tecnología. ISSN 2255-5684 
Mulhia Romero, S.I., Nava Rogel, R.M. and Antonio Javier, M.T.   V. 14(1). 2026 
 

40 
 

INEGI (2018). Artesanos y Artesanías, una perspectiva económica. Instituto Nacional de 
Estadística y Geografía. Recuperado de 
https://www.gob.mx/cms/uploads/attachment/file/330994/ARTESANOS_Y_ARTES
ANIAS_UNA_PERSPECTIVA_ECONOMICA.pdf 

Yadav, R., y Mahara, T. (2019). An empirical study of consumers intention to purchase wooden 
handicraft items online: Using extended technology acceptance model. Global Business 
Review, 20(2), 479-497. https://doi.org/ 10.1177/0972150918779270. URL: 
https://acortar.link/mTaIGg 

Yang, Y., Shafi, M., Song, X., y Yang, R. (2018). Preservation of cultural heritage embodied in 
traditional crafts in the developing countries. A case study of Pakistani handicraft industry. 
Sustainability, 10(5), 1336. https://doi.org/10.3390/su10051336 

Zamacona-Aboumrad, G. A., y Barajas-Portas, K. (2022). Comportamiento del consumidor de 
actividades culturales y consumo de artesanías en México antes, durante y después de la 
pandemia por covid-19. Innovar, 32(86), 43-58. 
https://doi.org/10.15446/innovar.v32n86.104660  

Zetina, V., Guzmán, C. y Magaña. D. E. (2023). La percepción como factor del comportamiento 
del consumidor de artesanías: una revisión sistemática. RAN: Revista Academia & Negocios, 
9(2), 233-246. https://doi.org/10.29393/RAN9-17PFVZ30017, URL: 
https://dialnet.unirioja.es/servlet/articulo?codigo=9349464 


