ABSTRACT
MOORE, MEGAN HLEEN Made in the USACountry of Origin, ReshoringndDomestic
ManufacturinglUnder the direction of Dr. Lori Rothenberg and Dr. Marguerite Moore).

Made in the USAs a branding and label application based on the concept which
academics refer to &ountry of Origin(COO). [Appendix A is an acronym reference guide.]
The purpose of this study is to investigitade in the US/Apparel from a consumer
perspective. Baskon insights from the literature reviethe research will identify the
antecedents and moderators that impact consumer purchasing decisions for apparel that bear the
Made in the USAabel usinga series of hypotheses to guide inquiry iade in the USA
Consumer surveys are implemented to address the research question and hypotheses. The
Extended Theory of Planned Behavior (ETPB) provides theoretical direction for hygsothes
development to examine the impaciMdide in the USAmong consumers. Latentriable
modeling, namely Structural Equation Modeling (SEM) in AMOS, was used to alad® in
the USAabeling consumer data. The study found that ETPB was an adequateanodel
Purchase Intention dflade in the USApparel The studyfound evidence toupport the
hypotheses thakttitude, Perceived Behavioral Control, and Consumer Ethnocentrism towards
Made in the USApparel are all significantly positively related to intention to purcN&esse in
the USAapparel productsThe currenstudy did nofind evidence to support the hypothetbiat
SubjectiveNorm towarddMade in the USApparel is positively related to arition to purchase

Made in the USApparel products.

Reshorings defined in this study as the act of reintrodudmmesticManufacturing
This study aims to investigaReshoringor the Textile and Apparel Industry in the United

Statesfrom a company @rspective. To that end, one research objective, comprising three parts,



is proposed to guide the investigationRéshoringn the U.S. textile and apparel industry.
Quialitative in-depth interviews are implementemaddress the research objective. Duagts
Eclectic Theory of the Firm provides direction for exploring Reshoringphenomenon.

Content analysis, using manual methods in NVivo, was used to analyze the interview data. The
study found five primary categories of factors R@shoringandDomesic Manufacturing- U.S.
Operational Considerations, Global Trade Impacts, Cost Considerations, Stakeholder Drivers,
and Labor Considerations. The current study proposes the novel idea of Hybrid Vigor Supply
Chains. AHybrid Vigor Supply Chain is defined asmixed supply chaithat possesses survival
and performance superiorjtyompared to current distinctly pure supply chain strategies. Based
on current supply chain strategies, a Hybrid Vigor Supply Chain is a supply chain that has
superior performance duo itsadaptability, transparency, circularity, survivabilitgd does not
create waste. Advantages and disadvantagRestioringagndDomestic Manufacturingre

discussed.
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STUDY 1

MADE IN THE USA AND COUNTRY OF ORIGIN



CHAPTER 1
INTRODUCTION

Made in the USA&merged as a phenomenon of interest in the apparel industry, in large
part due to the rise of ethnocentrism and global events. Ethnocentrism refers to consumers'
propensity to prefer domestic products based on a sense of national pride (Suh et al., 2016).
Certain events beginning in the 21st Century, such as the 9/11 attacks and the Great Recession of
2008, drove renewed patriotism and subsequently increased ethnocentrism among U.S.
consumers (Bhaduri & HBrookshire, 2015). Due to the Great Recessior00B2interest in
purchasing products made in America has increased among conduomeis desire to support
American manufacturing jobs (Zatepilihdonacell, 2014). The recent Coronavirus pandemic
has led to an increased marketing power oMhaée in thedJSAlabel (Simonite, 2020).

Terrorism, the Great Recession, and the Coronavirus pandemic have led to renewed
isolationism that upsurg&domestidVlanufacturingacross the globe. The U.S. apparel industry
is particularly isolationist and protectionist abds operations (Kincade & Anneittitchcock,
2021). This heightened level of ethnocentrism is particularly of interest to the U.S. apparel
industry, as the heritage bfade in the USAroducts continues to be present among consumer
perceptions (Bhaduri &a-Brookshire, 2015). Future research is necessary to "address the
similarities and differences between tbeuntry ofOrigin Effect andMade in the USAffect
among consumers' perceptions" (Bhaduri &Btaokshire, 2015, p. 514).

Made in the USAs simply a branding application based on the concept which academics
refer to aCountry of Origin(COQ). The definition ofCOOis "the location where an article was
wholly obtained; when more than one country is involved, the location where the last substantial

transformation was carried out; the location where there is a change in the product designation



number, according to théarmonized Commodity Code and Designation System (H.S.)" (Kunz,
Karpova, & Garner, 2016, p. 426). Per Forney, Pelton, Caton, & Rabolt (I39&)is an

extrinsic evaluation criterion and is required by many nations to ensure that consumers know if
they ae buying domestic or imported goods. The Country of Origin Effect (COOE) is defined by
Suh, Hur & Davies (2016) as "the influence on a buyer considering a product or service from
another country due to stereotyping of that country and its outputs” (p. Afi&te is an

increasing demand for product origin information for U.S. textile and apparel products resulting
from the abundance of multinational products-@taokshire, 2012). Many brands in retail and
wholesale us€00as a communicative tool as a quoment of their branding strategy (Rashid

& Barnes, 2018). Textile and apparel labaisluding American Giant, Reformation, Todd
Shelton, Pendleton, and New Balance commonly sigiagle in the USAn their marketing

communications (Rindskopf, 2018).

1.1 Purpose of the Research
This study aims to investigakdade in the USApparel in the United States from a
consumer perspective. In pursuit of meeting the goal of this research, the following research

objective is proposed:

Research Objectivedentify the antecedents and moderators that impact consumer purchasing

decisions for apparel that bear tlade in the USAabel.



1.2 Conceptual Framework
A comprehensive literature review was conductetlade in the USAndCountry of
Origin to approach theesearclobjective. Theresearclobjective is addressed using consumer
surveys. The Extended Theory of Planned Behavior (ETPB) provides theoretical direction for
hypothesis development to examine the impadade in the USAmong consums. Latent
variable modeling, namely Structural Equation Modeling (SEM)used to analyze the

consumer survey data.

1.3 Significance

Empirical attention to the impact bfade in the USAn apparel purchasing behavior is
limited to a few studies (e.dS)etten Daneshvary & Schwer, 2001; Bhaduri, 2017), despite the
emphasis of this attribute among contemporary market positioning (Rindskopf, 2018). Past
literature that focuses up@0DO provides limited insight into the likely effects fade in the
USAon consumer purchasing behavior. Therefore, an updated understMuatiegn the USA
impact within the current domestic consumer market for apparel is necessary to understand the
potential for leveraging this attribute as an alternative form of marketirangatye. The current
study's main contribution to the existing literature is that ETPB is an adequate model for
predictingPurchase IntentiorP() of Made in the USApparel products. Additionally, the
current study combirsgConsumer Ethnocentrisl®E) as a antecedent, with the traditional
Attitude (ATT), Subjective Norm$N), andPerceived Behavioral Contrd?BC) from ETPB, to

Pl for Made in the USApparel products.



CHAPTER 2
LITERATURE REVIEW

The literature is presented to inform the research objective and consumer behavior study.
Due to the lack of direct empirical attention on the impadfiade in the USAn consumer
behavior, direction fronCountry of Origin(COQO) and Country of Origin Effets (COOE)
literature are also considered. Based on insights from the literature, this research develops a
series of hypotheses to guide inquiry iMade in the USAapparel. Th&€€ OO of products is
communicated by the phrasing "Made in (name of countBi)k€y & Nes, 1982 p. 89).
ThereforeMade in the USA&an be considered an applicatiorG#O studied for decadeand
has global application3he country image is "the overall perception consumers form of
products from a particular country, based on thgor perceptions of the country's production
and marketing strengths and weaknesses" (Bilkey & Nes, 1982, p. 480). Roth and Romeo (1992)
define COOE as examining "how consumers perceive products emanating from a particular
country" (p. 477). Durand (2016haracterize€0O0as a "mature topic" spanning multiple
industries and decades through a comprehensive literature review incorporating 355 empirical
and conceptual articles. The literature for bidtdde in the USANdCOOis presented in

chronological ader due to the limited attention ktade in the USA

2.1 Made in the USA and COQO Literature
Per Huddleston, Cassill, & Hamilton, when consumers look at the label of an apparel
garment, the four most prominent pieces of information are the brand, fidentarare
information, andCOO0 (1993). This study includedade in the USAs a factor for consumers'

attitudes towards buying Americanade products and finds t@©Oand quality proneness are



significant predictors of brand orientation (Huddleston.etl893). Sletten Daneshvary &

Schwer (2001) finds that buying kiSade apparel is less important for younger, college
educated respondents and individuals employed in service occupations. Sletten Daneshvary &
Schwer (2001) state that "research which diyezxamines the relationship between COO
preference for apparel and the independent variables of patriotism and age would add
significantly to the COO literature” (p. 26).

Liefeld (2004) performed a study at the retail paifipurchase among North Ameain
consumers and found th@DOis not necessary for the decisioraking process at the time of
purchase. Moreover, of the 1,248 consumers in this study, 93 percent do not kGCtbé
the product being purchased (Liefeld, 2004). Among the 91 individuals who knéDthat
the time of purchase, only ZZ.2%)indicated thaCOOwas a purchasing factor (Liefeld, 2004).

According to Pharr, additional research is needed into antaseafeDOCE (2005). Ha
Brookshire & Norum (2011) finds that for sustainable products, age, gender, and consumer
attitudes toward socially responsible apparel and the environment, impact consumers' willingness
to pay premium prices favlade in the USATheyfind that half of their respondents are willing
to pay a premium price (five dollars or more) for organic, sustainable, afgldw® cotton F
shirts (HaBrookshire & Norum, 2011). Additionally, in a different study by Norum & Ha
Brookshire (2011), they foha consumer emphasis on U.S. fiber origin with transparency, and
they suggest creating a certification and verification process for transparent U.S. fibers.
Consumers desire a cotton apparel product that is low priced, made from U.S. cotton with a
transpaent supply chain, and produced via sustainable methods (NorumBdd&shire,

2011).



According to a 2012 study by Hrookshire, which conceptualiz€O0as Country of
Parts and Country of Manufacturifggth concepts impact consumer purchase prefegnce
perceptions of price, and perceptions of sustainability value. When consumers perceive that the
price is unusually high, overall consumers' purchase preferences significantly decreases, even
when manufactured domestically or having high perceived sasiéity (HaBrookshire, 2012).
Ha-Brookshire (2012) further stipulates that opportunity lies in ma&i@g more prominent,
enhancing consumer purchase preferences and perceived values.

In the global market, international consumers seek Amentate homdurnishings
products for the status symbol they represent rather than for the domestic reputation of a heritage
brand (ZatepilinaMonacell, 2014). Bhaduri & H8rookshire (2015) notes that males are more
likely to rely on their existing schemas for judgmeompared to females in the caséMaide in
the USAbut not for Fair Labor claims. Some differences may exist between COQ#aatadin
the USA leading to a need to study the similarities and differences between the two (Bhaduri &
Ha-Brookshire, 2015).

However, according to Collins & Weiss' 2015 paper, the authenticity and provenance of
luxury textiles brands are critical drivers for purchasing, and these drivers are essential to the
perception of quality. Katsumata & Song (2016) finds that Japaneseatidk®rean
consumers prefer domestic products, but Chinese and U.S. consumers do not care about the
product's origin. Per Brodie and Bendeea (2016), branding managers should adopt a broad
and integrated perspective @O0 beyond the image and identayd towards a collective brand
meaning. Consumers are only willing to pay a fifteen percent premium price for products with

fair trade messages (Rashid & Byun, 2018). A broad perspectv®0fbranding is advocated



by Brodie & BensorRea (2016) to includeollective meaning and consider the roles of sellers,
buyers, and other stakeholders.

Suh, Hur & Davies (2016) divulge that cultural appropriation positively influences the
COOE and purchase intentions. There is a difference in COOE among performatumtspand
personal product$n that COOE for performance products is enhanced by cultural appropriation
influence, whereas COOE in personal products stems more from a direct influence over purchase
intentions (Suh et al., 2016). This study focuses om@llappropriation, adopting another
country's culture, rather than ethnocentrism, preferring domestic products from a sense of
national pride (Suh et al., 2016).

For consumer brands, there is little empirical research into the effectiveridsiseof
Statesbased sourcing initiatives (Bhaduri, 2017). Bhaduri (2017) investigates consumers'
understanding and evaluationMade in the USAnessages, which are consistent/inconsistent
with consumers' prior knowledge and expectations about a brai&d'sdiircing strategies. This
study finds thatconsumeiperceived message credibility, attitude toward message, and attitude
toward brand were highest for congruent messages, followed by messaging where incongruity
was resolved and lowest when incongruiys not resolved" (Bhaduri, 2017, p. 74). Consumers'
brand attitudes change from message exposure, with positive changes occurring when
incongruity exists followed by congruity and the most negative changes occurring when there is
incongruity norresolution (Bhaduri, 2017). WheRlade in the USAnarketing messages conflict
with a consumer's existing expectations, they are perceived as less credible (Bhaduri, 2017).

A 2018 study by Yu & Kim investigates financial profitability based on profitability,
inventoly, cost, and lost sales via sourcing simulations. When comparing offshore sourcing to

reshoring sourcing throughMade in USAdomestic production strategy, the domestic strategy



provides better financial profitability, mainly when there is more supply deanand, either
through fewer customers than expected or-@asortment error (Yu & Kim, 2018). This study
implores apparel manufacturers to considade in the USAs a strategy for increasing
retailers’ consumer responsiveness to uncertain demartd afiset merchandise plan errors
(Yu & Kim, 2018). Furthermordaylade in USAdomestic production strategies may assist with
avoiding surplus inventory, reducing markdowns, pravidinga larger variety in seasonal
products (Yu & Kim, 2018).

Multiple retal and wholesale brands are usit@Oas a communicative tool and overall
branding strategy (Rashid & Barnes, 2018). Rashid & Byun (2018) state that fair trade messages
can counteract negative COOE when consumers evaluate a brand, leading to an increased
willingness to pay premium prices. Consumers may evaluate products made in developing
countries and products made in the U.S. with similar favorability when exposed to fair trade
messages (Rashid & Byun, 2018).

Despite brand attitude and brand trust indrepe/hen developing countries use fair trade
practices, consumers become hesitant once there is an additional fifteen grexaentost for
these faittrade products, even with fair trade messages (Rashid & Byun, 2018). Rashid &
Barnes (2018) claim thatbrand's history, positioning, brand value, and type of market sector
may all be dependent @O0 associations. In 2019 International Textile and Apparel
Association conference proceedings, Dubreuil and Lu foundvthdée in the USApparel is
almost 4000 more likely to be womenswear. They also found kade in the USApparel is
over 180% more likely to be reordered at least imtadyear, lending credence to their notion
that high speed to market and flexibility are essential aspebtaad in thedUSAapparel

(DuBreuil & Lu, 2019).
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Moreover,Made in the USAvas 150% more likely to be at a premium of at least 20%
higher than the average product selling price, and still higher than the average price even when
sold at a discounted price (DuBreuil &J]2019). Consumers' cultural orientasamfluence the
consumers' responsiveness to patriotieemed ads, and this influence is mediated by the
chronic level of national identity (Yoo & Lee, 2019). Koreanspate traditionally
collectivistic, have aigher level of national identification when compared to Americans, who
are more individualistic (Yoon & Lee, 2019). Additionally, multiple studiageinvestigaed
the impacts 0€00on luxury textiles products (e.g., Aiello et al., 2009; Jung, Lee, Kim,

Yang, 2014; Chung, Youn, & Lee 2014; Collins & Weiss, 2015; Correa & Pdrentrde,

2017).

2.2 Extended Theory of Planned Behavior and Made in the USA Hypotheses

The current study adopted a modified Extended Theory of Planned Behavior (ETPB) to
exploreMade in the USA&onsumer behavior. The ETPB provides insight into consumer
purchase intention and thus can aid in identifying the antecedents and moderatorsatttat imp
consumer purchasing decisions for textiles and apparel which bédatieein the USAabel.
The ETPB and model constructs were discussed, followed by the adaptation of the ETPB to the
purchasing behavior of textiles and apparel which beavitiae inthe USAabel. The Theory of
Reasoned\ction and thel'heory ofPlannedBehavior (TBP) are popular models for predicting
consumers' behavior (Yousafzai, Foxall & Pallister, 20IBgory of Reasoned Acticassumes
that one's behavioral intention is an aetient immediately preceding one's individual behavior,

which can be controlled (Yousafzai et al., 2010; Chen & Hung 2016) (Figure 1).
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One limitation of thelheory of Reasoned Actida that individuals do not always have
complete control of a situatiorhus, Ajzen's TPB addresses this by including behavior beliefs,
normative beliefs, and control beliefs (Ajzen, 1991; Yousafzai et al., 2010) (Figure 2). An
important distinction of TPB is that human beings act in a rational behavior resulting in the
elemens included in TPB, which are Attitudes (ATT), Subjective Nor8N)( and Perceived

Behavioral ControlRBC) (Ajzen, 1991; Chen & Hung 2016).

Behavioral belief
and evaluation

Attitude

Behavior Intention Actual Behavior

armative beliefs
and motivation to
comply

Subjective Norm

Figure 1. Theory of Reasoned Action Model; from Fishbein and Ajzen (1975)

Attitude

Behavioral Beliefs

) ) N Behavioral -
Normative Beliefs Subjective Norms Intention Actual Behavior

Perceived
Behavioral Control

Control Beliefs

Figure 2. Theory of Planned Behavior Model (TPB Model); from Ajzen (1991).
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The traditional TPB model uses ATSN, andPBCas correlated exogenous constructs
thatlead to the intentions and behavior of interest (Quintal, Lee & Soutar, 2010). The ETPB
specifies that relationships between ABN, andPBCshould be considered endogenous within
the model (Quintal et al., 2010). The ETPB is more effective than thadrad Theory of
Planned Behavior and Theory of Reasoned Action as a research framework explaining purchase
intention (Paul et al., 2016).

The ETPB is applicable to the textile and apparel industry (e.eBrbiakshire &

Norum, 2011; Cao et al., 2014; ldng, Lee, and Diddi, 2015; Tao & Xu, 2018).-Bebokshire

& Norum (2011) studies consumer interest in sustainapititgonjunction with U.Smade in

their investigation of organic, sustainable, and g®wn cotton Tshirts. Cao et al. (2014)
advocatdor locally produced textiles made of natural fibers, such hse avpobamd natural

dyes from plant sources. They suggest buying local to alleviate some of the negative
environmental and social equity issues that can result from global textile andlappar
manufacturing (Cao et al., 2014). This study finds that students' overall sustainability attitudes,
including equity, economy, and environment, were an antecedent to students' preferences for
locally produced textiles (Cao et al., 2014). Hwang, Lee addi (2015) use3 heory of

Reasoned Actioto investigate Generation Y's moral obligations and purchasing intentions for
organic, fairtrade, and recycled apparel products. Tao and Xu (2018) investigate corisumers
purchase intention and adoption of fashion subscription retailing by studyingSN[ PBC,
perceived usefulness, and perceived enjoyment.

Pharr's 2005 literature review calls for more structured modeling when addressing the
COOparadigm. According to Rnr, antecedents are the "conceptual foundations", moderators

are the "modifications in theoretical function”, and outcomes are the "implications" that serve as
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the conceptual foundations 600 (p. 35). The ETPB model doesnsiderthe ability of

multiple background factors, such as age, gender, ethnicity, education, socioeconomic status,
personality, and other factors to influence an individual's held beliefs (De Leeuw, Valois, Ajzen,
and Schmidt, 2015). The three predictors of purchase intention, aatiecedents, in ETPB, are
Attitudes towards the behavior (AT SubjectiveNorms SN), andPerceivedBehavioral

Control (PBQO), each of which will now be discussed in detas well as the additional construct

of ConsumeiEthnocentrisn{CE). Hypotheses thalluminate theresearctobjective will also be

presented in the corresponding sections.

2.2.1 Attitude (ATT)

The first determinant of behavioral intention outlined in the ETPB is the ATT. The ATT
towards the behavior of interest is defined as "the degree to which a person has a favorable or
unfavorable evaluation or appraisal of the behavior in question” (A28, p. 188). ATTs are
assumed to be influenced by behavioral beliefs (Ajzen, 1991). ATT was a function of the
respondent’s beliefs about results from purchasing textiles and apparel which béaaehn
the USAabel and the evaluation of the results (adapted from Kang et al., 2013). Consumers with

favorable ATT toward#&/ade in the USApparel will likely exhibit a higher purchase intention.

H1: Attitude towarddsviade in the USApparel is positively related totention to

purchaseMade in the USApparel productslapted from Paul et al., 2016)

For the current study, the survey questions regarding ANJPBC, and Purchase

Intention PI) were developed from survey questions used in Paul et al. (201&ettigate
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predicting green product consumption using the ETPB-p&init Likert scale was used for this
guestion. H1 was tested based on the current survey questions regarding the RTTAGAA

through ATT3 and PI1 through PI5 in Appendix B).

2.2.2 Subjective Norm (SN)

SNis defined as "the perceived social pressure to perform or not perform the behavior"
(Ajzen, 1991 p. 188). The underlying determinateSigfaire NormativeBeliefs (Ajzen, 1991).
Per Ajzen (1991), Nrmative Beliefaaredetermined by th likelihood that peers and social
groups will approve or disprove of performing the behavior of interestSNheas the
respondent’s belief about what others think regarding whether the respondent should purchase
textiles and apparel which bear tMadein the USAabel and the respondent's motivation to
comply with other people's general textile and apparel decision making (adapted from Kang et
al., 2013). Consumers who think that others want them to purbtaedein the USApparel will
likely exhibit ahigher purchase intentiorl2 was tested based on the current survey questions

regarding the SN and PI (SN1 through SN4 and PI1 through PI5 in Appendix B).

H2: Subjective Norm is positively related to intention to purchdade in the USA

apparel produst(@dapted from Paul et al., 2016)

2.2.3 Perceived Behavioral Control PBC)
According to Paul et al. (2016), tRBCis the most important of the three antecedents in
ETPB when the behavior of interest is under volitional control. Ajzen (1991) d&fBEss

"people's perception of the ease or difficulty of performing the behavior of interest” (p. 183). An
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important aspct of PBCis that it reflects upon past experienaesindicates anticipated

obstacles and impediments to the behavior of interest (Ajzen, 1991). Control beliefs provide the
foundation folPBC, and they involve "the presence or absence of requisitercesoand
opportunities” (Ajzen, 1991, p. 196). In this stuBEN8Cwas the extent to which the respondent
feels that they can control the difficulties/barriers to purchasing textiles and apparel which bear
theMade in the USAabel (adapted from Kang et,a2013). Consumers who feel they have

access tMade in the USApparel will likely exhibit a higher purchase intention.

H3: Perceived Behavioral Control is positively related to intention to puréhade in

the USAapparel productsaflapted from Paultal., 2016)

H3 was tested based on the current survey questions regardPig@tzmdPI (PBCL

throughPBC7 and PI1 through PI5 in Appendix B).

2.2.4 Consumer Ethnocentrism (CE)

When developing an adapted ETPB model, additional variables of intengstenaaded
to extend the model to address the behavior of interest (e.g., Kang et al., 2013; Paul et al., 2016;
Hsu et al., 2017). Consumer Ethnocentri§tg)(is defined as "the beliefs held by American
consumers about the appropriateness, indeed mouddlipyrchasing foreigimade products”
(Shimp & Sharma, 1987, p. 280). Furtherm®#g,"indicates a general proclivity of buyers to
shun all imported products irrespective of price or quality considerations due to nationalistic
reasons" (Shankarmahesh, 2004147). Some consumers will refuse to purchase imported

products and even go so far as chastising those consumers who do buy imported goods, stating
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that buying imported goods causes the loss of American jobs, hurts the domestic economy, and is
unpatridic (Shimp & Sharma, 1987).

In some cases, consumers are even made to feel guilty for purchasing foreign goods, and
patriotic advertisements may be implemented to reinforce the duty to choose domestic goods
over imported goods (Sharma, Shimp, & Shin, 198BandCOObias are two different and
independent topics (Shankarmahesh, 2004). The constrG& @dn explain consumers'
preferences for products from their home country when compared to foreign alternatives
(ZeugnefrRot h, Gabkar, & Diamantopoulos, 2015) .

When anindividual is highly ethnocentric, purchasing imported products can be both an
economic issue and a moral problem (Sharma et al., 1995). Ethnocentric consumers tend to
evaluate domestically manufactured products more favorably than imported products
(FerrandezFerrin, BandeVilela, Klein, and del RiAradjo, Fernandegerrin, 2015). They may
even feel that "not buying foreign imports is good, appropriate, desirable, and patriotic; buying
them is bad, inappropriate, undesirable, and irresponsible” (Shaahal®95, p. 27).

Ethnocentric consumers are generally more likely to be older, female, hold patriotic views, have
lower levels of education, and have lower levels of income. (Ferndreten et al., 2015).

CEis primarily driven by an economic motife domestic country bias (Zeugroth,
Gabkar, & Di amahkctaptyes thé belef,abodt hd rioyal appropriateness of
buying foreign products while animosity captures the feeling of anger toward a specifity count
and the willingness of a osumer to buy from that country (Fernandezrin et al., 2015).

Animosity only predicts the consumers' willingness to buy, whil€CtB@redicts both the
willingness to buy and product judgements (Fernataarin et al., 2015). For the current study,

thefocus was placed oBE, as this will capture both willingness to buy and product judgements.
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In terms of ETPB constructs concerni@g, anexample of commoditiebased beliefs
and attitudes include the perceptions that a consumer has towards the fagtitgaduct and the
product's value (Fernand&errin et al., 2015). In a literature review by Shankarmahesh (2004),
the four categories @ E antecedents are sogasychological, economic, political, and
demographic. The socijesychological antecedents fGE include cultural openness, world
mindedness, patriotism, conservatism, collectivism, animosity, materialism, list of values,
salience, and dogmatism (Shankarmahesh, 2004). Economic antecedents include capitalism,
stage of economic development, imprayhational economy, and improving personal finances
(Shankarmahesh, 2004). Political anteceden@Eahclude political propaganda, history of
oppression, leader manipulation, and proximity, size, and power-giroups (Shankarmahesh,
2004). Demographiantecedents include age, gender, education, income, race/ethnicity, and
social class (Shankarmahesh, 2004). Of these, Stere &Trajani considers age, gender, education,
and income the most important (2015). According to Sharma et al. (1995), anteced€hts fo
are openness to foreign cultures, patriotism, conservativism, and collectivism/individualism.
Openness to foreign cultures has a negative correlation, while patriotism, conservativism, and
those with collectivistic goals are positively correlated W@t(Sharma et al., 1995). Carpenter,
Moore, Alexander, & Doherty (2013) indicates that social interactions, e.g., travel, migration,
and interactions with foreigners, and cosmopolitanism, willingness to engage with the other,
reduce ethnocentrism towandsailers. Rybina, Reardon, & Humphrey (2010) study patriotism
and cosmopolitism as antecedents@&and find a significant positive effect of patriotism and a
significant negative effect of cosmopolitism on ethnocentric attitudes. In a study of cossumer

KazakhstanCE resuledin higher consumption of domestic products and dectease
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consumption of foreign products (Rybina et al., 2010). FernaRdein et al. (2015) find that
CE is higher amongst older consumers.

However, by limiting the age to amower range between 18 to 35, the current study was
focused only oif€E amongst Generation Y and Generation Z. Consequené&s iaotlude both
direct and indirect factors (Shankarmahesh, 2004). Outcom€&fmclude attitude towards
foreign product, puthase intention, and support for foreign products (Shankarmahesh, 2004).
Examples of direct consequence<& include attitude toward buying foreign products,
purchase intention, support for foreign product, perceived cost, and product evaluation
(Shankamahesh, 2004). Indirect mediators betw€&and outcomes include perceived equity,
empathy, perceived cost, responsibillQ0, and product evaluation (Shankarmahesh, 2004).
Indirect moderators of the relationship betw&hand outcomes include perceivproduct
necessity, perceived economic threat, and cultural similarity (Shankarmahesh, 2004).

More research is needed on the link betw@Erand attitudes towards buying local and
COO(Stere & Trajani, 2015). The personal views concerning the most ajgtedpehavior with
respect to the individuals' setfterest can include the choice of the product (Fernakrdein et
al., 2015). Attitudes andormative beliefsnclude the opinions abouthetherforeign products
should be purchased (Fernandietrin ¢ al., 2015). Consumers who feel morally obligated to

buy Made in the USApparel will likely exhibit a higher purchase intention.

H4: Consumer Ethnocentrism is positively related to intention to puréhade in the USA

apparel products.
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Shimp & Sharma (1987) originally developed the 17 it€@onsumer Ethnocentrism Scale
as a measure @E using #point Likert responses. Multiple studies confirm the reliability and
validity of thisConsumer Ethnocentrism Scale a measurement GE and further reducéne
Consumer Ethnocentrism Scadel0 items and thesix items (e.g., Netemeyer, Durvasula, &
Lichtenstein, 1991; LuquMartinez, lbaneZapata, & del BarrigGarcia, 2000; Bawa, 2004;
Gabirielle Klein, Ettenson, & Krishnan, 2006; Stere &Trajani, 2015).clineent study used an
adaptation of theix item Consumer Ethnocentrism Scélg Gabrielle Klein, Ettenson &
Krishnan in 2006 to determine tid (CE1 through CEG6 in Appendix B). H4 was tested based
on the current survey questions regardingGeeandPI (CE1 through CE7 and PI1 through PI5

in Appendix B).

2.2.5 Adapted ETPB Model for Made in the USA

Figure 3 shows the total adapted ETPB ModeMade in the USApparel. In this
model, ATT, SN, PBC, and CE all positively correlate with Pl towdédde inthe USAapparel.
These positive relationships are by the hypotheses labeled H1 through H4. Thesdiadle
arrows in Figure 3 between ATEN, PBC, andCE are the covariances. Variance is the measure
of the variability of a random variable, whereas bfjrilgon, "the covariance of two random
variables is the measure of their joint variability, or their degree of association" (Rice, 2007, p.
138).

Generally, wheATT andSN are both favorable, then tiRBCis greater, and the
individual's intention towals performing the behavior of interest is also stronger (Ajzen, 1991).
However, Ajzen (1991) points out trerty numbepof antecedents, as well as the degree to which

these antecedents impact the intention to perform the behavior of interest, may &8y acro
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behaviors and situations. Therefore, it is vital to identify and determine the degree to which the

antecedents predict the behavior of interest, in this case, the purchasiadeoin the USA

apparel products.

Attitude H1
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Subjective

—»/Purchase Intention towards Made in
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Behavioral Control
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Consumer Ha

————
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Figure 3. Adapted ETPB Model for Made in the USA, source: author
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CHAPTER 3
METHODOLOGY
This study aims to investigakdade in the USApparel in the United States from a
consumer perspective. The current study will use a survey to addrédadben the USA
research objective and subsequent hypotheses. This study used quantitative information via

Structural Equation Modeling.

3.1Useof Surveys

Surveys were used to investigate kade in the USAesearch objective and hypotheses.
These surveys were created, distributed, and stored in Qualtrics. The sampling frame was a list of
3,000 randomly selected undergraduate and graduate staddétorth Carolina State University
provided by the university's Office of Institutional Research and Planning. The survey was
administered between November 4, 2019, and February 20, 2020. There were 344 total
responses, with 288 completed surveys. Tthesfinal sample was 288 surveys.

There have been a variety of approaches in studying the topvadefin the USAnd
Country of Origin the following are a few examples. {Baookshire & Norum (2011) collected
data from 500 respondents using a natiéelaphone survey in the U.S. The 2014 study of local
manufacturing by Cao et al. leveraged two focus groups, each composed of six participants and
50 surveys completed by students. ZatepiM@nacell (2014) used a case study of a single U.S.
home furnising brand, involving executive interviews, contextual observations, and corporate
documentation to investiga@ O and Made in America brand communications.

Student surveys are usedviade in the USAnd local apparel purchasing research (e.g.,

EttensonWagner, & Gaeth, 1988; Cao et al., 2014). It is commoRbstudies to survey
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university students (e.g., Sharma et al., 1995; Bawa, 2004; Gabrielle Klein, Ettenson &

Krishnan, 2006). Additionally, college students are commonly surveyed in TPB and ETPB

studies (e.g., Ajzen & Driver, 1992; Xiao, Tang, Serido, & Shim, 2011; Kang et al., 2013; Hsu et
al., 2017). These students are of particular interest, as they constitute future consumers, and they
have higher levels of education which may make them mérenied on specific consumer

topics, such as sustainability a@@®O (Kim, Njite, & Hancer, 2013; Hsu et al., 2017). Given

that university students are the most often researched group across the globe, this demographic is
most ideal for crossultural compasons of the results of studies (Bawa, 2004). The current

study combines multiple constructs leading to the need to leverage student surveys, as they have
previous use in all relevant research areas.

Porter (2011) states that using quantitative survegsltdge students may be subject to
validity and reliability failures. These failures can occur when college students lack the cognitive
ability to accurately report their own behaviors and attitudes, have difficulty correctly answering
simple factual queiins scholars may not properly recognize evidence that a study is not valid
or reliable (Porter, 2011). Therefore, there may be some limitations in the inferences that can be
made about the data collected from a quantitative survey of caltpgestudens.

When using surveys, there may be some human error, in that humans do not always
recognize their own intentions when completing an act. Human error problems can be broken
down into personal approaches and system approaches (Reason, 2000). Kennisgh&niplas
(2008) argue for the application of neuroscience to the field of consumer behavior, specifically
consumer loyalty research. Kenning & Plassmann (2008) discuss the impossibility of observing
an underlying mental process that impacts subjects wheeiyegcmarketing stimuli and

making purchasing decisions. Ultimately, it is difficult to alter the human condition, so human
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error countermeasures tend to be focused on the conditions under which a human is working
(Reason, 2000). While human error mayabeunderlying bias in using surveys, this study will
proceed with survey research, as it is still one of the most widely applied methodologies for this
type of research. For this reason, human error countermeasures were built into the surveys to

alleviatethe impact of such biases.

3.2Measures

The measures for motivations were adapted from an existing study, namely Paul et al.,
2016, which predicts green product consumption using the ETPB andATB#&em, 7-point
Likert scale was utilized to measureitde toward Made in the USAapparel based on Paul et
al., 2016.They are referred to as ATT1, ATT2, and ATRE33-item, 7point Likert scale was
operationalized to measure Subjective NormMade in the USAapparel derived from Paul et
al., 2016.SN1, SN2, andSN3 represent these measutesrceived Behavioral Control was
measured via a-ifem, 7-point Likert scale adapted from Paul et al., 20ltey are named
PBC1 throughPBC7. Additionally, Consumer Ethnocentrism was measured usingear -
point Likert scale extracted from Gabrielle Klein et al., 200Bus, they are called CE1 through
CE6.Purchase Intention fdvlade in the USApparel was measured by-#té&m, 7point Likert
scale gleaned from Paul et al., 20Efhally, demographic questiomgere also includedRefer to

Appendix B.

3.3Data Analysis Methodology
The analytical techniques leveraged in analyitagle in the USAndCOOdata are

varied, like the variety of data collection. Ellram et al. (2013) uses principal component
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exploratay factor analyses and a multiple regression analysis. Grappi et al. (2015) analyze their
data following a multicategorical mediation regression analysis using Confirmatory Factor
Analysis. Zhai et al. (2016) implements contingency table analysis, Himaroglinear
analysis with backward elimination, regression analysis, and Analysis of Variance

For the current study, Confirmatory Factor Analysis and Structural Equation Modeling
(SEM) were implemented using SPSS software to analyze the relatiomstiipsdata from the
Made in the USAurveys. When using an adapted TBP model, many studi€songematory
Factor Analysigo establish validity (e.g., Kang et al., 2013; Paul et al., 2016) and then SEM for
empirical results and hypothesis testing (&K@ng et al., 2013; Paul et al., 2016; Hsu et al.,
2017). The definition of SEM is "a collection of statistical techniques that allows a set of
relationships between one or more Independent VariablesditMier continuous or discrete, and
one or morddependent Variables ({Bs), either continuous or discrete, to be examined" (Ullman
& Bentler, 2012, page 661).

De Leeuw et al. (2015) developed three different models and applies SEM to test these
ETPB models to identify the key beliefs of pgnvironmentbbehavior. The means, standard
deviations, and correlations were tested for the variables: attiinfles;tive norms, descriptive
norms, perceived control, behavioral beliefs, descriptive beliefs, injunctive beliefs, control
beliefs, moral normsggendey empathetic concern, intentions, and behavior (De Leeuw et al.,
2015). Matthews, et al. (2019) assessed the impact of mass customization onifeshviative
students using Partial Least Squares Structural Equation Modeling anuketbry 5fReasoned
Action.

The benefit of SEM is that it allows for the simultaneous running of multivariate,

multilevel path analysis (Hamari, Sjoklint, & Ukkonen, 2016). SEM is essentially
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simultaneously solving entire systems of linear equations and may encompass askiealktat
techniques such as regression, factor analysis, path analysis, and latent growth curve modeling
(Stein, Morris, Hall, Nock, 2017). This simultaneous process allows for more complex models
when compared to traditional regression analyses (Hamékijr&j & Ukkonen, 2016). SEM is
particularly powerful when there are latent psychometric variables to consider (Hamari, Sjoklint,

& Ukkonen, 2016).

3.4 Summary of Methodology

Surveys were used to investigate ade in the USAypotheses. Convenienaergeys
were taken of undergraduate and graduate stud@emsographic questions were used to
establish age, occupation, gender, and other demographic information of interest. These were
followed by questions oWMade in the USAlerived from the ETPB conceyal framework. The
survey questions were developed from survey questions used in Paul et al. (2016) to investigate
predicting green product consumption. Paul et al. (2016)Celrmatory Factor Analysit®
test the validity and reliability of the modehsed on the Maximum Likelihood Estimate. The
Cronbach's alpha for all the constructs that were included in the final model were greater than the
0.7 threshold (Paul et al., 2016). The convergent validity is established as all the factor loadings
are signiicantly above 0.5 and the Average Variance Extracted (AVE) values above 0.5 (Paul et
al., 2016). Additionally, the square root of the AVE is greater than the squared correlations and
thus this demonstrates that there is discriminant validity (Paul 0&b). The survey questions
for the current study are included in Appendix B.

To the researcher's knowledge, this was the first study to invediigatein the USA

using a new modified ETPB that includek and implementing SEM analysis. There is exggtin
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literature with ETPB being analyzed via SEM, and SEM has been use@Ryithut they have
not been combined into a single study. This novel approach will enhance the comprehension of

this topic and may establish/inspire other new theoretical framewarksdearch.
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CHAPTER 4
DATA ANALYSIS AND RESULTS

The sample size consists of 288 completed surveys. See Appendix B for the survey
guestionsDemographic data were analyzed with Descriptive Analysis wiBiih SPSS
Statistics 27 The data weréhenanalyzed usig aConfirmatory Factor Analysiand an SEM
usingMaximumL.ikelihood Estimationin IBM SPSS Amos 26Iwo layers of adjustments were
madeto improve the modePBCL, PBC5, PBG5, PBC7, and CE5 were removdised on weak
factor loadings that weiess than 0.5f@llowing theprotocolestablished ifPaul ¢ al., 2016. It
is worth noting thafour of the five items removed were on the same construct, FMIB&suring
PBCwas fraughtbut this idike the findings of Paulteal. (20L6) in which PBC5 and PBC7
were alsaemoved from the final moddrurther, some error terms were allowed to covary
improve fit.

First, the demographic data were analyzed with Descriptive Analyiién IBM SPSS
Statistics 27and can be found in Appendx Of the 288 respondents, 182 (63%) were female,
101 were male (35%@newas norbinary (0.3%), andour respaded other or prefer not to
answer (1.4%). The respondent's birth years ranged from 1965 to 2001 with 75% of them aged
18 to 26 at the time of the survey. Regarding relationship status, 55% were single, 11.5% were
married, 16.9% were in a committed relasbip, 12.2% were widowed, and 4.4% were other.

For the student status question, 56.9% answered Undergraduate, 22.6% answerediGraduate
Master student, 19.8% responded Gradud&&D student/candidate, and 0.7% answered other.

The education completed hyet survey respondents was 46.5% had a high school degree or
equivalent, 9.4% held an associated degree, 28.1% held a bachelor's degree, 14.9 % had obtained

ama st er §and Iehgd akeady earned a Doctorate. The number of hours worked a week
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outsideof being a student for the respondents was 63.2% working less than 40 hours a week,
3.5% working more than 40 hours a week, and 33.3% not working outside of being a student.
The data were then analyzed gsaConfirmatory Factor Analysis IBM SPSS Amos
26.The results of th€onfirmatoryFactor Analysis can be found in Appen@xThe Model Fit
Summary evaluates the overall quality of the model using Goodfidssassessments. The
CMIN Summary offers the ckiquared statistics. The defaulbdel has35 parameters with a
chi-square valuda66.174and70 degrees of freedom with a probability level of 0.000 (below the
presumed alpha of 0.05). This «guare means that assuming the default model is correct, the
probability of getting a discrepayas large a466.174is 0.000.According to ByrneZ010,
Aboth the sensitivity t o s asgquadeddstsbutore whichd it s
assumes that the model fits perfectlyhepopulation {.e., that the null hypothesis is correct)
have |l ed to problems of f it ThelNarmed&hbBguared del y
Value (PCMIN/DF) value of 374is calculated by dividing the clsiquare discrepancy by the
degrees of freedoni$6.17470= 2.374. This is between 2.0 and 5.0, whiis typically the
threshold for a good model (Paul et al., 2016).
The RootMeanSquareResidualRMSR) is 0.128, but this represents the unstandardized
residualvalue. TheStandardizedRroot MeanSquareResidual(SRMSR is 0.06.6. Ideally, the
SRMSR would be below 0.05 as this represents "the avetsgeepancy between the sample
observed and hypothesized correlation matrices" (Byrne, 2010, p. 77), however, this a marginal
difference. The Goodness-Fit Index(GFI) is 0.24. The Adjusted Goodness-Fit Index
(AGFI), which adjusts for the number of degrees of freedom, &0Bbth the GFI and the
AGFI range from zero to 1.00 and are ideally above 0.90. However, GFl and AGFI can be overly

influenced by sample size (Byrne, 2010). The Parsin@ogdnasof-Fit Index(PGF)) is 0.6L6.
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It is common for the PGFI to be lower than the acceptable threshold for other indices of fit
(Byrne, 2010).

The Baseline Comparison shows that the default model has a Normed Fi(Nikde&f
0.930, Incremental Index ofiE(IIF) of 0958 TuckerLewis Index(TLI) of 0.H45, and
ComparativeFit Index(CFI) of 0.98. These values are above 0.90 indicating good model fit
(Byrne, 2010; Paul et al., 2016).

Further, the PRatio of 69, PNFI of 0.2.6, and PCFI of 0.37 all fall within the range
of expected values (Byrne, 2010). THen-Centrality Paramete{NCP) estimate i96.174
[calculated as: chéquare’ degrees of freedom] withO 9062.289and HI90137.767 This
means thathere is 8@0% confiderethat the population \ae of the lambda (neoentrality
parameter) is betwed?.289and137.767 Similarly, the FMIN (minimum discrepancy
function) is.579with the FO(population discrepancy) of 85 and a confidence interval
between th& O 900f 0.217and HI 90 of 3480

The Root Mean Square Error of Approximati®MSEA) is 0.0®, with a confidence
interval for the RMSEA ranges frobO 90 0f 0.0% to HI 90 of 0.@3. TheRMSEA valueis
less than th®.080 threshold used for reasonable model assessment (Byrne, 2010; Paul et al.,
2016). It is worth noting, too, that the RMSEA is "one of the most informative criteria in
covariance structure modeling" (Byrne, 2010, p. 8Wen the robustness of RMSEA a
measure of modédit, the model in the current study is considered a good model.

For the Akaike's Information CriterigiAIC), the default model is lower than the
independence model bstightly higher than the saturated model. For the Br&@udeck
Criterion (BCC), the default model is lower than the independence modslightly higher than

the saturated model. However, for both the Bayes Information Crit@iQ) and Consistent
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version of the AIQCAIC), the default model is lower than the satedamodel and the
independence model. Likewise, tBrpected Cros¥alidation Index(ECVI) for the default
model is much less than the independence model but slightly higher than the saturated model.

The final model fit is the Hoelter model, which focuseswhether the sample size is
large enough for the model. The default model has a range from Hoelter 0®BtofHoelter
0.01 of 1A. When the Hoelter values are greater than 200, the model adequately represents the
sample data (Byrne, 2010). Both7land 17 are below these 200 thresholds, indicating that the
sample size is a limitation of the model.

After achieving gooaverallfit with the Confirmatory Factor Analysjshe current study
proceeded with the SENFollowing fitting thefull model, additional error terms were allowed to
covaryto improve fit.Figure 4 is the SEM model that tested the latent variables pertaining to the
adapted ETPB model fddade in the USAThe latent variables of interest are in lsyaamely
ATT, SN, CE, PBC, and P, towardsMade in the USApparel products. The observed variables
from the construct survey questions are in squares, namely-8,1941-3, PBC2-4, CE1-4 and
6, and PI35. The error terms are indicated by the el thra@pHerrors are nan order as the
errors were not renardaftersome constructand their errorsvere removed during the

Confirmatory Factor Analys)s
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Figure4. SEM Diagram for Adapted ETPB Model for Made in the USA, source: author

The results of the SEM can be found in Appendix E. There are a totalvafidbles in
the model. There arE9 total observed variables (ATEN, PBC, CE andPlincluded in the
modd [3+3+3+5+5 =19)). In total, there are2unobservedariablesand they are the latent

variables (ATT SN, PBC, CE andPl), error termsncluded in the mode[5+20 = 25].
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There are 2 exogenous or independent variables, the observed and the latent variables
[19+5=24], and there are@endogenous or dependent variables which are the error terms.

The sample covariance matrix for tb@observed variable can be calculated using the
formula p(p+1)/2 to bd90[19*20/2 =190. From the model summary, there 480 distinct
sample moments that are the elements in the sample covariance matrix (in other words, the
number of pieces of information generated from the data). There are a tQalistirict
parameters to be estimated, thus leaviBigdegrees of freedomi 907 53) on an overidentified
model. The chsquare value i297.334with a probability level of 0.000 (ctgquared indicates
how much of a difference exists between the obsergedts and the counts expected if there
was no relationship in the population).

According to Table lthe Regression Weights, the relationships of interest amongst the
latent variables and between the latent variables and observed variables are sigfiepit
for SNY PI(which has @ a090 add a fwalueof 0.134) This significance is indicated by
the pvalues all being below the alpha of 0.@5d specificallyndicated by ***and 0.002n the
Table 1for all the other relationship#ost notably, ATTPBC, andCE all have a significant
positive relationship witlPl. PBCis the greatest predictorBiwi t h Ga791tfollawéd by
ATTwi t h &90fnddaktlyCEW i t h  &@32PAll theflate@t variables have a significant
positive relationship with their corresponding observed variables. For example, ATT has a
positive relationship with BTI00¢hjsregrdsdiahweightnd AT
of 1.0 was imposed on the modeipd 1.08 respectfully. This positiveelationship holds true
for SN, CE, PBC, andPI

Thefourthrow of Table 1 will be discussed-aepth as an example BBCwas the

greatest predictor d?l. The third row of Table 1 iPBCY Plwi t h an Est79L8Bt e ( b)
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of 0.179 CRof 4.419 and PLabel ***, The estimate of 91 means that wheRBCgoes up by
1, Plgoes up by @91 TheStandardError (SE) means that the regression weight estimate of
0.791has a standard error of ab@ut79 TheCritical Ratio (CR) is calculated bylividing the
regression weight estimate by the estimate of its standard error{2#00179=4.419. This
means that the regression weight estimafed$9standard errors above zero. The regression
weight forPBCin the prediction oPl is significarily different from zero at the 0.001 level (two
tailed), and the probability of getting a critical ratio as largé.4%9in absolute value is less

than 0.0001.

Tablel. Regression Weights Talé Made in the USA Apparel SEM

Regression Weights: (Group number 1 - Default model)

Estimate S.E. C.R. PLabel

PI <--- SN .090 060 1.500 .134
PI <--- CE 232 074 3.151 .002
PI <--- ATT 690 105 6565 ***
PI <--- PBC 791 179 4419 *x*

ATT2 <--- ATT  1.000
ATT1 <--- ATT  1.151 054 21404 **=
ATT3 <--- ATT 1.068 .056 19.098 ***
SN2 <--- SN 1.000

SN1 <--- SN 913 044 20831 ***
SN3 <--- SN 812 054 14974 *=x
P4 <--- PI 1.000

PI5 <--- PI 807 048 16846 ***
PI3 <--- PI 930 059 15790 ‘e
P2  =--- PI 627 065 9.651 ***
PI1 <--- PI 930 057 16317 **%

CE2 <--- CE 1.000

CEl <--- CE 1072 112 9545 ***
CE3 <--- CE 1372 137 10.014  **=*
CE4 <--- CE 1.168 121  9.659 ***
PBC3 =<--- PBC 1.000

PBC2 <--- PBC 21172 244 80914 ***
PBC4 <--- PBC 1452 .163 8889 ***
CE6 <--- CE 919 114 8.049  **x
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Table2. Covariancef Made in the USA Apparel SEM
Covariances: (Group number 1 - Default model)

Estimate S.E. C.R. PLabel

ATT <--»> SN 670 .086 7.776 ***
SN <-> CE 623 108 5766 ***
ATT <--> CE AT OF6 5997 =

SN <--> PBC 469 076 6.199 **x
CE =<--> PBC 273 057 4786 ***
ATT <--» PBC 357 055 6460 ***

el7 <--> el9 519 102 5009 ***
el6 <--> el9 045 081 553 580
el <--> el4 434 129 3363 ***
e22 <--> e2l 331 096 3442 x*x
e9 <--> el 248 072 3458

The Covariances are presented in Table 2. The covafiand@T Z SN, SNZ CE,
ATT z CE,SNZ PBC CEz PBC and ATTZz PBCare all significantSpecifically, ATT 2
SNhas t he hi7Qfoleveetd byBNZoGEWD t & a 23fmandsd onThefitst row
of Table 2 will be discussed-epth as an examplas it is the highest estimate. Tirst row of
Table 2 isSATT z SNwith an Estimate of 0/, SEof 0086 CRof 7.776 and P Label ***.
The covariance ATE SNis estimated to be 076. The covariance estimate of Bhas a
standard error of abo0t086 TheCRis calculated by dividing the covariance estimate by the
estimate of its standard error [z= D08.086= 7.774. The covariance estimateds/76standard
errors above zero. The P Label is ***, meaning thaT 2z  Siblsignificantly different from
zero at the 0.001 level (twtailed) based on suitable large sample assumptions. In other words,
the probability of getting a critical ratio as large7as76in absolute value is less than 0.001.
Evaluation of the fit o SEM model shouldonsider'a variety of perspectives and be

based on several criteria that assess model fit from a diversity of perspectives" (Byrne, 2010, p.
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67). The two main evaluation criteria are (1) the adequacy of parameter estimalieding he
feasibility of parameter estimates, appropriateness of standard errors, and the statistical
significance of the parameter estimates and (2) the adequacy of the model as-anghaleng
the model fitting process, the issue of statical significameegs$timation process, and the
goodnesf-fit statistics (Byrne, 2010). Reviewing Table 1 and Table 2, the estimates are
reasonable and statistically significant, and all standard errors are seemingly neither too large nor
toosmall (based on Byrne, 201f), 66- 69).

The ModelResultsSummaryfor the SEMfound in Appendix E evaluates the overall
guality of the model using GoodneskFit assessments. The CMIN Summary offers the chi
squared statistics. The default model hap&rameters with a clsiquarevalue297.3834 and B7
degrees of freedom with a probability level of 0.000 (below the presumed alpha of 0.05). This
chi-square means that assuming the default model is correct, the probability of getting a
discrepancy as large 297.334is 0.000 Accordingto Byrne2010 , fAbot h the sensi
sample size and its basis on the centrakgiared distribution, which assumes that the model
fits perfectly in the population (i.e., that the null hypothesis is correct) have led to problems of fit
thatarew del y known o TheNorm8ECREg@amed Valué(PCMIN/DF) value of
2.170is calculated by dividing the clsiquare discrepancy by the degrees of freedom
[297.334137=2.17Q. This is between 2.0 and 5.0, which is typically the threshold food go
model (Paul et al., 2016).

The RootMeanSquareResiduallRMSR) is 0.1%, but this represents the unstandardized
residual value. The StandardiZzRdot MeanSquareResidual(SRMSR is 0.0&7. Ideally, the
SRMSR would be below 0.05 as thigpresents "the average discrepancy between the sample

observed and hypothesized correlation matrices" (Byrne, 2010,,inofv@ver, this a marginal
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difference The Goodnesef-Fit Index(GFI) is 0.901 The Adjusted Goodness-Fit Index
(AGFI), which adysts for the number of degrees of freedom, i6§3.80th the GFI and the
AGFI range from zero to 1.00 and are ideally above 0.90. However, GFl and AGFI can be overly
influenced by sample size (Byrne, 2010). The Parsin@ogdnesf-Fit Index(PGFJ) is 0650.
It is common for the PGFI to be lower than the acceptable threshold for other indices of fit
(Byrne, 2010).

The Baseline Comparison shows that the default model has a Normed Fi(Nirde&f
0.917, Incremental Index of F{tiIF) of 0.896 TuckerLewis Index(TLI) of 0.%3, and
Comparative-it Index(CFl) of 0.%3. These values are above Q.60 marginally close in the
case of TL] indicating good model fit (Byrne, 2010; Paul et al., 2016).

Further, the PRatio of 008, PNFI of 0.B4, and PCFI of (r63all fall within the range
of expected values (Byrne, 2010). TherNCentrality Paramete{NCP) estimate i460.334
[calculated as: chéquare degrees of freedom] withO 90114.395and HI90 24.017 This
means thathere is 80% confiderethat tre population value of the lambdaofrcentrality
parameter) is betweeri4.395and 24.017 Similarly, the FMIN (minimum discrepancy
function) is 1036 with the F.O. (population discrepancy) obB9and a confidence interval
between th& O 900f 0.399and HI 90 of 0746

The RMSEA (Root Mean Square Error of Approximation) is 8,0@th a confidence
interval for the RMSEA ranges frobD 90 0f 0.054 to HI 90 of 0.04. These values are all less
than he 0.080 threshold used for reasonable model assessment (Byrne, 2010; Paul et al., 2016).
It is worth noting, too, that the RMSEA is "one of the most informative criteria in covariance
structure modeling" (Byrne, 2010, p. 8®jiven therobustness of RMSEAs a measure of

model fit, the model in the current study is considered a good model.
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For the Akaike's Information CriteridAIC), the default model is lower than the
independence model but higher than the saturated model. For the-Brmeok Criterion
(BCCO), the default model is lower than the independence model but higher than the saturated
model. However, for both the Bayes Information CriteiBrC) and Consistent version of the
AIC (CAIC), the default model is lower than the saturated model anthdlependence model.
Likewise, the Expected Crod&lidation Index(ECVI) for the default model is much less than
the independence model but slightly higher than the saturated model.
The final model fit is the Hoelter model, which focuses on whethesahmple size is
large enough for the model. The default model has a range from Hoelter O@BtofHoelter
0.01 of 3. When the Hoelter values are greater than 200, the model adequately represents the
sample data (Byrne, 2010). BotBQland 73 are belav these 200 thresholds, indicating that the
sample size is a limitation of the model.
Table 3 shows the reliability of scales for the latent and observed variables. The
Cronbach's U's 30.8% ahd08Bafer ATTOSNSPBG CE, dnd A 4
respectively. ThesercConbach's U's are all over the 0.7 tt
& Larcker, 1981; Hair, Black, Babin, & Anderson, 2010; Lam 2012; Paul et al., Z0®).
Average Variance ExtractddVE) i s cal cul ated wusing the for mu
Reliability is calculated using the formula (
evaluation for validity analysis, and all the AVE's are over 0.5 and thus acceptable, except for
PBC andCE (Fornell & Larcker, 1981). Despite the lower AVEBC and CEstill has a
Composite Reliability thaare geater than 0.6, and thus the convergent validity of the construct

is still adequate (Fornell & Larcker, 1981; Hair, et al., 2010; Lam 2012).
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Table3. Reliability of Scales for the Variables

Corrected &
Lafcent Obgerved ltem-to- ~ Cronbach's (Standardized oA AVE Compqsite
Variable Variables Total U Factor (Error) Reliability
Correlation Loadings)
ATT1 0.821 0.891 0.794 0.268
Attitude ATT2 0.839 0.903 0.897 0.805 0.188 0.766 0.892
ATT3 0.775 0.837 0.701 0.379
SN1 0.809 0.884 0.781 0.393
Subjective SN2 0.812 0.878 0.932 0.869 0.255 0.724 0.795
Norm SN3 0.680 0.722 0.521 1.017
Perceived PBC2 0.599 0.898 0.806 0.398
Behavioral PBC3 0.564 0.747 0.561 0.315 0.766 0.490 0.622
Control PBC4 0.595 0.590 0.348 1.389
CEl1 0.588 0.605 0.366 1.984
CE2 0.547 0.611 0.373 1.670
Consumer CE3 0.721 0.837 0.856 0.733 0.681 0.493 0.650
Ethnocentrism  CE4 0.727 0.760 0.578 0.997
CE6 0.638 0.645 0.416 1.179
PI1 0.690 0.785 0.616 1.015
PI2 0.567 0.540 0.292 1.806
Purchase PI3 0.737 0.872 0.769 0.591 1.123 0.581 0.731
Intention P14 0.805 0.874 0.764 0.584
PI5 0.712 0.801 0.642 0.687

Note: ATT = Attitude, SN = Subjective Norm, PBC = Perceived Behavioral Control,
CE = Consumer Ethnocentrism, and Pl = Purchase Intention

Based on the totality of the Model Fit Summand the Reliability of Scales for the
Variables the SEM modelthat was derived from th@onfirmatory Factor Analysis agood
model There are some criteria where the default model performs well and others where the
default model underperforms. Thosdites that underperformed tended to be indices that are
susceptible to smaller sample sizes. Ultimately, the "assessment of model adequacy must be

based on multiple criteria that take into account theoretical, statistical, and practical
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considerations” (Byne, 2010, p. 84). Given thatostof the statical indices denoted that the

model was adequate, combined with the theoretical and practical considerations, this model
remains presentable. Moreover, the limitegearch on the topic of consumer preferefmes

Made in the USApparel highlights that this model still provides unique insights and value to the
literature.In brief, the current studfound that ETPB is an adequate model for predicting Pl of

Made in the USApparel products.
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CHAPTER 5
CONCLUSIONS, LIMITATIONS, AND FUTURE WORK

The Structural Equation Model examined the relationship between Purchase Intention
amongst the latent endogenous variables of interest, namely Attitude, Subjective Norm,
Perceived Behavioral Control, and ConsumggmBcentrism. This study's main contribution to
the existing literature is that ETPB is an adequate model for prediitoigVlade in the USA
apparel products. Additionally, this study combir@eias an antecedent, with the traditional
ATT, SN, andPBC, to Pl for Made in the USApparel products.

Themodel in the current study suppottisee of the hypothesdd]l, H3, andH4. The
studyfound that Attitude, Perceived Behavioral Control, and Consumer Ethnocentrism towards
Made in the USApparel are aBignificantly positively related to intention to purchagade in
the USAapparel product BC i s t he gr eat est0.7plfalonechy ATT of P
with a b of O0.690, ankdecurrensmodielydoe€ Botswopt?h a b of
meaning that at this timecannot badetermind if Subjective NormtowardsMade in the USA
apparel is positively related to intention targhaseMade in the USApparel products.

These Hypotheses address itegearctobjective, which was to identify the antecedents
and moderators that impact consumer purchasing decisions for apparel that Mzatetie the
USAlabel. This study finds th&TT, PBC, andCE serve as antecedents for consumer
purchasing decisions for apparel that beaMhaeée in the USAabel. Consumers who feel that
they have access Made in the USApparel will exhibit a higher Pl faMade in the USA
apparel productConsumers who have a favorable attitude towktade in the USApparel will
exhibit a highePI for Made in the USAppareproduct Likewise, consumers who feel morally

obligated to buyMade in the USApparel will likely exhibit a higér purchase intention for
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Made in the USApparel productd he currenstudy did not find evidence to support the
hypothesis that Subjectinorm towarddVlade in the USApparel is positively related to

intention to purchask®lade in the USApparel produs. Therefore, it cannot be concluded yet
that consumers need to believe that their favorite celebrities, influencers, friends, families, and
other acquaintances would prefer that the consumer purbtasein the USAapparel.

There are numerous practidgaplications of this research to increase saled/fade in
the USAapparel products. Companies should focus mosihenring that consumers feel capable
of and have access to purchadihgde in the USApparel if companies wish to increase sales
for Madein the USAapparel products. There need to be apparel products that featitadbe
in the USAabel on the shelves when the consumer walks into the store. For online consumers,
domestic products need to be available in their search resulidaatelin tle USAor COOneed
to be included in the product descriptionMéade in the USApparel are not readily available,
consumers can demand or request these it#tasshen customersequestd Organic grocery
options). Ecdabels in the apparel industry cartiude "made in the USA, 100% cotton, organic,
ethically sourced, recycled, environmentally friendly, recycled materials, locally produced, good
working conditions and/or fair trade" (Byrd & Su, 2020, p. 337). Brands are compelled to
encourage the purchagi of Made in the USApparel and locally produced goods as one aspect
of a sustainability goal.

Additionally, companieshould promote favorabkgtitudes towardMade in the USA
apparel products if they want to increase salédade in the USApparel products. Companies
can enhance this favorability through marketing such as commercials, branding, and product
descriptions that highlightlade in the USAThere are examples off@rel companies that have

already started to promolkéade in the USAs a primary product featurko increasévlade in
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the USAapprel saleshese consumers ought to feel a moral obligation to purchase American
made products whenever possible. This caludemoral obligations to society to support the
domestic economy and local jobs. This study offers an updated understaniiadeoin the
USAlabeling impact within the current domestic consumer apparel market leading to the
potential for leveraging thiattribute as an alternative form of marketing advantage.

While the current study offers an abundance of practical implications, it is not without
limitations. The major limitation of this study is that the survey resulted in a relatively small
sample sie. A larger sample size would lead to a more robust model and enhanced statistical
inference. In addition, the sampling frame was a coewea sample of undergraduate and
graduate students at a single university. This subgroup of the population i€prdsentative
sampling of the entire population of American consumers. Moreover, the study and survey
focused on American consumers and did not offer insights into international or global consumer
behavior.

As stated previously, the main contribution luktstudy to thélade in the USAnd
COQOliterature is that the ETPB, with the inclusionCE, is an adequate model for predictinb
of Made in the USApparel. This conceptual framework and methodology can serve as a
template in studying other antecetieand moderators towards the purchasinglade in the
USAapparel or for other products. For example, this conceptual framework could be applied
beyond apparel products into other industries such as automotive, food, personal care, and other
manufacturedjoods. Similarly, one could expand on the current study looking at factors similar
to CE, such as patriotism and nationalism to evaluate their effedacdle in the USA
purchasing. If one were interested in combining sustainability concerns with domestic

purchasing, one could include the Environmental Concern questions from Paul et al., 2016 with
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the constructs of the current study, includi§ One could use this conceptual framework to
develop a novel approach to inquiring into sustainability and dieymsgchasing concerns. The
conceptual framework could be replicated in other countries to evaluate the effe€i®oh
domestic product purchasing. The effect$faide in the USAabeling could be revaluated in a
postCoronavirus pandemic worlth addition, otherCOO could be studied in a similar fashion
using this m&hodology andviade in(the country of interest)n short, there are a plethora of

applications for this study to consumers, companies, and academics.
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CHAPTER 1
INTRODUCTION

ReshoringandDomesticManufacturingare issues of increasing interest to politicians,
companies, consumers, and acadenfiteshoringandDomestidVianufacturingare complex
issues with layers of consideratstihat go beyond those typically explored in the literatare.
2020, during the Covid pandemic, there were millions of unemployed wolltergandemic
highlighted the basic need for countries to create goods and sgséeasngly overnight,
everyone neded a mask for personal safedycountry needs to be capable of manufactufang
a more robusGrossDomesticProduct (GDP) and overall healthy econorRgsteringDomestic
Manufacturingwill also reduce a countrétrade deficit.

Furthermore, ansidering thesocialevents of 202@h America the benefits oReshoring
andDomestidVlanufacturingneed to be reevaluated as a social justice i§%reexample, an
African American woman entrepreneur (pseudonym Abigail) found that wicemis to
bonnets, caps, and shower cap texaled apparetio meet the hair needs of African American
women in the United States, fNéWe asmdvdmuyi ng o
understand ourneeds.et 6 s make it h ehrother, riding eandhatwaveaf r eci at e
supporting a sister anAdejenarc Mattleewsh&Rothenlbergo ur ¢ om
2021, p. 6).Thus,Made inthe USAr esent s some opportunity for a
amongst traditionally underrepresented mitnes (Adejuwon,et al, 2021). Increasingdomestic
Manufacturingwill create and support domestic joB$is increased employment can expand the
U.S. workforce and reduce unemploymeaitven that unemployment is often highest amongst

individuals from trditionally unrepresented minorities and oppressed communities, this can be a
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step in ectifying social and racial injustic& more robust American economy will help all
Americans, particularly those living below the poverty line.

Many companies are contemplating the integratioReghoringstrategies into their
supply chaingnd increasing their American manufacturi@me case made for advocating for a
strong American manuf act ur i-dorginatedcecanayyis,thatd e s pi t e
DomestidVlanufacturingserves as a driver for technical innovati@ading to economic growth
(Smil, 2013).Manufacturing jobs are the backbone of the U.S. economy, and service industry
jobs cannot replace these jobs (Lipscomb, 204Mericanmanufacturing remains a large sector
of the American economy, and even with offshoring in specific sectorstéxtijes,apparel,
leather goods, consumer electronics, primary steel, and machine maata)facturing is
experiencing overall growth (Sm2013).

Another case foReshorings thatmanufactured exportsfsetthe U.S.'s traddeficit and
increasing American manufacturing may help establish a trade surplusZ813i),A trade
deficit is when a nation imports more than it exports, andda sarplus is an excess of exports
over imports fankiw, 2004).Lipscomb (2011) postulates that the massive increasing).S.
trade deficitbecause othe lack of American manufacturing, has significant impacts on many of
the largest domestic issuesifagthe United States, including a decaying economy, high levels
of unemployment, lack of living wages, lack of economic opportunity, out of control
governmental debt, and other cracks in the economy resulting in stronger and longer recessions.

American manufacturing has been criticaitsngrowthfrom colonial dependency to a
world superpower (Livesay, 2012h the nineteenth and twentieth centuries, innovation from
the likes of Eli Whitney, Cyrus Hall McCormick, Andrew Carnegie, Thomas Edisenry Ford

| and Il, Alfred P.Sloan, Pierre du Pont, and Edwin Land led to mass production and a powerful
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American manufacturing dynas@utsourcing and offshoring began in the 1960s and continued
to expand through the 1990mperman2013).

There wa once a robust textile and apparel industry in the, WiSch hadeclined due
to globalization and offshorindgput many companies are naoeturning tobDomestic
Manufacturing(Freund, Roop, & Colbyizumi, 2018).To fully understandReshoring one
must frst consider offshoring as thieshoringi st ar t i n @pi et ali 20kpdVhile Gr a
offshoring was prominent at the end of the last century, in recent years, there has been increasing
discussion of the potential benefitsRéshoring

The initial benéts of offshoring include reduced cost of materials, reduced labor costs,
access to skilled/qualified labor and expertise, ability to focus on core competencies, admittance
to new markets and countries, advantageous trading conditions, organizatiobaityleand
entry into new technologies (Ashby, 2016) (TadleDisadvantages of offshoring include
complicating the supply chain and overall reduction in control, less visibility of processes and
practices, diminishing quality of materials and produgtiegrading domestic skills and
manufacturing, loss of commpetencigsand increased reputational risk for human rights
violations (Ashby, 2016; Ellram, Tate, & Petersen, 20A8yitional disadvantages of
offshoring includeextended lead times and delays from geographic distance, cultural differences
leading to potential somunication breakdowns, surges in inventory, and varied environmental
and social standards fdifferentcountries (Ashby, 2016Moreover, the strategic and hidden
costs of offshoring must be taken into consideration when seeking comprehensive detearminati

of the real costs of offshoring (Espana, 2013).
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Table4. Benefits and Disadvantages of Offshoring; from: Ashby (2016) and Ellram et al. (2013)

Benefits Disadvantages

Low-cost materials Supply chain complexity and loss of control,
human rightsiolations,and terrorism

Low-cost labor Visibility of processes and practices

Access to qualified labor Quality of materials and production

Access to resources, knowledge, and Loss of skill s/ manuf

expertise country

Focus on core competencies Loss of core competencies

Access tmew/broader markets Geographic distance, longeadtimes, and
delays

Beneficial trading conditions Quality of communication/cultural difference

Organizational flexibility Increased inventory

Access to technology Environmental and sociatandards

Bringing back operations to the hoi@euntry ofOrigin assumes manyirtually
synonymousiameswith subtle nuancesnsourcing, inshoringReshoringand backshoring
(MartinezMora & Merino, 2014)The terms insourcing and backshoring are sonest used to
refer to moving manufacturing in the opposite direction of outsourcing and offshoring (Arlbjgrn
& Mikkelsen, 2014)According to Imberman (2013Reshorings the reverse of outsourcing and
offshoring.Bals, Kirchoff, & Foerstl (2016) distingsh betweerReshoringand insourcing based
on combinations of governance and locatiimensions. Overall, there is littt®nsensus on a
unified definition or theory oReshoringWiesmannSroei, Hilletofth, & Eriksson, 2017).

Thereforeclarification into the definition oReshorings needed to reduce the confusion that
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continues to plague tliReshoringphenomenon (e.gGray et al., 2018 For this study,
Reshoringnanufacturingvasdefinedas the act of reintroducirigomestidVlanufacturing with
a focus on domestiextiles and apparehanufacturing for the current study

Attention to the topic oReshorings abundant in the populpress (Gray et al2013;
Ellramet al, 2013).In fact,as pointed out by Tate (2014eshoringconstituted a political
platform in the 2012 presidential electigygain in 2016, th&keshoringssue arose among
presidential debatemcluding discussion of the merits of domestic US production for improving
overall country competitiveness (Albertoni, Elia & Piscitello, 201rY)a 2019 study biariani
& Borghi, Reshoringvas one of seven main bibliographic networks emerging in agadem
literatureon Industry 4.0n 2018.

Bailey and De Propris (2014) indicate that the possibilit@ghoringmanufacturing is
enhanced by the weaknesses and riskdlafal ValueChains (GVCs)Additional factors that
can positively impact relocation cisions are more competitive exchange rates, higher
transportation costs, and rising labor costs in China and other areas (Bailey & De Propris, 2014).
Reshoringnanufacturing is also supported by changes in company attitudes toward restructuring
supply chans. In the past, companies viewed changing their supply chains as a significant risk.
However, more recentlgompanies have become open to embracing change to create more
flexible supply chains (Bailey & De Propris, 201%his supply chain resilience ghown inthe
aftermath of the Japanese earthquake and tsunami (Bailey & De Propris,FbdEKample,
Toyota had a higher dependency on Japanese manufacturing compared to Nissan, but Toyota

was still able to shift more production to thaitéd Kingdom(Bailey & De Propris, 2014).
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1.1Purpose of the Research
The purpose of this study is to investigiieshoringand Domestic Productidior the
Textile and Apparel Industry in tRénited Statesfrom acompany perspectivén pursuit of

meeting the goal of this research, the following objedy®oposed:

Research ObjectivéExplore the degree to whigkeshoringexists among theompaniesn the

US Textile and Apparel Industry as well as potential competitive advantages

1.2 Conceptual Framework
To approach theesearch objectives comprehensive literature review was conducted on
Reshoringand DomesticManufacturing Qualitative in-depthinterviewswereleveraged to
address theesearclobjectve. Dunni ngés Ecl ecti ¢ ddrectonfgr of t he
exploring theReshoringphenomenorManual @ntent analysisvas usedo analyze interview

data forReshoringandDomestidVlanufacturing

1.3 Significance
Investigating thé&keshoringphenomenon will provide actionable information that may be
used by textile and apparel firms in supply chain managementesglonmaking.Empirical
knowledge related to offshoring commonly focuses on application contexts that are not
necessarily applicable eshoring Delving into this phenomenon requires a fresh perspective
given the unique nature of current global supply chains. Deconstructing the experiences of
companies engaged Reshoringshould reveal foundational information based on the articulated

successes and challenges companies encounter as they pursue.this goal
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CHAPTER 2
LITERATURE REVIEW

Literaturerelated toReshoring predominantly from a supply chain management
perspective, is reviewed to inform the managerial perspe@ased onnsightsfrom the
literature, this research develops a seriggesdarclobjectives to guide investigation of
Reshoringn the US textile and apparel industReshorings arelatively noveltopic, as this is a
recently emerging supply chain management deci3ioa.conceptual framework for which
Reshorings measured is stilbeing developed by academiés mentioned previously, this
study definefRReshoringas the act of reintroduciigomesticManufacturing Domestic
Manufacturingis when at least part of thect d transforming raw materials into finished good
productsocaursin the same country in which they will be sold.

In 2014, Kinkel proposes that there are two main models for backshoaipiiye
backshoring happens when a company is returning their own atamthg back to the home
country and outsourced backshorindnen a company iReshoringrom foreign suppliers.
MartinezMora & Merino (2014) discover that theshoringphenomena is a response to
changes in the economi c orcsindllenlaatcres amdstiortér lead mar k e
times.The cyclical nature of businesses, the size of businesses, resource scarcity, and
government influence may likewise imp&sshoringnitiatives (Tate, 2014¥hai, Sun and
Zhang(2016)determine that quality ifle most abundant reason feeshoringelocations and
classifiesReshoringeasons intdive categories: cost, product, competence, operations, and
institutions.Relocation decisions require the consideration of factors beyond jusbtd€Cost

of Ownership to produce desired costs savings (Hartman, Ogden, Wirthlin, & Hazen,2017).
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recent study found that product category and size of the firm affect textibppacdel
manufacturersdé | ikelihood to engage in export
According to Kinkel(2014), reasons for backshoring Reshoringnclude quality,
flexibility, coordination efforts, transport and logistic costs, availability of qualified peedp
labor costs, loss of kneWwow, and proximity to R&D in the horrlgase Uluskan, Godfrey &
Joines (2017) finds that companies that condtdte in the USAnd speed to market as part of
their distinct competitive strategy have a higher proportioestiaring activitiesChen & Hu
(2017) include the effects @ffshoreSupplyDe pendence on a companyo6s o
Reshoringdecisionmaking.This study finds thabffshore Supply Dependencémits Reshoring
responsiveness and may affect total profhi€@ & Hu, 2017)Similarly, responsiveness of
suppliers is the main reason thatited Kingdomsuppliers have bedreshoringrom suppliers
in India (Moradlou, Backhouse, & Ranganathan, 20C¥gbuschi, Lindahl, Barbieri, &
Fratocchi (2018) focuses on ahavioral view, rather than economic argumentReghoringas
a riskmanagement strategic processnitial Reshorings a result of efficiencygeeking reasons,
such as costaving and productiviggnhancing, then companies are more likely to relocate
manufacturing (Barbieri, Elia, Fratocchi, & Golini, 2019).
Academics from across the globe are interested in the topiessforingIn a 22paper
literature review conducted in 2017, Wiesmama ceauthorsfind peerreviewed papers from
the USA (7 total papers), Germany (3), Spain (2), thitdd Kingdom(1), Denmark (1), Finland
(1), Italy (1), New Zealand (1)nternational (1)and Not Specified (4MartinezMora &
Merino (2014)suggestshe possibility thaReshorings a permanent strategy, howevidgrtman
et al. (2017 claim thatReshorings not considered a lorgrm business strategy by

manufacturersiViesmanret al. (2017) concludes that all the drivers and barriers could be
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grouped into five different sets of dynas which are listed as global competitive dynamics,
home country, host country, supply chain, and fapecific. A 2018 literature review of 57
articles byBarbieri, Ciabuschi, Fratocchi, & Vignoli, finds that there is some convergence on
whatReshorings and the key features and motivatidosit, however, there is less
understanding in the decisionaking and implementation processes.
According toHartman et al. (2007 most firms do not have complete and necessary
information for appropriately corgg#ring relocation decisiemaking processes, and many
would benefit from a structured delay when making relocation decididmsn making
Reshoringlecisions, practitioners should consider quality, risk, brand reputation, and other
factors as well as avoidished decisions (Wiesmasnhal., 2017)Reshoringcan be both a result
of a company response to offshoring performance shortcomings or a component of the original
intent of the company as part of their offshoring (Albertoni, Massini, & Piscitello, 281kgy
finding from Tate et al. (2014) is that many
increasing importance on where their customer
In the event of only sales being offshored, then iotganizational coordinain can still
be centralized in the home country (Zorzini, Stevenson, & Hendry, 2dtbd)ever, once
manufacturing and other stages are offshored, then coordination between local and global
suppliers becomes much more complex (Zorzini, Stevenson, & Hettilrg).Bailey & De
Propris (2014) note that manufacturing activities typically are moved to lowerdasior
locations, such as Asia, Africa, and Latin America, meanwhile-bighdesign, research &
development, and product development activities arensglpening in the home economy
locations that tend to be higheost and more knowledgetensive.Companies that originally

pursued offshoring as an attempt to access new markets are more likely to relocate, and those
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who are dissatisfied with the efficiey and talent offered dgeshoringare less likely to relocate

(Albertoniet al., 201Y.

2.1Reshoring Theory

The study of th&keshoringphenomenon needs to be researched to both contribute to the
science of supply chain management and to the practice of indessiabringGray,
Skowronski, Esenduran & Rungtusanatham, 20I3¢re are multiple manufacturing location
decision theories #t can be applied teeshoringincluding transaction cost economics,
internalization theory, and Dunningdbés ecl ectdi
Petersen, 2013). mp| ement ati on of different theories me
di fferent theoretical l enses and how they app
2013, p. 20)A 2013 editorial by Ellram calls for the incorporation of novel viewpoints and
theories into supply chain research.

Multiple theoriesfrom busines and management academic literahaee been applied
to Reshorig researchin fact,Ellram et al. (2013) andhaiet al. (2016)mentionsTransaction
Costtconomi cs, internationalization theory, and
production, whilst focusing on the theoretical framework of Dunriifigewise, Fratocchiet al.
(2016) discuss ther@nsaction Cost Theory, Resou8ea s ed Vi e w, Buckl ey and
Il nternalization t heor vy, Thayfutherastateithatgltilesthee c| e ct i
|l nternalization theory and Dunningbs eclectic
for a firmbés internati on aResh@ingpsa nisti oins , atftiersmd :

international reconfiguratior-¢atocchiet al, 201§. Rugman (2010) points out
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eclectic paradigm is an expansion of Buckl ey
together these two theories are used for research in Multinational Enterprise.

Buckl ey and Ca s sheanydrem 19716 tnakesruse lofithe enternabzation
of markets in the development of a model for the growth of firms (Buckley, 1B88)wo
axioms of the internationalization approach are for firms to choose the locations that offer the
lowest cost for ezh activity and to grow by internalizing markets to the point thabémefitof
any additional internalization is outweighed by the addition of costs (Buckley, ¥8&®&).ding
to Dunning (2003), the two primary strands of internationalization theorfyacgons of
exchange and valeeddingunitA f i rmsdé profitability, and thus
by the combination of these two aspects of internationalization theory (Dunning, R663).
Buckley (1988), the maalacledidtioeory is tlerthird factor@itlesh ni n g 6
ownership advantages Dunning (2003), the exchange function moéeleign Direct
Investment EDI) models, and the valeedded route are the three channels of the antecedents to
the international modeFDI is the purchase of physical assets, such as real estate or businesses,
by a foreign individual or company (Gerber, 2014).

Dunningds eclectic paradigm has undergone
(Rugman, 2010). n Dunni n g 6 s he21098 Papen, Puh@irtg elainis that economic
geographers, trade theorists, and international political economists are paying more attention to
the spatial aspects of vakaelded activityTh ey ar e seeking ways to inc
growth and comgttitiveness, trade and foreign direct investment, and the overall economic
structure and comparative advantages of countries and regions (Dunning2009)n i ng 6 s
eclectic paradigm consists of four types of international production activities: resoekogyse

market seeking, efficiency seeking, and strategic asset seeking (Dunning N2 @@@ver, when



56

comparing changes i n t totel®90aDurining/(2009) mtesthier om t h
increased importance on intangible assets, intellectuahtap well as the changing role of
locationbound assets and need for more attention for specific motives and market conditions.
Dunningds eclectic theory of i mbeernati onal
discussed in many studies ab&ashoring Ellram et al, 2013; Gray et al2013; Ellram 2013
Ancaraniet al, 2015; Zhaiet al, 2016. Ciabuschi, Lindahl, Barbieri, & Fratocchi (2018)
theorizes and extends the internationalization process model to eéRpkioringnanufacturing
as a decision to manage risk when internationalizmgact, studyingReshoringcan contribute
to expanding eademicéunderstanding of internationalization processes and stratBgids€ri
et al., 2018 A study by Barbieri, Elia, Fratocchi, & Golini (2019) recommends considering a
dynamic view of internationalizatheorgodapero
to offshoring.
There is a overlap in sustainability concerns aRdshoringGray et al(2013)postulate
thatReshoringmay evolve over time due to an increased focus on the impact of business
decisions on the environmertshby (2016)lso investigates the intermingling of sustainability
andReshoringoy applying the Social Network Theory to examineReshoringdecison-
making proces®er Orzes anBarkis (2019), the evolution &eshoringand backshoring
production presents a majguandary for sustainable supply chain management schOlaes.
goal of this study is to apply multiple theoretical lenses to the investigatidadg in the USA

andReshoringn the American textile and apparel industry.
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2.2Reshoringand Domestic Manufacturing Objectives
Based on directions from the literature, this research develops a s&Rieshofringand
Domestic Manufacturingbjectives guidginquiry into ReshoringandDomestic Manufacturing
in the US. textile and apparel indtry andimplications for companies consideriRgshoring
andDomestic Manufacturingdue to the exploratory nature of this research component, research
objectives are developed to direct qualitative, foundational inquiryResmoringandDomestic
Manufacturingfor companiesThese research objectives, RO2A throu@2r, will aid in

addressing RO2.

ROL: Evaluate UIS.t ext i |l e and apparel companiesdé con
relocation angbossible strategider ReshoringandDomestidVianufacturing

RO2: Determine the factors leading to supply chain relocatiofirRastoringand

Domestic Manufacturing

RQO3: Identify advantages and disadvantages to textile and apparel manufacturing in the

USA from ReshoringandDomestic Manufacturingtrategies.

Accordingto an articlebyan den Bossche, Gupta, Gutierrtre
industries, textiles would be one of the last you would expect to return to the U.S. if only the
macroeconomic pictur e Howeveghem s aisiagnetidroof ( 2014, p
anecdotal information that suggests an increasegpahsionn domestic textilendapparel
manufacturingFreund, Roop, & ColbyDizumi, 2018) Additionally, there are multiple
empirical studies oReshoringn the tectile and apparel industry and related prod(etsg.,

MartinezMora & Merino, 2014; Foster, 2016; Uluskan, Godfrey, & Joines, 2017; Benstead,
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Stevenson, & Hendry, 201Freund, Roop, & ColbyDizumi, 2018 Moore, Rothenberg, &
Moser, 2018).

Companiesstvie t owards an fAoptimal supplPgr chain
Fine (2033, ciiinrgtoelilnivol ves the most intellige
making sourcing decisions that balance economics with a good repuijorous analysiis
necessary for a company to determin@etshorings the right strategy for now and the future
(Van denBossche etal2019.J oubi oux & Vanpoucke (2016) put
shoringp advocating f or demisiomoakirg process peyondtieenraditionad
cost consideration€ompanies should consider the total/risk/benefit balance when they are
considering location decisions (Moradlou, Backhouse, & Ranganathan, Batii$. (2018)
devel oped th8afiBomedt Souandng Model 6 to deter
domestically produced garments from balanced manufacturing and niche marketg/{rer3).
considering sustainability practices, there may heea to better understand fReshoring
implementatbn process in greater detail first (Orzes & Sarkis, 2048en investigating
Reshoringthe current study must firstevaluate S. text il e and appar el c
consideration of supply chain relocation and possible strategi®efbhoring

From théeliteraturereview, therearean abundance of factors leading to supply chain
relocation andReshoringWhen a compangnalyzesheimpactthatReshoringcould have on
their business, Athese exercises usoulddffdcty r esu
t he r es hor VandgenBbssthe ehaha201p.(30).A 2014 article by Kinkel
recommends looking into the effects of the global financial crisis and a possible herding effect
on ¢ o mResimoring\Wadmart intends to increase gourcing within the United States by

fifty billion dollars between 2013 and 2023 (Ellram, 2013; Foster, 20¥&)] mar t 6 s
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announcement may serve as a catalyst for such a herding effect as the one mentioned by Kinkel.
In a survey form 319 companies, fortgrpent of these companies perceive that their industry is
trending towardReshoringTate,Ellram, Schoenherr, & Petersen, 201B¢nstead, Stevenson,

& Hendry (2017) attempts to focus beyond just why firms reshore and to includedsihering

is operatioalized and calls for more case studies to capture fRkeshoringolans more in
depthFur t her research should include questions
and accessibility of data for decision making about offshoring and backghufste(toft,

Olhager, Heikkila, &Thoms 2016,p. 59).

Ellram (2013) states that in the pabe movement of manufacturing locations has been
predominantly towards lowost countriesPrice is still important to supply chains; however, it is
no longer the supreme decision makersupply chains are becoming more complex and there is
a greater ned for transparency (Fine, 2013here may be high risk and high costs to one's
reputation, associated with constantly seeking the lowest possible costs (FineKRKES).

(2014) suggests investigating if there is a differendgashoringrom mainly st versus

market driven motives for strategic offshorifgnstead et al2017) proposes splitting
Reshoringdrivers into four main categories: risk, cosltated, infrastructureelated, and

competitive priorities. These cestlated drivers include lalp cost reduction, labor productivity
improvements, duty cost reduction, transportation cost reduction, energy price reduction,
production cost reduction (that is not labor related), coordination and monitoring cost reduction,
working capital/pipeline coseduction, and capacity utilization improvement onsliBenstead

et al, 2017. According to Uluskan and eauthors (2017)Reshoing and relocation decisions

tend to be more co$bcused for large companies and retailers compared to sraalifacturing

companies in the textile and apparel industityrough asking companies about their intentions

a
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regardingReshoringand possible execution Bleshoringstrategiesthere may be an opportunity
to identify the effects of the global recessiomntify a herding effect from Walmart or other

companies, and gain a greainderstanding of the phenomenon.
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CHAPTER 3
METHODOLOGY

For this research, gualitativeapproactwasimplementedo obtain a more
comprehensive picture of the state ocBUexile and apparel manufacturinghe purpose of this
study is to investigatReshoringandDomestic Manufacturingf U.S. textile and apparelhe
current studyseal anin-depth interviewapproacho addresshe Reshoringobjectives.

The current studwaslimitedto U.S. textile and apparel manufactutiag here is
precedenfor investigating one specific industry or product, rather than the entire ecoromy
exampletheautomotive (Bailey & De Propris, 2014), bicycle (Gylling,ikéla, Jussial, &
Saarinen, 2015), home furnishings (Zatep#Wanacell, 2014), footwear (Martinédora &
Merino,*2014); and knit apparel (Foster, 20If&justries have been studiedlividually.
Furthermore, the textile industry and products hepexifically been studied in terms of locally
produced Cao et al., 2014 There have been numerous studie®Reshoringn the textileand
appareindustry and related producs.g.,MartinezMora & Merino, 2014; Foster, 2016;
Uluskan, Godfrey, & Joine2017;Benstead, Stevenson, & Hendry, 20E/eund, Roop, &
Colby-Oizumi, 2018 Moore, Rothenberg, & Moser, 2018).

As with studying the topic dReshoringn terms of a specific industry, multiple studies
have studiedReshoringn terms of a specific cotny, for example the United States (Moore,
Rothenberg& Moser, 2018), United Kingdom (Ashby, 2016; Bailey & De Propris, 2014), Spain
(MartinezMora & Merino, 2014), Germany (Kinkle, 2014)here are only a few studies that
study more than one country airae, for example, Bals, Kirchoff, & Foerstl (2016) is a
comparison study with 3. and German business press souBagdey & De Propris (2014)

claim that specific sectors of theSJare particularly close to tHeeshoringgt i ppi ng poi

nt ¢
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Country speific comparisons are needeas there may be differences based on economic
structures, labor markets, access to natural resources, market size, etc. (Stentoft, Olhager,
Heikkila, & Thoms, 2016)Barbieri, Elia, Fratocchi, & Golini (2019) mentions the nezd

broaden research beyond Europe to include the United States and the main Asian countries. As
the US. textile and apparel industry was so heavily outsourced at the end of the 20th century, it
may serve as an eafReshoringsector and thus offer stropgtential for insights into the

Reshoringphenomenon

3.1In-Depth Interviews

There have been a variety of approaches in studying the toRiestibringthe following
are a few example#rlbjorn & Mikkelsen (2014) leverages questionnateveys of companies
when investigating backshoring. Martinklora & Merino (2014) likewise analyzes data from
in-depth interviews of 14 companies on the topiReshoringAshby (2016) conducted six sit
visits over a 1anonth period with orsite interviews included in the case studinkel (2014)
uses empirical data from a survey from a representative sampling of German manufacturing
companiesZhai et al.(2016 collects 139 cases &feshoringrom public records such as
newspapers, business magazines,ReghoringvebsitesKnox (2020) collected qualitative data
from semistructured interview questions for 12 employees of Washington State agppatel
and mediurrsized enterpriseand document analigs

According to a literature review of 20 academic papers in backshoring by Stentoft,
Olhager, Heikkila, & Thoms in 2016, research methodologies include: conceptual (6 papers),
case research (4), survey research (5), mathematical modeling (3), andnmatked (2).

WiesmannSroei, Hilletofth, & Eriksso (2017) conducts a similar literature review of 22
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Reshoringpeerreviewed journal articles, that may have some overlap withténaturereview.
Their results list case (3 papers), mixed methods{B8jel (2), review (0), survey (6), and
theory (8) as the categories for methodology in this tapiegmann et al2017).Thus, there is
an opportunity to discover new insights from
literature (backshoringeshoring, etc.).

Benstead et a(2017) implements a systematic literature reviee@mbined with a single
case study of a textile firmbo describe why the firm iReshoring how the decisiowas
operationalized, and the contingency factors affectingléfogsion and implementation of
ReshoringMoore, Rothenberg, and Moser (2018) further investigate this, listing company,
annual revenue, region of the world reshored from, region of operati®mrdduction
category, year reshoring was announced, pro@inct product types as the contingency factors.
Reshoringdrivers include competitive priorities, quality, lead time, cost related, product
management, cost, infrastructure related, manufacturing process, skilled workforce, risk,
sustainability concernspgernment incentives, and synergies (Moore, Rothenberg, and Moser,
2018).

Gray et al. (2018recommends Huepth case studies to understand the past drivers for
offshoring and present motivations to resh&imilarly, Ellram, Tate, and Petersen (2013)
suggest indepthReshoringcases t udy research fito bet-mhaking under s
works i n a decent r aBensteaddetak (2017 ri drema n tfd e(sp .i a2 h)e
conduct more case study work to understand the unfolding process ofrrgstwhich allows
for the process to be explored retrospectivel

100).Based on sparsity in their literature revi&stentoft et al(2016 prescribes more tdepth
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case studies and more survey resedtofp, the current study will make use of the
recommended Haepth interview study approach.

When using irdepth interviews, there may be some human grrdhat humans do not
always recognize their own intentions when completing arHarhan error problems can be
broken down into person approaches and system approaches (Reasork&tiay &

Plassmann (2008) argue for the application of neurosciertbe field of consumer behavior,
specifically consumer loyalty resear¢tenning & Plassmann (2008) discuss the impossibility of
observing an underlying mental process that impacts subjects when perceiving marketing stimuli
and making purchasing decisiokitimately, it is difficult to alter the human condition, so

human error countermeasures tend to be focused on the conditions under which a human is
working (Reason, 2000)Vhile human error may be an underlying bias in using surveys, this
study will praceed with survey researds it is still one of the most widely applied

methodologies for this type of researEbr this reason, human error countermeaswergbuilt

into the surveys to alleviate the impact of such biases

3.2Data Analysis Methodolay
At the completion of the data collection procedkthe interviews were transcribed by
the principal investigator verbatifihe qualitative information obtained from tReshoringand
Domestic Manufacturingn-depth interviewsvereanalyzed using NViw 12 software for text
analysisNVivo is an example of Qualitative Data Analysisft3vare sometimes referred to as
ComputerAided Qualitative Data Analysis Software (Bazeley & Jackson, 20{\3)0 is often
leveraged in the interpretation of unstructured or sg#rictured data (Bazeley & Jackson,

2013).
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Qualitativeanalysis can be particularly beneficial when a more detailed understanding of
a process or experience is desired, more informatinadsssary to determine boundaries or
characteristics of the investigated issue, or when the data is-imumoeric or text form (Bazeley
& Jackson, 2013NVivo can aid in the management of data, management of ideas, query of
data, visualization of datand the development of reports from the data (Bazeley & Jackson,
2013).NVivo offers a systematic approach to quatlite case study analysiStijauri & Firth,
2009;Bazeley & Jackson, 2013)lVivo and other computer@ed qualitative data analysis are
not recessarily the best designing and conducting researmshthodology, bytwhen grounded
in theory, serve aa strong alternative to traditional methodologies (GdR&as, Sousa, Moreira
& Lamas 2017)However, NVivo may f hawwhetevegdudlitgtivepr act i
dat a i Gostaesa.,2017.(93).

The use of NVivo software for qualitatively analyzing case stuahesit the topic of
Reshorings not a novel approach fact, Robinson & Hsieh (2016) makes use of NVivo in a
casestudy of the Burberry clothing brarml the UnitedKingdom Theyel, Hofmann and Gregory
use NVivo to analyze the transcripts ofdapth interviews with 50 manufacturers (2018).
Benstead et al. (201 Teverages NVivo software in the qualitative analysia eingle case study
of a company that reshored from China back to the United King8omilarly, Fjellstrom, Fang,
and Chimenson analyzesdepth case studies of companies in Sweden and China with NVivo
software (2019)The current study ugdeNVivo for ReshoringandDomestic Manufacturingn-
depth interviewsn the United Stateasthis technique haseen instumental in previous studies
investigatingReshoringandDomestic Manufacturingompanies irother countries

Manual codingvasused taanalyze the text from the interviewsVivo allows for the

grouping of qualitative rich textual data into nodes, allowing for descriptive statigties.
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Primary Investigator developed the nodes based on the literature reNizyes were created
that wee not from the literature review when there were multiple mentions amib¢teelid not

fit into existing conceptdNodes with common themes were grouped togefhes. led to a
threetieredhierarchy.The first tier with the biggest themesnsisted ofthe parent nodes that are
listed as categories in the Data Analysis secfitwe. second tieconsisted ofhe child nodes of

the parenhodesand they are listed as subcategories in the Data Analysis s@dtethird tier
includedthe child nodes of the child nodes, grandchildren nodes of the first tier, and they are

listed as groups in the Data Analysis section.

3.3Summary of Methodology

In-depth interviewsvereused to investigatReshoringesearch objectives amngere
conduckd in person and/or by phone depending on the availability of taxtd@pparahdustry
leadersThe indepth interview questions were developed from a literature reviemticdéa that
include their research questiofs.g.,MartinezMora & Merino, 214; Ashby, 2016) and
suggested future researehd.,Benstead, Stevenson, & Hendry, 2R¥dditionally, some of
the questions are direct suggestions feophone interview with Mr. Bill Dilandiconducted on
May 21, 2018The indepthinterview questions will intentionally be open ended type questions
towards a more exploratory approach.that end, there is a reduced number of questions to
allow for the free flow of idead.o respect the time of textiend apparetxecutives and
company leaders, Qvereasked prior to the setting up of the in person or phone interViesv.

in-depth interview questions airecluded in AppendiG.

I Mr. Bill Dilanni was the Director of Research and Developnaihternational Textile Group at the time of the
interview on May 21, 2018
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To the r esear chwasthefsst stud towmiergiavgexeecutiveshnithe U.S.
textile and apprelindustry on the topics dkeshoringandDomestic Manufacturingnd
includedboth preCovid and during Covid interview#s society and the world enters a post
Covid pandemic economy, the timing of these interview can offer unique indiyfits text
analysis and descriptive statistigereused to analyze the results from thelepth interviews.

This studywill enhance the comprehension of these topics and may irighire studies



68

CHAPTER 4
DATA ANALYSIS AND RESULTS

The indepth interviews were opeanded and exploratory in nature, with a total bf
company interviews frorh3 leading industry experts. Three people were interviewed from a
single compan¥ and the rest had a single participant per compeentile andapparel
companies and those with the appropriate NAIG@#les were contacted from companies listed
on the Reshoring Initiative website (reshorenow.org) and Manufactured in N.C. website
(manufacturednc.comThese companies were not a full representaifdhe entire textile and
apparel industryThe companies included eahdsew operationgnanufacturergetailers, anc
network organization and represented end products such as socks, fasteners, apparel, and highly
technical military geaParticipantsvere from across the Unit&tates butid not necessarily
constitute a representative sample of the entire couNltrgarticipants were executive levels,
with exampletitles of CeFounder, CeOwner,Chief Executive OfficerChief Operating Officer
President, Senio¥ice President, and Vice Presidenhe interviews were conducted over the
phone, in person, and over Zoohine interviews took place between October 30, 2808
October 16, 2020The interviews lasted between 30 minutes and two and adwai$ in length.

All interviews were audiotaped with the particip@ntonsentThe participantSidentities
were replaced with pseudonyms (colb8rown, Green, Yellow, Gray, Red, Purple, Silver,
Blue, Orange, Gold, and Pipkand the company with three individuals is considered a single
interviewee for consistencyhe interviews were recorded ugia passworgrotected device,

the transcriptions were made by the principal investigator of the interviews, and all the

2 The President of the company suggested that including the Director of Sourcing and a Senior Sale Associate would
provide more complete answers
3 NAICS stands for the North Amean Industry Classification System
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information was stored on a passwmmbtected computeA semistructured interview script
(Appendix G) guided the interview and aidadhe reliability of the data collection process.
Additionally, the primary investigator refrained from asking questions that did not apply to the
company or had already been covered based on preliminary company research and previous
guestions during thiaterview. The primary investigator implemented the same data collection
procedures for each interview to establish consistency and reliability.

The transcripts of the interviews were analyzed using manual coding in NVivo 12,
reinforcing an explorativelglitative approachlheliterature reviewed to thecategorization for
codingusing an iterative procesEBhe current study implemented the method for qualitative
analytical technique proposed by Spiggle (1994) for analysis, structuring, and interreting
interview dataMeaningful patterns emerdand interpretationof the data will be discusséul

the subsequent sectiordl histograms were created using JMP Pro 16.

4.1 Evaluation of Reshoringand Domestic Manufacturing

Part of the objective of the current study was to explore the degree toRédsbbring
exists among the companies in the U.S. Textile and Apparel Indlistgccomplish this goal,
the researchers evaluated the U.S. textile and apparel companies' atinsidérsupply chain
relocation angbossible strategider ReshoringAs mentioned previously, Reshoring has many
meanings and is still being defined.

First, the executives were asked how they and others in their companyRiesimaring
after being preided the research@rdefinition thaReshorings U.S. companies who opt for
domestic rather than offshore manufacturingerviewees Red, Green, and Pink all indicated

that for it to beReshoringthe company had to at some point offshbl@wever, Inerviewees
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Blue, Yellow, and Gold stated a preference for the broader definition that included companies

that had chosen not to offshore as paReshoring

Interviewee Blue said: "l would define reshoring as both options that you just
outlined.lt is @ther a hindsight decision of what is the true cost here during
manufacturing or jobs in general, are we just losing jobs or are we losing the
knowhow, which in some sectors is kind of key to fgjghlity productsOnce

this knowhow is lost, willthere ever be a way to get it badind so, it could be
kind of like a hindsight decision that a company decides to make, or it could be

just a very conscious intention decision that a company niekeshe gego".

There was a consensus amongst the manufacture BaastioMlanufacturingwas not
an ideal solution for every product or appropriate to meet all consumer meedends
credence to the notion thReshorings gaining strides in niche markeWhile Interviewee
Gold focused on the community aspecRekhoring Interviewee Gray emphasized the reality

and limitations oReshoring

Interviewee Gold said: "We have a philosophy that if you go outside of your
market for product or service, you're cheatthg systenReshoring is an
opportunity to reconnedb that supplychainthat can make itAnd again, we
can't make everything hend/e still live in a global economy, and | don't expect

that to changeBut reshoring is bringing it back to the communitgt can make
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the productAnd that is the community that you are planning to sell your

product.”

Interviewee Gray postulated: "You really can't bring everything bak&.issue is
the complexities and the capital required to have the entire thing wiomk &r
certain products in a certain plac¥ou can't just pick up wedding gowns and
move them from China to Los AngelElsere are challenges theréhe
manufacturers aren't ther@he suppliers aren't ther@he buyers aren't there.
Finishing snt there. Marketingis n thetre. There is never going to be a tidal
wave of reshoringt will have to pick its spoiWhereas there might be the
opportunity for some things to come bathkere are things that are not going to

be able to come backhat is the reality".

While theReshoringcapacity is finite, many of the manufacturers felt that the American

textile and apparaehdustry is not at capacity yé¥lany too thought thabomestic

Manufacturingis positioned to remain highly competitivethin a global marketplac&his

indicates a large growth potential fDomestidManufacturing Overall, the current state of

Reshoring and Domestic Manufacturiisgoptimistic.

Interviewee Yellow exclaimed: "We're reatye’'ll do whatever we can to proe
them withdomestic manufacturing, and the demand is nowhere near our

capacity."
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|l nterviewee Gold challenged: AWeol | compet

we ol | beat them on the triple bottom |line.

Despite the optimism for the growth potentiaRafshoringandDomestic Manufacturing,
Interviewees indicated that they were still offshoring or nearshoFimg.means that not
everything is coming backndthat companies are usipmestic Manufacturings a
component of their comprehensive sourcing strateglesse that expressed interest in
nearshoring highlighted that nearshoring still offers many of the traditionally exalted benefits of
Reshoringsuch as short lead timesdditionally, companies arstill sourcing from multiple
countries Specific countries the companies still source from that were mentioned in the
interviews include China, Vietnam, Korea, Thailand, India, Pakistan, Turkey, Haiti, Honduras,

Mexico, andthe U.S. territory Puerto Rico

Interviewee Grey explained the company's openness to multiple sourcing
strategies based on their client's desires: "So we've had to morph our model to
react to the realities of apparel manufacturirf®p, we do bothVe manufacture
here, we manufacturdere, and we will manufacturmehereser our companies

want us to manufacture. To make sure we stay in business."

l ntervi ewee Yell ow offered: il think we ar

than bringing it into the United States so
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Interviewee @ een stated: AThereds probably 15 dif

be a part of the supply chain we have toda

4.2 Factors for Reshoringand Domestic Manufacturing

To fully comprehend th®eshoringandDomestic Manufacturinghenomenon, the
current study determines the factors leading to supply chain relocatiédteahdringand
Domestic Manufacturing/Vhile the factors foReshoringandDomestic Manufacturingre
numerous, the current study has grouped the factors into five primary cateddies,
Operational ConsiderationGlobal Trade Irpacts CostConsideration, Stakeholder Drivers,
andLabor Considerationg&ach of these five categories include subaaieg.To be considered
a subcategory, the topic had to be mentioned at leastlynat least two of the companies
interviewed.In some instances, these subcategories are further broken down intq gicichs
also required at least one mention by attleas different companieS.he categorieandthe
subcategories are presentedi@scendingrder of mentions by the Intervieweésthe event of
ties, they are presented in alphabetical orflee Appendix H for the overall outline of this
classification

The categories will now be discussed along with their subcategoriesch of the
following sections, two histograms will be provided that show the frequency in descending order
of the categories and subcategories for the FactoRdsihoringpndDomestic Manufacturing
for both the number of interviewees and number of mentlareach category sections, the
frequency from the interviews will be stated and the subcategories Widltdxe: The
subcategories frequency from the interviews will be stated, a general description or if applicable,

an existing definition from textbooks, websites, or literature will be providadh subcategory
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will then include additional relevant litetat and references, followed by a discussion of the
insights gleamed from the interviews, and finally direct quotes from the interviéegroups
will be discussed with their respective subcategories

Figure 5 shows the Categories of FactordReshoringandDomestic Manufacturingy
Number of Intervieweedll 11 of the Interviewees discussed Cost Considerations, Global Trade
Impacts, and U.S. Operational Consideratidmshe interviews, 10 of thelllnterviewees
discussed Labor Considerations and Stakeholder Drivigngte 6 is the Categories of Factors
for ReshoringandDomestic Manufacturiny Number of Mentions. The category U.S.
Operational Considerations was mentioned much more than any athigr categories with 210
mentions, however, this category does also have more subcategories than any of the other
categoriesGlobal Trade Impacts was mentioned 129 times in the intervieost.
Considerations was mentioned 91 times in the interviStageholder Drivers was mentioned 78

times, and Labor Considerations was mentioned 70 times.
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4 = Distrit |
A‘ '~ Category ‘
4 Frequencies |
Level Count Prob
Cost Considerations 11 020755
Global Trade Impacts 11 020755
U.S. Operational Considerations 11 020755
Labor Considerations 10 0.18868
Stakeholder Drivers 10 0.18868
Total 53 1.00000
N Missing )
5 Levels

Cost Considerations Global Trade Impacts  U.S. Operational Ct

Figure 5. Categories of Factors for Reshoring and Domestic Manufacturing by Number of Interviewees

4= Distril \
A‘ '~ Category |
4 Frequencies ‘
Level Count Prob
U.S. Operational Considerations 210 036332
Global Trade Impacts 129 022318
Cost Considerations 91 015744
Stakeholder Drivers 78 0.13495
Labor Considerations 70 012111
Total 578 1.00000
N Missing 0
5 Levels

U.S. Operational Considerations  Global Trade Impacts i i k | Labor Considerations

Figure 6. Categories of Factors for Reshoring and Domestic Manufacturing by Number of Mentions
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4.2.1U.S. Operational Considerations

Thefirst category forfactors for ReshoringandDomestic Manufacturing U.S.
Operational Considerationshe category U.S. Operational Considerations mvastioned dotal
of 210times in all 11 of the interviews. U.S. Operational Consideratiarigdethe
subcategorieblybrid Vigor Supply ChainyJ.S. InfrastructureQuality AssurancgSustainability,
Niche Markets,Control,LeadTime, Order Quantities,TechnologicaAdvancements,
Communication)nventoryL evels, andntellectualProperty.A 2019 reporby the World
Economic Forum ranked 141 countries in terms of their Global Competitive Index (GCI), which
measures national competitiveness, and the United States (Overall GCI 84.8) ranked second
behind Singapore (Overall GCI 83.Bahwah 2019) U.S. Opeational Considerations is the
harvesting of value from both tangible and intangible as§bhtssubcategories of U.S.

Operational Considerations are distinct advantageRdshoringandDomestic Manufacturing
Figure 7 show$).S. Operational Considerati® SubcategorigdReshoringandDomestic
Manufacturingby Number of Interviewee3he subcategory U.S. Infrastructure was discussed in

10 of the interviewsQuality Assurance was discussed by nine of the Interviewees, and
TechnologicaAdvancements were talked about in eight of the intervi@esen of the

Interviewees discussed Lead Times and Niche Markets were discussed in six of the interviews.
Communications, Control, Order Quantities, and Hybrid Vigor Supply Chain were discussed in
five of the interviewsThe subcategories Intellectual Property, Inventory Levels, and
Sustainability were¢alkedabout by four of the Interviewedsigure 8 is th&J).S. Operational
Considerations Subcategorifes ReshoringandDomestic Manufacturiny Number of
Mentions.Throughout the interviews, the subcategory Hybrid Vigor Supply Chain was

mentioned 28 times, U.S. Infrastructure was mentioned 27 times, and Quality Assurance was



77

mentioned 21 timedNiche Markets and Sustainability were both mentior@tirhes.Control,

Lead Time, and Order Quantities are all mentioned 17 times by the Intervi®uees) the
interviews, Technological Advancements were mentioned 16 times, and Communications were
mentioned 15 time®oth Intellectual Property and Invenydrevels were mentioned seven

times during the interviews.

4 = Distributions

4 > U.S. Op: i | Consid i Sul y
4 Frequencies
Level Count Prob
US. Infrastructure 10 0.13889
Quality Assurance 9 0.12500
Technological Advancements 8 011111
Lead Time 7 009722
Niche Markets 6 008333
Communication 5 006944
Control 5 006944
Hybrid Vigor Supply Chain 5 0.06944
Order Quantities 5 006944
Intellectual Property 4 0.05556
Inventory Levels 4 0.05556
Sustainability 4 0.05556
Total 2 1.00000

N Missing 0
12 Levels

Figure 7. U.S. Operational Considerations Subcategof@sReshoring and Domestic Manufacturing by Number of

Interviewees
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4 = Distributions

4 =U.5. Operational Considerations Suk y

4 Frequencies
Level Count Prob
Hybrid Vigor Supply Chain 28 013333

US. Infrastructure 27 012857
Quality Assurance 21 0.10000
Niche Markets 19 0.09048
Sustainability 19 0.09048
Control 17 0.08095
Lead Time 17 0.08095
Order Quantities 17 0.08095
Technological Advancements 16 0.07619
Communication 15 007143
Intellectual Property 7 003333
Inventory Levels 7 003333
Total 210 1.00000

N Missing 0
12 Levels

Figure 8. U.S. Operational Considerations Subcategof@sReshoring and Domestic Manufacturing by Number of Megtion

4.2.1.1Hybrid Vigor Supply Chain

Aspects of the subcategory Hybrid Vigor Supply Chain were mentioned 28 times in fiv
of the interviewsThe definition of supply chain is the "total sequence of business processes
involving single or multiple companies and countries that enables demand for products or
services to be satisfied; an apparel supply chain might include saatiebthe following:
design and product developing agencies, material suppliers, manufacturers, transporters,
warehouses, retailers, and consumefsihg, Karpova, & Garner, 2016.431).Current purely
distinct supply chain strategies include agile, traceabigylar,resilient, and zeravaste supply
chains Agile manufacturing allows for minimal changeover time, adaptability, and reduced
interruptions in a madw-order production stragy (Kunz, Karpova, & Garner, 20L.6A
traceable supply chain means that the customer has access to the product's provenance from raw

material to finished producAs consumers become more conscientious about environmental and
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social issues intextilesaadp par el , fithe need for transparenc
process may be mor e i HMMaBrookshird, 20&5p. 23)PA zérdwasten e ar  f
supply chain is fAa supply chain that compl ete
(Kunz, Karpova, & Garner, 2016. 432).A resilient supply chain is a supply chain that can

recognize, adapt, recover quickly, and survive difficult conditidhsse difficult conditions

could be a natural disaster, major economic changes, or somashimgnumental as Covid.

The phrases hybrid supply chain, ideal supply chain, and optimal supply chain exist.
However, at this time, there is not a single phrase that encompasses the benefit of a combined
agile, traceablesircular,resilient, and zeravade supply chainHybrid vigor, also known as
heterosis and outbreeding enhancement, is akmellvn genetic principle that hybrid offspring
possess survival and performance superiority compared to their genetically distinct (purebred)
parents Baranwal, Mkkilineni, Zehr, Tyagi, & Kapoor2012). Hybrid vigor was first perceived
by Charles Darwin and then rediscovered by George H. Shull and Edward M East, and for the
past century it has become one of the most widely utilized phenomena in agriculture aid anim
breeding Baranwalet al., 212) The current study proposes the novel terminology Hybrid
Vigor Supply Chain to describe the benefit of a supply chain that is a hybrid of existing supply
chain strategies, e.g., agile, traceabieular,resilient, andzercwaste supply chairA Hybrid
Vigor Supply Chain is defined as a mixed supply clia@ possesses survival and performance
superiority compared to current distinctly pure supply chain stratédpes.that these current
distinctly pure strategies withange over time to meet companies' ne&dsybrid Vigor
Supply Chain leads to improved and increased function8lgged on current supply chain
strategies, a Hybrid Vigor Supply Chain is a supply chain that has superior performance due to

its adaptabity, transparency, circularity, survivabilignd does not create waste.
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Interviewee Blue championed the benefits of a traceable supply chain: "It was an
intentional decisionA very strong value for us from the ggt. To establish our
production entirely in the United States and to make our product entirely
traceable and to make our supply chain entirely transparemtist our
manufacturing partners on the websiteé <re
i nformati on> éem3Svith,a brbagler sutlience] thre hope ishthat
more businesses will work with thefiis will make them stronger businesses,
andfit will guarantee longterm financialviability. This gives us the Peace of

Mind of thinking we can work with these people far next 10, 15, 20 years, and
maybe who knows, at some point, there will be a reshoring renaissance. And
thanks also to companies like ours, these businesses are the businesses who will

be able to preserve the kndww and the United States."

IntervieweeGold warned of the need to create more resilient supply chains: "But
definitely we can do a better job when it comes to textiles and apBause

we can grow it here, we can process here, and we can manufacturédhere.

build those more resilient sulypchains because there will be another global
disruption somewhere down in the fututecould be a trade war, it could be a

pandemic, | mean, that's going to happen."

4.2.1.2U.S.Infrastructure
The subcategory U.S. Infrastructure was mentidtines in 10 of the interviews.

Il nfrastructure i s defined as Afundament al phy
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needed for operation of a country, city, or area; includes transportation and communication
syst ems and (Kumwarpoas&uGarpel, 046, p. 82 Under the category

Enabling Environment, the United States rankéliQnstitutions (GCI 71), 18in

Infrastructure (GCI 88), 27in ICT adoption, which is the investment in technology to support
business activities (GCI J4and 3% in Macro-economic Stability (GCI 100) out of 141

countries (Schwab, 2019). The United States once had a robust infrastructure, but with the rise of
offshoring, there has been less upkeep of this infrastructure, leading to overall deterioration.
Investment in U.S. Infrastructure restoration and upkeep is required to inRests@ingand

Domestic Manufacturing

Il ntervi ewee Brown avowed: fiThere was this

had in the United States that disappeared.

Interviewee Rd described the collapse of the U.S. textile infrastructure: "The
infrastructure is gondf you still have the infrastructure, the machines, you might
stand a chanceButit's all gone. As soon as the plant shut down, the vultures
came in, and those atbe used equipment salesmAnd they come in and buy

the equipment for pennies on the dollar."

4.2.1.3Quality Assurance
The subcategory Quality Assurance was mentioned twamytimes in nine of the
interviewsQual i ty As s ur agommitmert to predéict gnadityl thah gilize the

concept of error prevention as i ntKangetal.l to th
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2016 p. 233. While cheap pricehave been a key condition for sourcing decisions, reliability
and the assurae of highquality products are increasingly prioritizdda¢ Brookshire, 2015).
Without reliable highguality products, additional expenses may be incurred in time to
troubleshoot problems, conducting inspections, need faor&, loss, and returns fronachaged
goods, and possibly late deliveriéta{Brookshire, 2015)This can be summed up in the idea
that it is more cosgffective to make the product right the first time than having the hassle of
defective products (Kunet al, 2016. Brands andetailes often establish standards from their
manufacturers that outline the expectations and acceptability for the quality of the products
(Kunzet al, 2016. While mostReshoringliterature highlights U.S. manufacturing as high

quality, therearestill othercountries that are known for higher quality products than the U.S.

Interviewee Blue points out that the perception is that U.S. quality is lower than
Italian quality for certain products: "And the sales reps would-sagll they are
made therdecause in the United States there aren't any mills left, or any dye
houses left or it costs too much to make the yarn here, or the quality level is not

the same as the level of you know some mills in Italy or where have you."

Interviewee Pink commented the high quality that domestic manufacturing can
offer: "So we try to offer high quality, and that's why you know like entrepreneurs

are looking for when they're looking for domestic manufacturing.”

Interviewee Purple vocalized quality: " You also ghatwou pay forSo, you

know, we got to teach people what that vaddeed isl think honestly, there are
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good things made all over the worldam not just saying that the U.S. makes a
better product qualityl think overall, our quality is probably attle higher,

maybe our quality control is a little bit highednce | got into doing some

apparel, and you know as well as | do, you go into a store, you see something on
a rack, you flip it inside out, and you start looking at it. When you can see the
threads that are this long that haven't been trimmed, you know it's just the small
attention to detailAnd when things start to unravel before you have even put it

on, it is nuts."

4.2.1.4Sustainability

The subcategory Sustainability was mentioned nimetieges in four of the interviews.
Sustainability Ainvolves the corporate, gover
economic, political, environmental, and cultural dimensions to promote cooperation and
solidarity among Keng KdrppvaarGdrneg 20ifed3lg.Per Bynd & 0 (
Su (2020), Ws. consumers have an interest in environmental and social labeling but lacked
knowledge about social and environmental practices withitettide andapparel industryin
general, consumergereeitherunaware of specific brands questioned the validitgf those
brands that they were tiat uphold environmental, sustainable, and social stan(Byds &
Su, 2020)Sustainability goes beyond environmental sustainability to include economic and

social longevity. The United States has high ecological, ecm@nd social standards.

Interviewee Blue lamented about the impacts of fast fashion on the environment:

"Which is you know when do when we start talking about the true cost of fast
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fashion and the impact that fast fashion has on the environment with all of these
landfills, they ae filled with acrylic which will be there after our great

grandchildren.lt will still be there."

Interviewee Orange provided examples of sustainability concerns: "You would
have to produce like 300 garmentghichis n @sually financially advantageous

to an emerging designer, and also, it's producing waste if, indeed, those things
don't sell.So, you're experimenting a little bit with you know what's going to work
what's not going to workf you overproduce that, then you create waksigw do

we makehtis fashion start to change up the fashion world a little bit? Get rid of
some of the waste in production? You've seen recently, in the last couple years,
people like Louis Vuitton and such destroying their stuff because they don't want
it to water down thir brand by selling them cheapl®bviously, that's a waste too
because now you produced all this stMffu've used all these resources, and now
you just burned them ufo that was part of iAnd part of it was that the
commitment to having people wedy garments that are made in a sustainable
way, meaning not just sustainable fibeFae word "sustainable" has been used a
lot, and itdoes n rédily have a lot of maning these days, or it can mean different
things.But for us, it's about something thatn be sustainedan you sustain

your brand? Can a person who's making that sustain their life? You know, are
they able to work and make a living wagée don't have control over that in

other countries."
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Regarding environmental sustainability, therswliscussion from Interviewees Orange
and Gold about the negative impacts of plastic on the environment, specificallypiaistios.
Interviewees Orange, Gold, and Purple advocated for the benefit oftheesag textilesThere is

a need for the dstigmdism of hempbased products.

Interviewee Orange commented about the plastics in stuffed animals: "That fleece

stuff, that fleece is plastidll that stuffing, little filling inside, that is plastid.he

fibers of plastic, when you wash them, gisng in our waterways. And we're

drinking that stuffWe are literally drinking water plastic. We have to stop it.

Seriously!lf we want to save this planet like we need to be more responsible in

terms of that. <removed flodmbraivkityg | dm a

industri al hemp. You can make c¢cl othes and

Interviewee Gold remarked: "Billions of pounds of those plastic bags and plastic
water bottlesWhat happens with plastic? Unlike a natural fiber which will
biodegrade and go back mhature, plastic just gets small&khen it gets

smaller, it passes through our waste treatment facilittssin our streams,

rivers, oceans, fish, and now it is in ¥8e learned about that and decided to

make a pivotStrictly on environmental reassri

4.2.1.5Niche Markets
The subcategory Niche Markets was mentioned nineteen times in six of the interviews.

Ni che or concent r atceveragsstratégg in whiclya firmsgoes afterma r k e t
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| arge share of o0one oKotlee& Armstrongs20@Bm20d)According ni c he
to Harris (2018), there is a stroRgshoringadvantage for niche marke@Globally, the United

States has one of the strongasirkets, ranking8in Product Market (GCI 69),%in Labor

Market (GCI 78), ¥in Financial System (GCI 91), an@2n Market Size (GCI 100)Schwal

2019. A niche market is a small subset of the entire market for which a company provides

specific productsin the textileand apparehdustry, this mans a specifimarketsegment for

which a company is producing textaed appargbroducts.

Il ntervi ewee Pink said: AWhat we have to do
sewng actually because we just can't compete on price with Asia or South

Americaor some of these places where a lot of things are produced right now. So,

it's really difficult to compete with the prices. What <name removed> encourages

with entrepreneurs and with companies' reshoring is kind of like niche. We do

smaller batches, but's more of this like we call our class crafted production

where there's a lot of communication it's a relationship of trust that builds

between the two, which can take time and but at the end is really fruitful for both

production company, and you knoweithclient so whoever is selling out to the

publicc . removed for brevity>é And the handcr af
with Etsy and that small business idea. | feel like it brought a lot of people into

that kind of manufacturing like I'm making this protbut | can't make it by

myself forever, so how do | do that, and so then a lot of people have started

looking through like these you know domestic companies. And | think that it's the

domestic companies have always been there."
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Interviewee Blue statedTo getting to a point where it would be financially

viable for them to make small runs of things instead of having topnadsce.

So, to work more towards the boutique re&atyvear model as opposed to a mass
production ready to wear modéind | thinkthat that's exactly what's happening
<removed identifiable product typeBecause you know we are a small company
they're small companies so we're able to really you know customize the orders
that we put inMake sure that we don't overproduBzcause weon't have that
financial power, you know to produce all the inventory, we wanted to let it sit on

the shelf."

Il nterviewee Silver stated: ABut there are
companies, that are kind of starting to do that domestic productizey can do

smaller quantitest. t hi nk t hatdéds very valuabl e. 0

4.2.1.6Control

The subcategory Control was mentioned seventeen times in five of the intefeths.
researcher's knowledge, Control has been rarely cited in the liteaataf@ctor forReshoring
andDomestic ManufacturingHa-Brookshire (2015) states that control, flexibility, and risk can
be defining criteria in deciding whether a company should make products on their own or source
them from an external organizatig@ontroling the type and quality of fabrics and raw materials
can lead many retailers to opt for a Cut Make Trim (CMT) contract, direct sourcing, or joint
venture sourcing as opposed tofodickage sourcing (HArookshire, 2015)Companieshat are

ReshoringandDomestic Manufacturingave greater control over their production process.



88

Interviewee Orange explained the impact of Cofiid the value comes in
supporting your neighbordés | ivelihood or
What happens if China dieles. Look what's happening right naBhina shut

down their factories. Some of their factoriadot of their factoriesTo contain

this virus. Which means that we are getting textiles manufacturing tMfeare

going to start to see the effects oftthake we have no control over that sort of

thing. o

Interviewee Orange also described the importance of control on the environment:
"And you have control over the environméfiu have no control over them

putting chemicals in the dyes in the wak&te lave no control over if they burn

that stack of Ishirts that didn't sell or whatevelkike that's all adding to the
pollution. And we can say we want to save our gltfbeu don't buy responsibly
where you have an understandimdhere we have safeguaritsthis country on

some level, maybe not always with the chemicals going into stuff. But the
emissions you know we have, we know what those things are, there are things in
place.We don't know that in other countrié&¥e don't know what they're doing

with their leftover textiles."

4.2.1.7Lead Time
The subcategory Lead Time was mentioned seventeen times in seven of the interviews.
Lead time is defined as Athe total amount of

from the moment contracts & i sHaBreakshire,(2015p. 74. Furthermore, lead time can
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include "raw materiaproduction and delivery time, apparebhnufacturing time, shipping period
from the suppliers' countries to the source's location, and any other time necessargfto care
import-export procedures'Ha-Brookshire, 2015p. 74. In an era where fashion can change
overnight thanks to social media, lead time now comes with an increasefarostare even
claiming that clothing isdécominga perishable item, like food, withe everchanging fashions

and seasonalityHa-Brookshire, 2015)Shorter Lead Times frolReshoringandDomestic
Manufacturingallows companies to get products manufactured and to consumers quickly, which

is increasingly necessary with fashion constaciignging in reatime due to social media.

|l nterviewee Gold highlighted the i mpact of
apparel market, you got to plaixto 12 months ouiVell, there was a lot of
products in the pipeline, that never, that is silick in the pipeline. Or the stores

are closingbo

|l nterviewee Yell ow provided: AThe majority
want products as fast as they can Jétey do not like those lead times that you

deal with, when you offshore. o

Interviewee Gr een said: fAThe advanolwigugs of havin
yourlead timesYour ability and savings associated with less inventory in the
pipelineBecause you dondét have a month of | ead

onthewaterThey arendt simbwingong t here, theyore
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4.2.1.80rder Quantities

The subcategory Order Quantities was mentioned seventeen times in five of the
interviewseconomic order quantity is defined as ft
should purchase to mimize inventory costs such as holding costs, shortage costs, and
order costso ( Fe Wheasodrang frotn®tBet doyntrigs,aarfiren masj .
purchase large amounts of the product to justify the costs, time, and logisgaseed of
some sourcig firms for smaller order quantities reinforces the benefiReshoringfor
niche marketsThe difference between these two subcategories is that a niche market
typically considers the consumer market, whereas the order quantities are from the
standpoin of the brand or retaileManufacturing in the United States has an opportunity

to offer smaHbatch products.

Interviewee Pink declared: "There used to just be huge minimums that people had
to meet to go into domestic manufacturing, and we'reshufting that a little bit

or trying to.Where if you're a small company and you want to make 200 items to
see how it goes, we will try to help you ddicause we want you to succeed,

and we want domestic manufacturing to succeéée offer lonminimums, which

is unlike, you know, overseas production. A lot of times, these companies need to

be making 1000 or buying 1000 yards to even s&ot.low minimum for clients."

Interviewee Brown said: "We are such a small company that it has beeualdiffic
for us to find Chinese resources who are willing to handle our order quantities. It

i's easier to find those resources i n South
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breviary>éWel | wteréedigit tetritprg. Ared a lotlofthei n t he
resources are looking fdour digits. They're looking for the mifibur digits. So,
they're looking for thousands, and we are looking for hundreds per S&U.

we're a niche, specialty brand."

4.2.1.9TechnologicalAdvancements

The subcategory Technological Advancements wagioresd sixteen times in eight of
the interviewsTechnological Advancements in the textled apparehdustry can include
automation, roboticgandmodern equipmenSupply chain management textdad apparel
technologies can include EREnterprise Resource Planning), RFID (Radio Frequency
Identification), and data analysis integrati@hile ranking 141 countries in terms of Innovation
Ecosystem, the United States rank&dnlterms of Business Dynamism (GCI 84) afitiig
Innovation Caability (GCI 84) Schwal)2019) Despite the recent decline in&J
manufacturing and innovatiomanystill have hope for renewal (Lipscomb, 2011).

Amongst the Interviewees, there was a lack of consensus about the amount of technology
that exists alregd Perceptions about the level of automation existing in the textile industry

pertaining tabomesticManufacturingcould be explored in future research.

Interviewee Blue advocated the use of modern equipment and machines: "The
hope is that we can urge encourage our current manufacturers to take little
leaps, you know, little steps forward when it comes to development ghowth.
other words, inspiring them to buy more modern equipnienttain a new

generation of machine technicians."
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Interviewee Yella offered concerns about the impacts of technological
advancements on the textile industry: " In fact, some of the information that | see
is that 40% of a lot of the jobs that are here today would be replaced by a robot.
So, that begs the question, whappans to those people that are displac&oime

say that they will be building robots and servicing rob8s.Who knowsT h at 6 s

a big crisis I think right now in the

Interviewee Orange suggested a change from automawVhat would change
that is automationBecause then it's a different type of jBlot you can't totally
automate a garmenif you look inside a garment and you look at all the seams

and all the different things that go into that, it's not possibléatdt handsfree."

Interviewee Purple explained: "Equipment is not héngtomation, for the most
part, is not hereThe oldschool long arm type stuff is not heEserything has

relied on China."

Interviewee Red showcased the importance of automatiddoimestic

Manufacturing: "We have some products that have a lot of automation and low
labor contentWe are very competitive in those types of products because we have
invested in automatio®But wehave products that have a high level of labor

content, and it's more difficult to get the type of marditis.end up subsidizing

them with the margins that we get from the more automated processes."

t ext
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|l nterviewee Brown expl armenekdittngfiil t hink t hat
technology, as that becomes more refifidht offers a real opportunity because
the labor content is so loBut machines are still too expensive and too slow to

have a big impact today. o

Interviewee Green said simply: "If it's highly anotated, you can do it anywhére

4.2.1.10Communication

The subcategory Communication was mentioned fifteen times in five of the interviews.
Communicatiorconsiderdanguage barriers, time changes, and the logistics of communication.
When anindividual is communicating across the globe and in a foreign language, it is not
surprising that there will be communication issihen the transmission is regarding the
prodction of manufactured goods, such as textled apparelthese communication issues can
lead to poor quality, delayed production, and even loss of sales/iewee Purple even told of a
broken machine that was halting some production being delayectnmmunicating with a
company in another state and a company in China trying to get the machine fixed for over nine
months.There can be a tremendous amount of communication and customer service for domestic
manufacturers when running small batch servieesm the standpoint of retailers and brands,

they have a greater understanding of the process.

Interviewee Pink discussed communication as a major bené&fdroestic
Manufacturing, stating: "As well as that communicative nature, we want to just

make ste that we are involving them in every part of the process. That they know
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how their products are being madéat they know the terminologihey know

all the people that are involved in jobs that happened in the cut and sew."

Interviewee Orange also Hijghted communication as a major benefit of their
DomestidVianufacturing: "It's a very difficult business model to maintain because
of the amount of communication one has when you have the same amount of
communication for 30 garments as you wouldtfioee million. When you think

about when you're only doing 30 garments, then you have to have a lot more
customersThis means you have a lot more communication which gets very
complicated now you have 300 clients instead of one or two. So that gets very
invoved. é<removed for br eatchtsgyodr For us, we
customer service level is way higher with@§course, the number you can talk

to us without an interpreter. And you know we understand each other. But when
you're working with us, you ne#éalgo over the design with our patternmaker.

Yeah, we allow that. You could talk to the person who's developing your garment.

So that customer service part is essential, especially in-4ratdh stuff."

4.2.1.11inventory Levels
The subcategory Inventobyevels was mentioned seven times in four of the interviews.
Inventory and storage are a prime pillar of logistics for teztileé appardirms, and "the cost
associated with holding inventories is also substantial throughout logisti@8rpokshire,
2015 p.192.Phy si c al di stributions are fAthe movemen:

point of manufacturing origin arHdBraokshird,i st r i bu
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2015 p. 187. As HaBrookshire (2015) puts igppropriate inventory management reduces the
overall costs of merchandise carrying, transportation, and stakémgen inventory needs to be
stored, there can be rent costs, labor costs, and risk costs that the products could lhastolen (
Brookshire, 201p Understanding the costs associated with surplus inventory, many major
retailers are striving towards zero inventory practiGemversely, an inventory deficit will result
in stockouts and lost saleReshoringandDomestic Manufacturingffer the oppaunity for

companies to optimize their Inventory Levels.

Interviewee Silver said: "Our value proposition to them was the fact that they
don't need to order an entire containers' worth of product at one Weecan

give you weekly shipments, or monttypments, or whatever, so you don't have
to, you know, wait for a whole container that might taixanonths to get it
delivered And then you have to take in all that material all at odg®d then you
burn through your inventory, and then you place m@/e can set up a steady

flow, and just you give you guys basically what you need, and then we can ramp

that up or ramp that down with little tweaks."

Interviewee Red explained: "Lot of issues with the way things were shipped, and
the cost of shipping arttie length of time to get it. The old model used to be to
build the inventory and then sell the inventdkpd the model for most industry

now is we don't keep inventory lofigecause inventory costs a lot of money, so
we're going to build it as we receithe orderThat's what we do here. ...

<removed for brevity>é Probably 70% of

al
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some time of clearanckk.may start at 10% or 25% or 75% whateverThat's

because they still work off of that inventory model."

Inter vi ewee Gray summari zed the Reshoring fa
have lower inventory but you have higher cost per widget, then reshoring is good.

Or you donodét care about how much inventory
on capital,and everything is focused on lowering the cost of the widlgese are

the two factors that go into whether to of

4.2.1.12Intellectual Property

The subcategory Intellectual Property was mentioned seven times in four of the
interviews Intellectual property is mentioned throughout Reshorinditerature (e.g., Ellram et
al. 2013;Gray et al., 201 3Tate, 2014Fratocchiet al.,2016 Zhai et al. 2016Reshoring
Initiative 202). Intellectual Property is defined asthec opy ri ght s, trademar ks
secrets, and semiconductor chips; inventions or other discoveries that have been registered with
government authorities f Kounz,tKéwrpovas&Gareer,20ifil use b
428).Intellectual Propet y Ri ght s are Al egal protections fo
copyrights,t ademar ks, patents, tradeKug&apoeatd&s, and s
Garner, 2016p. 428).According toZhai et al.(2016), Intellectual Property Rights protections
areweaker in developing countries, including China, and there is better protection in the United
State ReshoringandDomestic Manufacturingllow a company to leverage protecting their

Intellectual Propertysing the U.S. legal system.
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Interviewee Purple claimed that thetéllectual Propertyof a company can be

di fficult t o Hphaodno paterns. dlasaathing digizéBifause

itisall beingdoneinChino, he candét get the Chinese tc
information.Becawse they will immediately know, well what are you doing if you

needyour patternsWe 6 r e bui l ding this dor you, donoét

Interviewee Red told of a friend who had experience with I.P. theft in China:
"They call them kicloffs, so theyvould just take, when the trucks were traveling
down the road, the guys in the back would just kick off a box full of Ataffthey
would have a friend waitingds soon as he kicks it off, he picks it up and sells it.

Yeah, it is a loss of industrial @spage, | guess you would call it."

4.2.2Global Trade Impacts

The next category for factors Beshorings Global Trade ImpactsThe three main
subcategories in this section &feS. Trade, BsinessPractices in other countrieand Covid
The subcategy U.S. Trade includes the groups national security (e.gBehg Amendment),
tariffs and duties, tax breaks and subsidies, trade advantages, and trade agreements (e.g.,
NAFTA, TPB. Business practices in other countries constitute the groups Chiaatsrui
operations and rising labor costs, ease of doing business in other countries, exploiting foreign
labor, and business concerBsamples of business concerns include natural disasters in other
countries, environmental regulation in other countriesitipal instability in other countries, and
recourse when products are damaged or del&ygdre9 showsGlobal Trade Impacts

Subcategorie®r ReshoringandDomestic Manufacturingy Number of Intervieweegusiness
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Practices in Other Countries abdS. Trade were discussed in 10 of the intervi€@mnsidering

that onlyeightof the 11 interviews were in 202lye of the interviewees discussed Covid.
FigurelOis theGlobal Trade Impacts SubcategoriesReshoringagndDomestic Manufacturing

by Numter of MentionsU.S. Trade was mentioned sixty times, and Business Practices in Other
Countries were mentioned fiftyvo times in the interview€ovid was mentioned seventeen

times by the Interviewees.

4= Distributi |
A|@Globa| Trade Impacts Subcategory ‘

4 Frequencies |
Level Count Prob
Business Practices in Other Countries 10 0.40000
US. Trade 10 040000
Covid 5 0.20000
Total 25 1.00000
N Missing 0

3 Levels

Business Practices in Other Countries US. Trade

Figure 9. Global Tradelmpacts Subcategorider Reshoring and Domestic Manufacturing by Number of Interviewees
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4 (= Distributions
4 = Global Trade Impacts Subcategory

4 Frequencies
Level Count Prob
US. Trade 60 046512
Business Practices in Other Countries 52 040310
Covid 17 013178
Total 129 1.00000
N Missing 0
3 Levels

US. Trade Business Practices in Other Countries Covid

Figure 10. Global Trade Impacts Subcategories Reshoring and Domestic Manufacturing by Number of Mentions

4.2.2.1U.S. Trade

The subcategory U.S. Trade was mentioned sixty times in 10 of the interviews.
The subcategory U.S. Trade includes the groups national security (eBerth&mendment),
tariffs and duties, tax breaks and subsidies, trade advantages, and trade agreements (e.g.,
NAFTA, TPB.The Berry Amendment regeiredehthat restridistties fia st
Department of Defense (DoD) from using funds appropriated or otherwise available to DoD for
procurement of food, clothing, fabrics, fibers, yarns, other ro@dextiles, and hand or
measuring tools that are not grown, reprocessededzwr produced in the United States
(Office of Textile and Apparel (OTEXAN.d, para 1)Since 1941, the Fifth Supplemental DoD
Appropriations Act foll owed by the Berry Amen
and security of ourarmedfacs 0 and been instrument al i n the

and apparahdustry Office of Textile and Apparel (OTEXAN.d, para 1)Trade policy is "a
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government policy that directly influences the quantity of goods and services that a country
imports or exports" (Mankiw, 2004. 834. The United States became a superpower due in
large part to the country's manufacturing capabilitied.994, the United States entered the
North American Free Trade Agreement (NAFTA), which eliminated tariffsqaotas between

Canada, Mexico, and the United States (Kukerpova, & Garner, 20)6Historically, textiles

andapparghave played a vital role in the United S

geopolitical benefits dReshoringandDomestic Manfacturing

Interviewee Silver describes the importance ofBaey Amendment: "So the
main reason for that goes beyond it's for national defdBgeit's making sure
that they protect the industrial badgecause it's critical if they don't have a
military-industrial base, and then we get into a conflict. And we have a need for

products, and we don't have the industrial base here to ramp up, then the

government can go without the products the

to identifiable informa i on> €é And now they get int
know, is on the other side of that conflict, our military is not going to have the
<removed product name as it is identifiable> they n&m.we can't be reliant on

a foreign source for items thatight be critical for our national defensghat's

the purpose of the Berry Amendment."

|l ntervi ewee Brown stated: ifiPenal ti es

us to wish we had moved soon, faster,

(0] a C

and t

and
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Interviewee Gold describesthegna ct of NAFTA on Withhe textil e
NAFTA, it really affected a sector of the econothyou were in the textile or

apparel business, yes, you knew it, you fend business was lost, we lost a lot

of jobs.But a lot of people who were notroeected to that, you know, didn't see

the impacts if they got clothes cheaper.

4.2.2.2Business Practices in Other Countries

The subcategory Business Practices in Other Countries were meriitimes in 10 of
the interviewsBusiness practices in other countries constitute the groups China's changing
operations and rising labor costs, ease of doing business in other countries, exploiting foreign
labor, and businesncernsExploiting foreign labor can include child labor amusafe
working conditions such as factory firédss Li pscomb puts it, "é& many
only prefer to buy from sources that result in job loss for this country but will seek out the
absolute cheapest places to make products, despiteagregiploitation of those peoples and
places" (Lipscomb, 2011, p. Bxampks of business concerns include natural disasters in other
countries, environmental regulation in other countries, political instability in other countries, and

recourse when prodts are damaged or delay@&lisiness Practices in Other Countries are the

most negative impacts of globalization pertainingReshoringandDomestic Manufactunig.

Interviewee Yellow stated on the topic of China's changing operations and rising
labor casts: "China's entrance and acceptance into the WTO have changed the
world. It certainly impacted our industry significantlxnd took away a

significant number of our customers and competitid'ssjust shrunk the textile
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industry.But, | didn't expect #m to grow as fast as they have and to sophisticate
as fast as they havAnd their standard of living and labor rates have gone up
significantly. There were already people realizing how expensive it was to

manufacture there."

Interviewee Orange providean example of the exploitations that have occurred

in offshore labor: "And they look at you know disasters of factories where people
are losing their lives because they are not set safety measures inpkagaow

we have that in the Unitestatesputyou don't know when you buy your clothes
who made thos&Vho? And what is their life like? That person that made yeur T
shirt. What is their life like? ...<removed for brevity, includes a discussion of a
scene from a documentary called The True Cost wétteae of a woman sewing

at a machine in a filthy factory while her
disturbing that we're doing that so that we can have 580iffts in our closet.

That the value of that garment is nothing to us and everything to thatrwoma
sitting there with a baby on the floor. Because without thstift she's, you

know, whatever. But thatdhirt could cost a little bit moreshe could be paid a

little bit more.And we don't need to have so many of them."

Interviewee Grey explains tipolitical risk using Covid as an example and
natural disasters using hurricanes, tsunami, and earthquakes as examples that
can occur in other countries: "You have a situation where we don't know whether

or not factories in China are going to open Tjpday, next Monday, a week from
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Monday, two weeks from Mondaye don't know, rightSo, you have a political

risk associated with offshoring theoretically that you won't have, or you have less
of a risk with reshoringSo, you have that sort offXctor. That all of the sudden

will alter your decisioamaking processeSo, you if you have Haiti, or Puerto

Rico, or the Dominica Republithose places are significant offshoring
manufacturingExcept when they have a hurricane or a tsunami or an
earthguake.In Haiti's case, an earthquake essentially took them out of production

for almost six months."

4.2.2.3Covid

The subcategory Covid was mentioned seventeen times in five of the interiiews.
interviews took place from October 2019 to 20PRree @ the interviews were in 2019, five of
the interviews were in February 2020, and three of the interviews took place between March and
October of 2020As a reference, the first reported case of Cdddn the U.S. was January 21,
2020 and the World Healtarganization claimed Covitl9 had reached pandemic status on
March 11, 2020 (World Health Organization, 2021).

The Coronavirus pandemic has forever changed the global ecoBefoye the
Coronavirus pandemic, Harris (2018) predicted that the privatetigdwand nibe market
producers that tend towarB®mestidManufacturingwould benefit from their small order size
and ability to change quickly in the event of changes in the economy compared to their larger
counterparts that place large orders monthsluaace overseabrom 2010 to 2019,-e
commerce in the United States increased an average of 10 percent per year (Schwab & Zahedi,

2020).Due to Covid, from July 2019 to July 2020, there wad percent increase in e
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commerce in the United States in a gngear (Schwab & Zahidi, 2020Reshoringand
Domestic Manufacturingill likely see increased interest from the average consumer in-a post
Covid world. Future research will undoubtedly study the impacts of CoviReshoringand

Domestic Manufacturing

Interviewee Orange on March 12020,was practically prophetic, statg: "As

the world economy is fluctuating things like you know things like a Coronavirus
which changes everything again you have no control about what other countries
are going to do. They may just stop flights going anywHdrey may just stop

ships goinganywhere And then everyone in the United States will see the value of

buying American."

Il nterviewee Gold: fAThe conversation is
has shined a light on the weakness of depending solely on a global supply chain.

Becase it has been really disruptive. oo

|l nterviewee Pink stated: #ADuring all of
industries because they really slowed down and had to lay off people and then

shut their doorsThe textile industry is the oppositverybodyl know is so busy

or overloadedThey have more work than they can hantdike the PPE

production that started for a lot of these companigése masks, gowns, hospital

things, and other things that companies

t h

h a
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4.2.3Cost Considerations

Thenextcategory of factors for reshoring@ostConsiderationsCost Considerations
were mentioned ninetgne times in all 11 of the interviewBhe subcategories f@ost
ConsiderationareCost of Goodsold Total Cost ofOwnership,TransportatiorCosts, Travel
Costs,LaborCosts,CapitalInvestments, anBent andJtilities. This category includes both
direct and indirect cost&igurell showsCost Considerations Subcategofi@sReshoringand
Domestic Manufacturiny Number of Inteviewees.The total Cost of Ownership was
discussed in all 11 interviewSost of Good$oldwas talked about in 10 of the 11 interviews.
Transportation Costsere discussed by intervieweessegvenof the interviewsLabor Costs
were talked about isix of the interviews, and Capital Investment was a conversation point in
five of the interviewsTravel Costs and Rent and Utilities were discussedraeandtwo of the
interviews, respectivelyrigure12is theCost Cmsiderations Subcategorits Reshoringand
Domestic Manufacturiny Number of MentionsCost of Good$soldwas mentione@9times,
and Total Cost of Ownership was mentio2€dimes in the interviewslhe Interviewees
mentioned Transportation Costséin times and Travel Costmetimes.Labor Costs were
mentioneceighttimes, Capital Investment was mentiorseyertimes, and Rent and Utilities

were mentionethreetimes in the interviews.
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A‘ = Distributions

4 = Cost Consid

Total Costof Ownership Cost of Goods

4 Frequencies |
Level Count Prob
Total Cost of Ownership 11 0.25000
Cost of Goods 10 022727
Transportation Costs 7 0.15909
Labor Costs 6 0.13636
Capital Investment 5 0.11364
Travel Costs 3 0.06818
Rent and Utilities 2 0.04545
Total 44 1.00000
N Missing 0

7 Levels

Figure 11. CostConsiderations Subcategorisr Reshoring and Domestic Manufacturing by Number of Interviewees

A‘ '~ Distributions

4 ‘= Cost Considerations Subcategory

Cost of Goods

Total Cost of Ownership Transportation Costs

4 Frequencies

Level
Cost of Goods
Total Cost of Ownership
Transportation Costs
Travel Costs
Labor Costs
Capital Investment
Rent and Utilities
Total
N Missing ]

7 Levels

0.31868
0.21978
0.16484
0.09890
0.08791
0.07692
0.03297
1.00000

Figure 12. Cost Considerations Subcategorfes Reshoring and Domestic Manufacturing by Number of Mentions
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4.2.3.1Cost of GoodsSold

The subcategory Cost of Gooflsldwas mentioned twerigine times in 10 of the
interviews. Cost of GoodSoldis defined as "the direct costs of producing the goods sold by a
company" (Fernando, 2021a, para@9st of Good$oldcan include material and labor costs
that were used directly to create the goods but does not include distribution and sales f®rce cost
(Fernando, 2021ajccording to the Reshoring Initiative (2021), most companies are making
sourcing decisions based exclusively on price, but qunide decisioamaking can result in a
miscalculation of the actual offshoring costs by 20 to 30 perteatntrast to the Total Cost of
OwnershipCost of Goodsoldcan be considered direct costs that do not include hidden costs.
Other countries, especially China, offer manufacturers subsidies that prevent a level playing field
for Cost of Good$old(Lipscamb, 2011).Typically, theCost of Goodsoldfor domestically
produced products are higher than offshored products, which is often cited as the greatest

disadvantage dReshoringandDomestic Manufacturing

Interviewee Blue advocated for a robust Amerisapply chain to make

American produced goods more competitive on price: "Which is now that we have
created supply chains that are somewhat stable, within the United States, what

can we do to gain efficiencies. Because if we gain efficiencies, we cgrth®in

price, the production cost down a little and pass that saving on to the customer.
And hopefully, that will open the access to our products to a broader customer
base because that's what we want. If you make something good, you want as many

people agpossible to put their hands on it."
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Interviewee Greebacked the importance of price: "For most consumers in the
real world, price is firstAnd while you ask them do you want to buy Made in the
USA products, they say of cour§e.what's mosimportant, and you have a list

of things, and Made in the USA would be on thatHst.in the real world, the
studies that we have done with consumers are not a deciding factor. In some
cases, it might be a tiereaker.For the most part, consumers, Irdbwant to say
don't care, it's just that's not their prioritfheir priority is getting what they need

for themselves and their family in the most economical way that they can."

4.2.3.2Total Cost of Ownership
The subcategoryotal Cost ofOwnershipwvas mentioned twenty times in all 11 of the
interviews.Total Cost of Ownershimcludes hidden costs, and there can be thirty cost and risk
factors that are considered when determiningrtital Cost of OwnershifReshoring Initiative,
2021).Examples of costs beyond price to considelude overheabtlalance sheet, risks,
corporate strategy, and other internal and external considerations (Reshoring Initiative, 2021).
Once companies include hidden costs and evaluatd Cost of Ownershijgheyoften find that

domestically manufactured products are globally competitive.

|l nterviewee Red: Al think Sometmesite going to
costs a little bitmoreP e opl e want to focus on the direc:
focus orthe indirect costThe indirect cost of the delays, in quality, and the

potenti al stealing of your | P.O
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4.2.3.3Transportation Costs
The subcategory Transportation Costs were mentioned fifteen times in seven of the
interviews.Transportation Costs includeeight and shipment costs for the manufactured goods.
Delays in shipping from going through customs can be a significant risk associated with
transportation cost3ransportation Costs can have an enormous impact on the types of products
suited for reshiang versus offshoringsomelarger items such as carpeting, bedding, and

furnituremaybe advantageous omestically Manufacturto reduce transportation costs.

IntervieweeOr a n g e Ysura sdving dbsts on freiglireight costs can be

prettyhigh. o

IntervieweeR e d s tBacausealshippiiig is bulky, takes up a lot of space, and

so their shipping costs are so high.

4.2.3.4Travel Costs
The subcategory Travel Costs were mentioned nine times in three of the interviews.
Travel Costs can includ&ips for meeting with and contracting the manufacturers, inspecting the
facilities, or troubleshooting issu€i&avel Costs can also include the time of these trips. Travel
Costs can consist of the actual price of the plane ticket or the gas for ththedrips are
reachable by automobilinternational travel costs are almost always more expensive than

domestic travel costs, thus offeribpmestidMlanufacturingadvantages.
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Interviewee Gold praised a close supply chain when making Goaid k s : ASo
webve probably made since we started, at |
modifications on these mas&o, when youdre | ocal, you can

flexible to change compartendzobesawmayher e youobr
maybe a language barrieand a time barrierAnd then again, put Covid on top

of that, |l dondét really want to get on a p

4.2.3.5Labor Costs
The subcategory Labor Costs were mentioned eight times in six of the intelvabes.
costs are thealaries or wages of the people manufacturing the proélocbrding to Ha
Brookshire (2015), cost reduction is a prime goal towards businesses' economic improvement,

and one of the main sources of cost ngeducti o
low-cost labor, companies producing latimtensive products can save a substantial amount of

labor input costs" (p. 13kabor Costs are an aspect of the Cost of G&midd but in the current

study, Labor Costs are when labor is explicitly nanvedile not the highest globally, the

minimum wage in the United States is much higher than the minimum wage of other less

developed countriesligh labor costs are often considered a massive disadvantRgslodring

andDomestic Manufacturing

Interviewee @ange exemplified the wage disparity this wayo'wheryou go
and buy &3 or $5 Fshirt. You are saying, 'Yay, | got®3 or $5 Fshirt'. And if
you think about all the people involved in tHatluding the raw materials, the

shipping tariffs, the middiman, packaging, all that. Suppose you go down to the
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first person who has to touch that the cutter and then the person who's making
that. How much money do you think they're making? Like nothing, you're making.

Nothing.They might work for a month amdake $10. Per month!"

|l nterviewee Purple proclaimed: ABut the is
gone,youaregonou o6l | deal with t hButcomml I headach
back, the US | abor rates are what kills ev

4.2.3.6Capital Investment

The subcategory Capital Investment was mentioned seven times in five of the interviews.
Capitallnvest ment is defined as At he procurement o
busi ness goal Kentenn2021,pdrg 1§histcaninckide dnitia] startup costs,
buying machines, closing costs on real estate, hiring the initial staff, and all the large expenses
that are necessary to launch a busineds.e adage Al tmakeneokneetggamim ney t o
depth discussion aboGapital Investment, Interviewee Blue mentioned the importance of being
selffunded and that venture capitalists were seen as unwilling to inveetestic
Manufacturing There was a consensus amorggshe ofthe Interviewees that can be

problematic to secure and obtain Capital InvestmerDéonestic Manufacturing

Interviewee Orange lamented: "Starting a manufacturing business in this country,
| can tell you right now financially, is darn near impossible. The government. The
banks.Nobody understands manufacturiddpbody understands how

manufacturing works. And nobody will loan to you. Nobody. Nobody invests in it.
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Everybody invests in high tech because they see more immediate bigger returns.
Because therss n aldt of retirn in manufacturing. People don't appreciate the
clothing that they wear and the amount of time and energy, and what goes into
creating that garmentSo there has to be a-sglucation in terms of thathat's

how we're going to reshor&hat's how thingare going to get made in the United

St at es. |l s when people realize the value o

Interviewee Green stated: "Our category though is not a cut and sew product.
There is not as much labdvluch of the cost is your capital investment, and then

the components of that make up the product.”

4.2.3.7Rent and Utilities

The subcategory Rent and Utilities was mentioned three times in two of the interviews.
The Upper % Avenue in New York City was the second most expensive retail location
worldwide (Statista Research Department, 20R@nt for all commercial property in 2018,
including different building types such as office buildings, retail stores, restaurants, and
undeveloped land, was 847 billion in U.S. dollars in the Asian Pacific region compared to
commercial real estate in the Americas was 511.6 billion in U.S. dollars (Statistic Research
Department, 2021)Jtilities include electricity, gas, water, or sewaGempared to the rest of

the world, the United States has affordable and reliable utilities.

|l ntervi ewee Green provided: AThe cost of e

almost anywhere else in the workighttS o, t her e are savings the]l
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4.2.4Stakehdder Drivers

The next category fdReshoringandDomestic Manufacturingactors is Stakeholder
Drivers, and these are from the answers to Q13 in the interviews (AppendilkeH).
subcategories of the Stakeholder Drivers include Consumer Responsibility Sttkeholder
Drivers, Brands and Retailers, Corporate Social Responsibility, Relationship Building, and Code
of ConductOther stakeholder drivers were further grouped into tradition or heritage, Berry
Amendment, board of di rdegreStakehgldersatecanybne thatkdasr or
concern or interest in the busineBgjure 13showsStakeholdeDrivers Subcategoriefer
ReshoringandDomestic Manufacturingy Number of IntervieweeS€onsumer Responsibility
was discussed hyineof the 11 InervieweesBrands and Retailers, Corporate Social
Responsibility, and Other Stakeholder Drivers were talked abaix of the interviews.
Relationship Building was discussedfive interviews, and the Code of Conduct was talked
about inthreeof the interviewsFigure X4 is the StakeholdeDrivers Subcategorider
ReshoringandDomestic Manufacturiny Number of MentiongOf the Stakeholder Drivers,
Consumer Responsibly was mental 22 timesOther Stakeholder Drivers were mentioned 14
times by the Interviewee$here were 13 mentions for both Brands and Retailers and Corporate
Social ResponsibilityRelationship Building was mentioneéhetimes, and the Code of Conduct

was mentnedseventimes in the interviews.
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4 = Distributi |

45 ke cldar o Sucatagocy |

4 Frequencies

Level Count Prob
Consumer Responsibility 9 025714
Brands and Retailers 6 0.17143
Corporate Social Respansibility 6 017143
Other Stakeholder Drivers 6 017143
Relationship Building 5 0.14286
Codes of Conduct 3 0.08571
Total 35 1.00000
N Missing 0
6 Levels

Consumer Responsibility Brands and Retailers Corporate Social ResponsibilitDth ip Building Codes of Conduct

Figure 13. Stakeholder Drivers Subcategories Reshoring and Domestic Manufacturing by Number of Interviewees

“ '~ Distributions ‘

A‘\_-" keholder Drivers Sut gory ‘

4 Frequencies ‘

Level Count Prob
Consumer Responsibility 22 0.28205
Other Stakeholder Drivers 14 017949
Brands and Retailers 13 0.16667
Corporate Social Responsibility 13 0.16667
Relationship Building 9 011538
Codes of Conduct 7 008974
Total 78 1.00000
N Missing 0
6 Levels

Consumer Responsibility  Other Stakeholder Drivers  Erands and Retailers Corporate Sacial Responsibility  Relationship Building Codes of Conduct

Figure 14. Stakeholder Drivers Subcategories Reshoring and Domestic Manufacturing by Number of Mentions
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4.2.4.1ConsumerResponsibility

Consumer Responsibility was mentioned twemip times in nine of the interviews.
Lipscomb (2011) advocated for American consumers to reede in the USAroducts the
same way they requested Organic products in grocery stdree were times when the
interviewees indicated that consumer responsibility was more of a pull factocénasumers
requesting domestically manufactured godaiher times the interviewees mentioned consumer
responsibilities as more of a push factor, something that the company needadatghe
consumer about the benefits of domestically manufacturedsgoeally, there will be a two
pronged approach with companies highlighting and educating brands, retailers, and end
consumers on the benefitsRé&shoringandDomestic Manufacturingnd at the same time

consumers requesting these Americaade productarhen theydo notsee them in the stores.

|l nterviewee Blue stated: #Altdéds a very |
become very loyal because they have been able to see this unwavering

commi t ment to do manufacturing sourcing

Int er vi ewee Pi nk e x febhrairigbothdrom tlielbusinesss a | ot

needs to learn and then that needstodiét t o t he consumer . O

l ntervi ewee Gold summari zed: AAnot her t

i s an educated customer . 0
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4.2.4.20ther Stakeholder Drivers

The subcategory Covid was mentioned seventeen times in five of the intefiiess.
are Stakeholder Drives that were not Brands and Retailers, Code of Conduct, Consumer
Responsibility, Corporate Social Responsibility, and Retatiip Building.Other Stakeholder
Drivers were further grouped into tradition or heritage, Berry Amendment, board of directors,
and f ounder oTraditonanc heriage bdards are lastgnding brands that have
been manufactured in théS. for decaded hese heritage brands haalevays been
manufactured in the United States, and it is a key component of their brand id&htig/the
Berry Amendment was previously discussed in U.S. Trade, here it is specifically about the Berry
Amendmats being a driver foReshoringandDomestic Manufacturingrhe Board of Directors
typically has a fiduciary responsibility to represent a company's shareholder's ifitegest.
founder and o wnPBoméssc Mdnefacituringesng a guidirg Ipriciple since the

creation of the company.

Interviewee Silver praised the importance of the Berry Amendment as a driver of
Domestida nuf act uri ng: Al f the Berry Amendment
competing against other peopleis not necessarily a levelaying field.Now at

least | know that | am competing on somewhat of a level playing field with all of

my competitors having to produce domestica

Interviewee Gray enthusiastically exclaimed: "I'm sure that my board of directors

would love 6r us to have more Americanade products.”
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4.2.4.3Brands and Retailers

Brands and Retailers were mentioned thirteen times in six of the interiewd. r and i s ¥
name, term, sign, symbol, design, or a combination of these that identifies the products o
services of one seller or group of sellers an
(Kotler & Armstrong, 2008)Some higkend designers focused on fashion brands that sell at
Saks Fifth Avenue and Bl oomingdal 6asmemanDfat
(Kunz, Karpova, & Garner, 20163ome "lowerend retailers have started looking for 'Made in
the USA' goodsk-or example, in 2013, Wdllart started a campaign to increase Americate
goods in its stores by $50 billion in ¥8ars" (Kunz, Karpova, & Garner, 2016, p. 228any
brands in retail and wholesaleeCOOas a communicative tool as a component of their
branding strategy (Rashid & Barnes, 20T&xtile and apparel labels including American Giant,
Reformation, Todd S#iton, Pendleton, and New Balance commonly siyfede in the USAn

their marketing communicationRihdskopf, 2018)As more retailers emphasize thkiade in

the USAabel, the Federal Trade Commission is strengthening the requirements to use the label.

Interview Green statkthe importance of being a heritage brand and retailers as
a driver: "We've been around since <removed year as it is identifiable
information> and so being a manufacturer in the U.S. is important to us. There's
certainly been a daussion internally many times over whether we should
continue to manufacture in the UEecause you can, there's certainly

justification from a cost standpoint to take everything offshibinere are certain
types of products that are competiti¥ad sojt makes sense for us to keep that

capability and what's happened over the last five yé&drere have been
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initiatives from certain companies, retailers, \AMart being one that, wanted to

buy products Made in the U.S."

4.2.4.4Corporate Social Responsikity

The subcategory Corporate Social Responsibility was mentioned thirteen times in six of
the interviewsS o c i a | responsibility Ainvolves the obl
population toward the welfare and interest ofdcbenmunities in which they live and operate,
including fair treatment of Kuhzukapava, &@ammergs, r es
2016,p.949)Cor por ate Soci al Responsibility is defin
toward the community aheconomic, ecological, and social environments in which they
o0 p e r HKunz Karpdva, & Garner, 2016, p. 9Qorporate Social Responsibility when a
company mentionBomestic Manufacturings being for the greater good, the good of all of
society, or he benefit of society at larg€orporate Social Responsibilitgvolves social values,
social norms, ethics, and moraBne can ask the questions: What do we want society to look
like? Who do we want to be®hat do we want to value? More specificallytdatiles, one can
ask the questions: How do we value our clothiéa® are we impacting developing nations?

How are we connected to our clothing?

Interviewee Orange illustrateldomestidvianufacturing as corporate social
responsibility: "We've got so faemoved from the clothing that we wedou

know when we were the ones like growing the cotton, spinning it, and then sitting
up at night with our, you know, candlelight and our needle creating a drbas.

dress was valuable because you knew what wemmaking that, and you
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patched it, and you repaired it until it literally could not support covering your
body anymore. And then you had to do it again. There was value in that in that

garment."

Interviewee Gold highlighted holdomesticManufacturingcanbe aCorporate

Social Responsibility: "Well, you are creating jobs in developing countAesl |

say, well, if you're truly interested in creating jobs, do something that's beneficial
to those peopleSustainable agriculture or something like thébu're just there

to take advantage of their cheap lab8n, reshoring is bringing it back to the

community that can make the product.”

4.2.4.5Relationship Building

The subcategory Relationship Building was mentioned nine times in five of the
interviews.It is important to the overall strategic supplier quality management in a company to
build strong supplier relationships, empower and support employees, and foster accountability
(Hale, 1991)Incorporating knowledge and building relationshigphvwother firms in the US
apparel production supply chain helps support the building of network ties which can aid in job
creation, support, and growth of the US sewn apparel and goods industry, and even help drive
the US economyMiller, EngetEnright, Hobbs, & Brown, 2021)Stronger social
interconnections lead to knowledge sharing, more cooperative relationships, and advancing
production, however, many apparel companies find it challenging to learn more about the

apparel industry and make meaningfulegrtill connections (Miller et al., 202Building deep
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and meaningful connections to all members of the textile supply chain can be a significant

benefit ofReshoringandDomestic Manufacturing

Interviewee Gold claimed: "When you're working in a glasanomy, and you

have a purchase order, you have a price, you have an email on a website. You

only get that surfacéevel connectionBy reshoring or domestic manufacturing,

you can have a |l ot deeper relation with yo
infformai on as it i Andthales nat oné peradn that kagd all the

answersYou just have a lot deeper relatiofou can build deeper relationships

in a local, domestic supply chain than you can in a global supply chain."

4.2.4.6 @Wde ofConduct

The subcategory Code of Conduct was mentioned seven times in three of the interviews.
A Code of Conduct is defined as "a statement of principles and standards by which business
decisions are madeK(inz, Karpova, & Garner, 2016, p. 94) company'sCode of Conduct
"outlines a company's relations with and obligations towards its employees, suppliers, customers,
consumers, and communities where they ope(#&afiz, Karpova, & Garner, 2016, p. 94).
strong Code of Conduct can serve as an early stifye idevelopment of a sustainable supply
chain(Kunz, Karpova, & Garner, 2018n terms of this study, the Code of Conduct means that
a company made an intentional commitmerRRéshoringandDomestic Manufacturingnd saw

this strategy as a core valuetibé company.
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|l nterviewee Blue procl ai maAderystiophgtyouwa s an
know value for us from the ggb. To establish our production entirely in the
United Statessito make our product entirely traceable and to make our supply

chain entirely transparent. o

4.2.5Labor Considerations

The final category for reasons for Reshoring is Labor Consideratiaber
Considerations include the subcategories Kimow andAging Workforce, Living Wage,
Training Concerns, and Supporting Domestic Jhbbor Considerations can consist of working
conditions, compensation, and wages, benefits, career advancement opportunikgjretés
showsLabor Considerations SubcategoriesReshoringandDomestic Manufacturingy
Number of Interviewees&now-how andAging Workforce was talked about in eight of the
interviews.Training Concerns was discussed by seven of the Interviedédetal of six of the
Interviewees talked about Suppog Domestic Jobs, and five Interviewees discussed Living
Wage.Figure 16 is thé.abor Considerations SubcategoriesReshoringandDomestic
Manufacturingby Number of MentiongKnow-how andAging Workforce was mentioned 21
times, and Living Wage wasantioned 19 times in the interviewihe Interviewees mentioned

Training Concerns 17 times and Supporting Domestic Jobs 13 times.
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4 = Distributions |
4E|laborf' iderations Subcat vy

AF i \
Level Count Prob
Know-how and Ageing Workforce 8 030769
Training Concerns 7 026923
Supporting Domestic Jobs 6 023077
Living Wage 5 019231
Total 26 1.00000
N Missing )

4 Levels

Know-how and Ageing Workforce Training Concerns Supporting Domestic Jobs Living Wage

Figure 15. Labor Considerations Subcategoriies Reshoring and Domestic Manufacturing by Number of Interviewees

4 = Distributions |

4 = |Labor Considerations Sub y

AFrequenci |
Level Count Prob
Know-how and Ageing Workforce 21 030000
Living Wage 19 027143
Training Concerns 17 0.24286
Supporting Domestic Jobs 13 018571
Total 70 1.00000
N Missing 0

4 Levels

Know-how and Ageing Workforce Living Wage Training Concerns Supporting Domestic Jobs

Figure 16. Labor Considerations Subcategories Reshoring and Domestic Manufacturing by Number of Mentions
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4.2.5.1Know-how and Aging Workforce

Know-how andagingworkforce were mentioned twentne times in eighinterviews In
terms of Human Capitalhé United Statesanks55" out of 141 countries irlealth(GCI 83)and
9" out of 141 countries in terms of tBkills (GCI 82)(Schwal2019) Know-how is particular
knowledge or skill and is the expertise of the workfofdes is the idea that we want to continue
to have the knovihhow of how to manufacture textiles for future generations.

Further, the textile industryike many other industrietas historical examples
problems The negative connotations that ammetimesssociated with textile manufacturing
include sweatshops, child labor, and poor working conditidrstorically, smaHpox infected
blankets traded with Native Americareslito loss of lifeThe yearsf U.S. slavery starting in
1619was mostly created and maintained to tend cotton fieladls. t he 183 06s t he wo
workers in Lowell, Massachusetts unionized due to ungafking conditionsSome conjure an
imageofSal |l y Fi el ddéds portrayal of Norma Rae in 1¢
There is an overall concern that young people do not see textile manufacturing as a viable career
path.Many of the textile employees and skilled workforce are maturgithdils that are

nearing retirement.

Il ntervi ewee Bl ue shared: Al think that wou
make our you know the next generation understand that theigalugetessarily

in how much you produce. But the value is in knowingthaw ma ke t hi ngs. 0

l nterviewee Pink explained: Al ®smean it's r

like our skilled labor force is aging ouA lot of the people that were working in
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factoriesinthel98 0 6 s19%ahasnow i n thei And6lbégydomed 7006s.
retiring. € <removed sentence with company nameThetextile world has a
bad rap a little bit.] mean the word sweatshop is usually what comes to mind

when people think about sewingou know about that kind of w

IntervieweeY e | | ow s ahowland dési€enoo willingnesgvhether you are

in China or in the United States, | think most folks entering the workforce today
would rather sit in arair-conditionedretail environment making the same

amount of money that they would sitting behind a sewing machine or a machine in
a production environment. On the shop floor manufacturing is not viewed as a
romantic, attractive career option for most peojde, they hae had a challenge

in refilling those positions that they hayv

4.2.5.2Living Wage

Living Wage was mentioned nineteen times in five of the intervieiveig Wage is
defined as fAthe | evel of i ncomgmdntermiceafovers a
g ood hkuazl Kadpava, & Garner, 2016, p. 42%hile the term living wage has been
used for over a hundred years, there has been a lot of talk in United States politics recently about
what constitutes a living wageyce, 2021). Map have hoped that the Biden administration
would pass a $15 minimum waflauce, 2021).

When someone purchases an offshore product, some of the money is being sent out of the

United States, but when someone purchases a domestically manufactured predouchei



125

stays in the United States. This means that the sale of that item has a greater impact on the

United States economy and helps the U.S.'s GDP (Gross Domestic Product).

|l nterviewee Yell ow explained: AAnd now you

whowant to be in the higkech industry because it is faster mor&no wants to
go and sit at a sewing machine for the rest of their life for basically making

minimumwageP t 6s a hard sell . o

Interviewee Blue promoted manufacturing as a calling: ¥éminded that these
people that we work with whether it's ourhinuse team or the people that work

with our manufacturers, you know at the manufacturer facilities, these people rest
assured are people that have chosen to do this type of work. Becaladmit'sf

love, it's something they are passionate about, it's something that can make a
living. Perhaps not, you know, a huge living, but they can make a living, and they
can support themselvesdnd it's kind of like a mix of a job and a calling. Calling,
you know, if | have to use a word that kind of you know describes well the way
that we all feel about what we do. So, you know, sometimes we will say the

mission."

4.2.5.3Training Concerns

Training Concerns were mentioned seventeen times in seviea iotérviewsWhile the

United States ranks"o u t of 141 countries in terms of

eaders consider them | ess adequ&dicadingtothene et

t

he

t
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2020 World Economic Forum, the Unitethfs ranked in the top five for countries that could
leverage flexible work arrangements (Schwab & Zahidi, 2083.postCovid pandemic world,
human capital will move past access to education and health to "shift to active labor market
policies and bugress practices that integrate education and health witicanekr training
opportunities which match the needs of the labor market, safety nets for times of workforce
disruption and workforce management underpinned by fbasid practices” (Schwab &
Zahidi, 2020, p. 21)Training Concerns mean that there need to be accreditations,

apprenticeships, and certificates for textile manufacturing, specifically as a trade skill.

Interviewee Orange endorsed trade skills: " So we have a lot of people going to
four-year colleges who can't find jobs, and they wantredie jobs. It's

making a trade valuable in this countiaking kids realize there is value in
working with your handd.ike maybe more value in some way with working with
your handsThat youdon't necessarily need to go to a feqwar collegeAnd to

have training programd.ike there are no training programgery few. I've

searched and searched."

4.2.5.4Supporting DomesticJobs
Supporting Domestic Jobs were mentioned thirteen times of lite interviews.
Cheaper production overseas has led to a reduction in domestic sewing operations, thus resulting
in largescale job losses (Harris, 2018 c cor ding to a 1991 book by H
workers do have the intelligence, desire, andtiteaurn American business into quality

ent er prv).New sfishor{ng is happening to a greater degree than reshoring, and "there is
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limited evidence to suggest that automation is accelerating reshoring” (Parschau & Hauge, 2020,

p. 123).Per Parscéu & Hauge (2020), the impact of automation on jobs in develamngtries

fail to acknowledge all the factors that will determine the net impact of automation and potential
barriers to adopting new technolog\ccordingtoL i pscomb (201tlgthis i f Aever
country made the commitment to buy one $30 Amerioade product per month, instead of its
foreign version, we would directly "myinmgant e 500
article of Americarmade clothing benefits more than just the person who makes it; your choice
benefits an entire supply chain of people, from the farmer who grew the cotton through every

step of the process until it reaches your hands” (p. &lgpporting Domestic Jobs includes the

ideas that you are helping your neighbor and helping your community.

Interviewee Orange shared: "People would value clothing more and probably be
willing to pay a little bit more if their neighbor was the ayang to the factory

and making itBecause it gives it a personal connectigou say, oh God, you

know they got kids, they have to feed their kids, she should be making a living

wage."

|l nterviewee Yell ow expl ai nedrtyofiybuhe avail ab
job ends up with how you vote with your walkatd if the consumer wants to
secure American manufacturing jobs, then they will buy Amerntade

products. o
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4.3 Advantagesand Disadvantagesof Reshoring and Domestic Manufacturing

The final research objective of the current study igeatify advantages and
disadvantages to textile and apparel manufacturing in the USAReshoringandDomestic
ManufacturingstrategiesAnswers to Q14 in the interviews (Appendix H) and the fachor
ReshoringandDomestic Manufacturingive rise to the advantages and disadvantaljage
there were differences in the Intervieweeos
there were general trends that arose.

Based on the interviews, emwf the greatest advantagesRaeshoringagndDomestic
Manufacturingis the development of a healthy supply chaime current study proposes the
novel idea of Hybrid Vigor Supply Chain&.Hybrid Vigor Supply Chain is defined as a mixed
supply chairthatpossesses survival and performance superiority compared to current distinctly
pure supply chain strategiddased on current supply chain strategies, a Hybrid Vigor Supply
Chain is a supply chain that has superior performance dueattaitgability, transarency,
circularity, survivabilityand does not create waste.

ReshoringandDomestic Manufacturingdvantages often involve higher quality, higher
American sustainability standards, and competitive advantages in niche markets. Additional
advantages dReshoringandDomestic Manufacturingiclude greater control, shorter lead
times, and smaller minimum order quantiti@serall, Americaamade products are perceived to
be of higher quality when compared to products manufactured in less developed countries.
Companies that manufacture their own products have greater control over the design, quality,
and quantities that they produ€an average, offshore production requires up to 12 months lead
time, wherea®omestic Manufacturingan be accomplished as quiclly a oneveek lead time.

Social Media is causing consumer tastes to change rapidly so that the shorter lead time will

e
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become increasingly importamomestic Manufacturingllows for smalbatch manufacturing
and smaller minimum order quantiti€ompanies will not need to have enough products to fill
up shipping containers.

Technology advancements offer growth opportunitiefREshoringagndDomestic
Manufacturingas autonation will reduce the significance of labor costs in sourcing
considerationsPerthe interviews, brands and retaileeseivehigh-standard customer service
and streamlined communication when selecting domestic manufacResisringand
Domestic ManwHcturingallow a company to leverage protecting thatellectual Property
using the U.S. legal systeReshoringandDomestic Manufacturingffer the opportunity for
companies to optimize their inventory levels and reduce waste from stagnant inventory.

ReshoringandDomestic Manufacturingvill lead to a more robust U.S. econoniye
ability to manufacture is necessary for national security to ensure that as a nation, we do not
become reliant on other countries in case there is ever a war, natural disagtaral crisis.
Chinabés changing operations and rising | abor
concerns are additional advantageReshoringandDomestic ManufacturingBusiness
concerns include natural disasters in other countries,camagntal regulation in other countries,
political instability in other countries, amdcourse when products are damaged or delayed
ReshoringandDomestic Manufacturingiill likely see increased interest from the average
consumer in a postovid world.

Many companies finReshoringandDomestic Manufacturingdvantageous once they
evaluate thdotal Cost of Ownershjpncluding hidden costé&dditional advantages include
reduced costs associated with freight transportation and travel gdoungjng.Moreover, the

price of utilities in the United States is relatively low when compared to global ffamesome,
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Domestic Manufacturings for the greater good, the good of all of society, or the benefit of
society at largeA major benefit oReshoringandDomestic Manufacturingan be building deep
and meaningful connections to all members of the teatitbapparetupply chainDomestic
Manufacturingis beneficial to companies that make an intentional commitmédMbroestic
Manufacturingandsee this strategy as a core value of the company.

Domestic Manufacturing necessary to continue to have the kdmw of how to
manufacture textileand appareior future generations. It will generate a more robust American
economy that will help all Aericans, particularly those living below the poverty line.
SupportingDomestic Manufacturingupports domestic jobs, helps reduce unemployment, and
can possibly provide a living wage to American workers.

Domestic Manufacturingan be more advantageous ¢ertain products compared to
others.Typically, bedding, furniture, and oversized items are too heavy to ship efficiently and
are manufactured closer to the consurBecks require little labor, so they are ceffiective to

manufacture in the United Sést

|l nterviewee Gray stated: fAMostly the indus

sweaters, jeans, or under goods or backpac

The greatest disadvantageR¥shoringandDomestic Manufacturings that the overall
price of the prodct is higherTypically, theCost of Goodsoldfor domestically produced
products are higher than offshored produRtsshoringandDomestic Manufacturingyill remain

limited until domestic products' cost and price structure can be globally competitive.
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Il nterviewee Green stated: n-&stpply chains

|l ocations. 0O

Moreover, Labor Costs are a major disadvantageeshoringandDomeste
Manufacturing The minimum wage in the United States is much higher than the minimum wage
of other less developed countries. The higher minimum wage leads to increased labor costs
which bring about increaséfbst of Good$old Until there are technologal advancements and
automation, the high labor costs in the United States will continue to limit the amount of
Domestic Manufacturing

Investment in U.S. infrastructure restoration and upkeep is required to inRests&ing
andDomestic Manufacturingsome of the Interviewees mentioned the ease of doing business
with other countries, such as simply emailing a tech pack to a sourciqogr8ome
companies stated that obtaining Capital Investment from bankofoestic Manufacturing
more complicated than when outsourcing.

Reshoringequires that companies that have offshored need to bring the manufacturing
back to the U.SChangingthe status quo will require companies to honestly evaluate their supply
chains, make a commitmentR&shoringand invest time and money into making the change.

As a fundamental principle of the human condition, change can be difficult, and commitment to
change will require a paradigm shifor there to be largecaleReshoringandDomestic
Manufacturing there needs to be by from multiple stakeholders, suchldsS. political
leaderscompany owners, board of directors, brands and retailers, anchzenssionsumers

need to be educated about the value of their clothing and how important it is that the people

making it earn a living wage.
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Interviewee Orangstated Sdithere has to be a shift in our mindsets about what
is the value of our environmemé our world and our life and our clothing for

things to change.

Additional disadvantages are tagingworkforce, lack of training a skilled workforce,
and overall apathy amongst younger Americheany of the textile employees and skilled
workforce are mature individuals that are nearing retirenidr@re need tbe accreditations,
apprenticeships, andrtificates for textile manufacturing specifically as a trade skilere was
general belief that younger Americasho n 6t see manufacturing as a Vv
Investments will need tbe made to create targeted campaigns to shift consumer and worker

perceptions and sentiment towaRlsmestic Manufacturing
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CHAPTER 5
CONCLUSIONS, LIMITATIONS, AND FUTURE WORK

The research objective of the current study is to explore the degree toResicbring
exists among the companies in the US Textile and Agbradustry as well as potential
competitive advantage$his research objective led to three mldjectives.The first sub
objective was to evaluate U.S. textile and ap
relocation angbossible strategider ReshoringandDomestic Manufacturingfhe second sub
objective was to detmine the factors leading to supply chain relocationReghoringand
Domestic ManufacturingThe third subobjective was to identify advantages and disadvantages
to textile and apparel manufacturing in the USA frieeshoringandDomestic Manufacturing
strategies.

The methodology of this study wasdepth interviews with thirteen executives frarmh
companies in the textiles industry about their reshoring stratddiese interviews took place
from October 2019 to October 2020, with six of them taking place in February and March of
2020, the onset of the pandenttcom this qualitative exploratpresearch, the statd
ReshoringandDomestic Manufacturingvas evaluatedVost of the executives were comfortable
with the researchés definition ofReshoringoeing U.S. companies that opt fdomestic
Manufacturingrather than offshore manufacturigany felt thatReshorings gaining strides in
niche marketswhile the capacity to Reshore is finite, many manufacturers think that the
American textileand apparehdustry is not at capacity yet and that there is growth opportunity
to expand.

While thefactors forReshoringare numerous, the current study has grouped the factors

into five primary categories: U.S. Operational Considerations, Global Trade Impacts, Cost
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Considerations, Stakeholder Drivers, and Labor Considerafaieh. of these fiveategories
includes subcategoried.S. Operational Considerations include the subcategories Hybrid Vigor
Supply Chain, U.S. Infrastructure, Quality Assurance, Sustainability, Niche Markets, Lead Time,
Order Quantities, Control, Technological Advanceme&dtsnmunication, Inventory Levels, and
Intellectual PropertyThe three main subcategories for Global Trade Impacts are U.S. Trade,
Business Practices in other countries, and Cawné. subcategories for Cost are Cost of Goods
Sold Total Cost of Ownershifd,ransportation Costs, Travel Costs, Labor Costs, Capital
Investments, and Rent and Utiliti@$he subcategories of the Stakeholder Drivers include
Consumer Responsibility, Other Stakeholder Drivers, Brands and Retailers, Corporate Social
Responsibility, Rlationship Building, and Code of Conducabor Considerations include the
subcategories Knoswow andAging Workforce, Living Wage, Training Concerns, and
Supporting Domestic Jobs.

TheseReshoringandDomestic Manufacturinfactors allowed for identifyig the
advantages and disadvantageRe$shoringandDomestic Manufacturingddvantages include
greater control, higher quality, shorter lead times, intellectual property protection, higher
American sustainability standards, increased national defenseeawhoast economy, and
retention of knowhow. The greatest disadvantage of reshoring is the overall price of the product
is higher.Additional disadvantages are tagingworkforce, lack of trainingprograms fola
skilled workforce, and overall apathyangpps t younger Americans who do
as a viable career path. Consumers need to be educated about the value of their clothing and how
important it is that the people making it are earning a living wage.

There is a myriad of practical implicans for the current studs society and the world

enters a posCovid pandemic economy, the timing of these interview can offer unique insights
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The capacity oReshoringandDomestic Manufacturings finite, but many manufacturers think
that the Amerian textile industry is not at capacity yet and there is growth opportunity to
expand. The current stuglyoposeghe novel idea of Hybrid Vigor Supply Chains with the
aspiration that this concept will aid supply chain managepraatitionersand academics.
Consumers need to be educated about the value of their clothing and that the people making
textiles and apparel are earning a living wage. This study gleaned foundational information based
on the articulated successes and challenges compacmséer as they pursieshoringand
Domestic ManufacturingencouragingReshoringandDomestic Manufacturingan bolster the
American economy, contribute to trai@anceand foster innovatigrwhich benefits society.
While the current study offers afbundance of practical implications, it is not without
limitations. The greatest limitation is thgeneralizability of the results is limited to the sample
Those interviewed might not represent ReshoringandDomestic Manufacturingxperience
for all U.S. textileand appareianufacturersThe study includes thdtaudes andpinions of
decision makers, antiése people ai@ positions that have impad¢iowever, their accuracy is
not guaranteed and may demonstrate a need for more education alemtir¢hi@dustry even
amongst industry expert&n additional limitation is that the researcher developed the nodes
from existing literature and topics that seemed to be mentioned frequdrghg is the
possibility that a category, subcategory, or groag wot discovereddoreover, the study
focused on U.S. manufacturers and does not offer insights into international or global
manufacturing
The true capability and capacity Réshoringwill need to be assessed more in the future.
Perceptions about theviel of automation existing in the textidend apparehdustry pertaining

to DomestidVianufacturingcould be explored in future resear€iture research will
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undoubtedly study the impacts of Covid RashoringandDomestic Manufacturinglhe topic of
Consumer Responsibility in the contextRéshoringandDomestic Manufacturingould be
studied more irdepth.A study could be used to determine and provide guidance as to the extent
that a company has the responsibility to educated consaimaus the benefits domestic
Manufacturing.There is a potential to study the percepgiohtextile and apparemanufacturing
as a career path amongst young Americans.

To the researchersé knowl edge, t hthedJ.Swas
textile and apparahdustry on the topics dkeshoringandDomestic Manufacturingvioreover,
to the researcher sdé k withbdther@oed anddbringgCovids t he
interviews.As society and the world eventually enters a{@stid pandemic economy, the

timing of this interview can offer unique insights

t h

on
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Appendix AT Acronym Reference Guides

Table5. AcronymsThoseUsed in This Study

Acronym Unabbreviated Definition or Example Reference(s)
Word/Phrase
ATT Attitudes Defined as fAthe degr ¢
favorable or unfavorable evaluation or appraisa
the behavior in quest
CE Consumer Ethnocentrisn Defined as fAthe bel

consumers about the appropriateness, indee
morality, of purchasing foreigma de pr o
(Shimp & Sharma, 1987, p. 280)

COO Country of Origin Defined as n0t haticlewas a
wholly obtained; when more than one country
involved, the location where the last substantig

transformation was carried out; the location wh¢

there is a change in the product designation
number, according to the Harmonized Commod
Codeand Designation Sy
Karpova, & Garner, 2016, p. 426).

COOE Country of Origin Effect | Def i ned as #fAthe influ

product or service from another country due t(

stereotyping of that
Hur, & Davies, 2016, p. 2721).

ETPB Extended Theory of See (Quintal et al., 2010; Paul et al., 2016).
Planned Behavior
PBC Perceivedehavioral Defined as fApeopl eds
Control di fficulty of performn
(Ajzen, 1991, p. 183).
SEM Structural Equation See (Kang et al., 2013; Paul et al., 2016; Hsu et
Modeling 2017)
SN Subjective Norm Defined as fAthe perc
perform or not perfor
p. 188).
TPB Theory of Planned See (Ajzen, 1991, Yousafzai, Foxall & Pallister

Behavior 2010)
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Appendix BT Survey Questionsdor Made in the USA Study

Survey on Made in the USA Clothing

Survey Flow

Standard: Consent (1 Question)

Standard: Scenario (1 Question)

Standard: Attitude (4 Questions)

Standard: Subjective NornSN (4 Questions)

Standard: Perceived Behavioral ContréIBQ (8 Questions)
Standard: Purchase Intention (PI) (6 Questions)
Standard: Consumer Ethnocentrism (CE) (7 Questions)
Block:Demographics (6 Questions)

Start of Block: Consent

ConsentAdult Informed Consent Form Title of Study: Made in the USA Consumer Research

for the U.S. Apparel Industry (eIRB # 19)&®&incipallnvestigator: Megan E. Moore,
memccar4@ncsu.edu, (919) 58220 Fundingsource:None  Faculty Point of Contact: Dr.

Lori F. Rothenberg, Ifrothen@ncsu.edu, (919)-4537

What are some general things you should know about research studieg8u are invited to
takepart in a research studyour participation in this study is voluntary. You have the right to

be a part of this study, to choose not to participate, and to stop participating at any time without
penalty. The purpose of this research study is to gaitter bemderstanding of Made in the USA
labeling in the apparel industry. We will do this through consumer survVeysare not

guaranteed any personal benefits from being in this study. Research studies also may pose risks
to those who participate. You masant to participate in this research because consumer research
strengthens consumer sd access Ydumaymotwattioct s and
participate in this research because completing the survey may take up to 15 1Speddx

detals about the research in which you are invited to participate are contained below. If you do
not understand something in this form, please ask the researcher for clarification or more
information. A copy of this consent forwasprovided to you. If, at anffme, you have

guestions about your participation in this research, do not hesitate to contact the researcher(s)
named above or the NC State I RB office. The I
What if you have questions about your rightaiassearch participant? section of this form.

What is the purpose of this study?The purpose of the study is to identify the antecedents and
moderators that impact consumer purchasing decisions for Made in the USA appaiel.

eligible to be a participart in this study? Therewereapproximately 100 to 500 participants in

this study. In order to be a participant in this study, you must be a student, be notified of the
existence of this surveggree to be in the study (click "l consent to this researaht) complete
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this online survey.You cannot participate in this study if you are not a student, not aware that
this research is being conducteddo not want to be in the studglick "I do not consent to this
research").What will happen if you take part in the study? If you agree to participate in this
study, youwereasked to complete an online survéyhe total amount of time that yovere
participating in this study igpproximately 10 to 15 minutefisks andbenefits Thereare

minimal risks asociated with participation in this research. The survey will re@aomymous,

and no IP addressegererecorded.There are no direct benefits to your participation in the
research. The indirect benefits are the potential for research into the consumeddf Made

in the USA leading to an increase in domestic manufactufimgrefore, this study could result

in increases in American manufacturing jobs, which could mean more job opportunities in the
textile and apparel industnRight to withdraw your _participation You can stop participating

in this study at any time for any reason. In order to stop your participation, please close the
survey without submitting. If you choose to withdraw your consent and to stop participating in
this research, you caxgect to not be contacted in any wayonfidentiality, personal

privacy, and datamanagementTrustis the foundation of the participant/researcher

relationship. Much of that principle of trust is tied to keeping your information private and in the
mannertthat we have described to you in this form. The information that you share wittreis

held in confidence to the fullest extent allowed by law. Protecting your privacy as related to this
research is of utmost importance toldew we manage, protect, and share your data are the
principal ways that we protect your personal privacy. Data generated about you in this study
wereanonymousAnonymous.Anonymous data means that at no time can we or anyone else
link your real identity ¢ the information or bispecimen collected during this research. This
means that we cannot identify you at all, even when the data is combined with other information.
We will also not seek to identify you using any techniques or techndiagg. thatvereshared

with others about yowereanonymous because individual identification is not necessary to the
applicability of the study.To help maximize the benefits of your participation in this project, by
further contributing to science and our communityytyanonymous information or bio
specimensverestored for future research and may be shared with other people without
additional consent from youCompensationFor your participation in this study, you will not
receive anything for participatingiVhat if you are an NCSU student? our participation in

this study is not a course requirement and your participation or lack thereof, will not affect your
class standing or grades at NC Staihat if you have guestions about this study® you

have questionstany time about the study itself or the procedures implemented in this study,
you may contact the researcher, the principal investigator: Megan E. Moore,
memccar4@ncsu.edu, (919) 58220 or the faculty advisor: Dr. Lori F. Rothenberg,
[frothen@ncsu.edy919) 5131597. What if you have guestions about your rights as a

research participant? If you feel you have not been treated according to the descriptions in this
form, or your rights as a participant in research have been violated during the cobise of t
project, you may contact the NC State IRB (Institutional Review Board) Office. An IRB office
helps participants if they have any issues regarding research activities. You can contact the NC
State IRB Office via email at irdirector@ncsu.edu or via phe at (919) 518754.Consent

To Participate | am affirming that | have read and understand the above information. All of the
guestions that | had about this research have been answered. | have chosen to participate in this
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study with the understanding tHamay stop participating at any time without penalty or loss of
benefits to which | am otherwise entitled. | am aware that | may revoke my consent at any time.

| consent to thisesearch4)

| do not consent to thigsearch&)

Skip To: End of SewIf Consent = 5

Scenario

Thank you for your willingness to complete this survey.

We are interested in consumers' perspective on Made in the USA apparel, specifically, your
attitudes and behavioc®ncerning apparel Made in the USA.

For the following questions, please consider your typical apparel shopping experiences.

ATT1 - ATT3 For the following statements, please indicate your level of agreesgarding
Made in the USA apparel.

ATT1, | like the idea of purchasing Made in the USA products.
Stronglyagree 1)
Agree Q)
Somewhatgree 8)
Neither agree nadisagree4)
Somewhatlisagreeg)
Disagree §)

Stronglydisagree)
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ATT2 Purchaing Made in the USA products is a good idea.
Stronglyagree ()
Agree @)
Somewhatgree 8)
Neither agree natisagree4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree {)

ATT3, | have a favorable attitude toward purchasing the Made in the USA version of a product.
Stronglyagree {)
Agree @)
Somewhaggree 8)
Neither agree natisagree4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree?)

SN1 - SN3 For the following statements, please indicate your level of agreement about
purchasing Made in the USA products.
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SN1 Most people who are important to me think | should purchase Made in therld&dcts
when going for purchasing.

Stronglyagree 1)

Agree @)

Somewhatgree 8)

Neither agree natisagree4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree )

SN2 People whose opinions | value would prefer that | purchase MadeliSth@roducts.
Stronglyagree 1)
Agree @)
Somewhatgree 8)
Neither agree natisagree4)
Somewhatlisagree )
Disagree 6)

Stronglydisagree?)
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SN3 My friends' positive opinion influence me to purchase Made in the USA products.
Stronglyagee (1)
Agree @)
Somewhatgree 8)
Neither agree natisagree4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree {)

PBCL1 - PBC7 For thefollowing statements, please indicate your level of agreement about your
ability to purchase Made in the USA apparel.

PBCL, | believe | have the ability to purchase Made in the USA products.
Stronglyagree {)
Agree @)
Somewhangree 8)
Neither agee nordisagree4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree )
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PBQ If it were entirely up to me, | am confident that | will purchase Made in the USA products.
Stronglyagree ()
Agree @)
Somewhatgree 8)
Neither agree natisagree4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree {)

PBC3, | see myself as capable of purchasing Made in the USA products in future.
Stronglyagree {)
Agree @)
Somewhaggree 8)
Neither agree natisagree4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree?)
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PB4, | have resources, time and willingness to purchase Made in the USA products.
Stronglyagree ()
Agree @)
Somewhatgree 8)
Neither agree natisagred4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree {)

PBCS5 Made in the USA products are generally available in the shops where | usually do my
shopping.

Stronglyagree 1)

Agree @)

Somewhatgree 8)

Neither agree natisagree4)
Somewhatlisagree )
Disagree 6)

Stronglydisagree?)
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PBC6 There are likely to be plenty of opportunities for me to purchase Made in the USA
products.

Stronglyagree 1)

Agree @)

Somewhatgree 8)

Neither agree natisagree4)
Somewhatlisagree b)
Disagree §)

Stronglydisagree )

PBC7, | feel that purchasing Made in the USA products is not totally within my control.
Stronglyagree 1)
Agree @)
Somewhatgree 8)
Neither agree natisagree4)
Somewhatlisagree )
Disagree 6)

Stronglydisagree?)

PI1- PI5 For the following statements, please indicate your levagjiidement concerninygpur
intention to purchase Made ing USA apparel in the future.
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P11 1 will consider buying products because they are Made in the USA.
Stronglyagree ()
Agree @)
Somewhatgree 8)
Neither agree natisagree4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree {)

P12 I will consider switching to Made in the USA brands for ecological reasons.
Stronglyagree {)
Agree @)
Somewhaggree 8)
Neither agree natisagree4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree?)
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PI3,1 plan to spend more money oroducts Made in the USA rather than imported products.
Stronglyagree ()
Agree @)
Somewhatgree 8)
Neither agree natisagree4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree {)

Pl4,1 expect to purchase products in the future because they are Made in the USA.
Stronglyagree {)
Agree @)
Somewhaggree 8)
Neither agree natisagree4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree?)
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P15 | definitely want to purctsee Made in the USA products in the near future.
Stronglyagree ()
Agree @)
Somewhatgree 8)
Neither agree natisagree4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree {)

CEL1- CE®6 For the following statements, please indicate your level of agreement regarding
purchasing foreign and domestic apparel products.

CEL1 Only products that are unavailable in the United States should be imported.
Stronglyagree {)
Agree @)
Somewhangree 8)
Neither agree natisagree4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree )
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CE2 Americarmade products first, last, and foremost... | would be willing to reduce my
consumption to buy momgroducts from the USA.

Stronglyagree 1)

Agree @)

Somewhatgree 8)

Neither agree natisagree4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree )

CE3 A real American should always buy Amerigaade products.
Stronglyagree 1)
Agree @)
Somewhatgree 8)
Neither agree natisagree4)
Somewhatlisagree )
Disagree 6)

Stronglydisagree?)
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CE4 Americans should not buy foreign products, because this hurts American businesses and
causes unemployment.

Stronglyagree 1)

Agree @)

Somewhatgree 8)

Neither agree natisagree4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree )

CES5 It may cost me in the lofrgn, but | prefer to support American products.
Stronglyagree 1)
Agree @)
Somewhatgree 8)
Neither agree natisagree4)
Somewhatlisagree )
Disagree 6)

Stronglydisagree?)
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CE6 American consumers who purchase products made in other countries are responsible for
putting their fellow Americans out of work.

Stronglyagree 1)

Agree @)

Somewhatgree 8)

Neither agree natisagree4)
Somewhatlisagree§)
Disagree §)

Stronglydisagree )

D1 What is your preferred gender identification?
Female ()
Male (2)
Non-binary @)

Other or prefer not tanswer 4)

D2 Please indicate your year of birth.

Year (54)
& 2002 (1) ... 1900 (103)
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D3 What is your marital status?
Single @0)
Married 1)
In a committedelationship 22)
Widowed @3)
Separated?7)
Divorced @8)

Other Q9)

D4 What is your student status?
Undergraduatel()
Graduate Masterstudent 2)
Graduate PhD studentdandidate %)

Other @)
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D5 What is the highest degree or level of school you baxgpleted?
If you are currently in school, please indicate the highest degree that you have previously
earned.

High school degree or equivaleertd.,GED) (1)
Associat @ods degree (
Bachelor'slegree 8)

Master'sdegree 4)

Professionatlegree %)

Doctorate 6)

Other {7)

D6 Outside of being a student, approximately how many hours a week do you work?
| am notemployed 7)
Up to 5hours ()
5 to 10hours @)
10 to 20hours B)
20 to 30hours 4)
30 to 40hours b)

More than 4Cthours 6)
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Appendix C i Demographic Descriptive Statistics for Made in the USA Study

Table6. Demographic DataNumber of Respondents.

Statistics
What is the
highest
deqgree or
level of
school you
have
completed? If
you are
currently in
school,
please Outside of
indicate the heing a
highest student,
Whatis your Please degree that approximately
preferred indicate your What s your What is your you have how many
gender year of hirth. - marital student previously hours a week
identification? Year status? status? earned. do you work?
Valid 288 286 278 288 288 288
Missing 0 2 10 0 0 0

Frequency Table

Table7. Demographic DataPreferredGender.

What is your preferred gender identification?

Cumulative
Frequency FPercent  “alid Percent Fercent

Walid Female 182 63.2 G63.2 G63.2

Male 101 351 351 8983

Man-hinary 1 | 3 493.6

Other or prefer not to 4 1.4 14 100.0

answer

Total 288 100.0 100.0




Table8. Demographic Data: Birth Years

Please indicate your year of birth. - Year

Cumulative
Frequency Fercent YWalid Percent Fercent

Walid 2001 24 8.3 8.4 8.4
2000 40 13.9 14.0 224
1999 35 12.2 12.2 346
1998 37 12.8 124 47 6
1987 24 8.7 87 56.3
1996 27 9.4 9.4 65.7
1995 14 4.8 4.9 70.6
1994 13 4.5 4.5 75.2
1983 g 31 3 78.3
1942 10 35 35 81.8
1981 6 21 21 8349
1880 10 35 35 87.4
19849 2 T 7 881
1988 2 T 7 ga.8
1987 3 1.0 1.0 g9.9
1986 g 31 KR §3.0
1985 2 T 7 837
1984 2 T 7 54.4
1983 1 | | §4.8
1982 5 1.7 1.7 86.5
1981 1 3 3 66.9
19749 2 T 7 §7.6
1478 2 T 7 58.3
1977 1 3 3 88.6
1976 1 | 3 §9.0
1974 1 A A3 59.3
1969 1 | | 59.7
1965 1 3 3 100.0
Taotal 286 849.3 100.0

Missing  System 2 ¥

Tatal 288 100.0
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Table9. Demographic Data: Marital Status.

What is your marital status?

Curmulative
Frequency Percent  Valid Percent Fercent
Yalid Single 153 531 56.0 55.0
Married 3z 111 1.5 6.5
In a committed a7 16.3 16.9 834
relationship
Widowed 34 11.8 12.2 887
24 1 | 4 86.0
25 3 1.0 1.1 871
26 3 1.0 1.1 8a8.2
Separated 2 ¥ 7 498.9
Divarced 3 1.0 1.1 100.0
Tatal 278 86.5 100.0
Missing  System 10 35
Total 288 100.0
Table10. Demographic Data: Student Status.
What is your student status?
Cumulative
Frequency Fercent YWalid Percent Fercent
Yalid Lindergraduate 164 56.9 56.9 56.9
Graduate - Master G5 226 228 785
student
Graduate - PhD student 57 158.8 19.8 8993
fcandidate
Other 2 T T 100.0
Tatal 288 100.0 100.0
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Table1ll Demogaphic Data: Level of Completed Education,

What is the highest degree or level of school you have completed? If you
are currently in school, please indicate the highest degree that you have
previously earned.

Cumulative
Frequency Fercent Yalid Fercent Fercent

Valid  High school degree or 134 46.5 46.5 46.5

equivalent (e.q. GED)

Associate's degree 27 9.4 9.4 550

Bachelor's degres 81 281 281 B4.0

Master's degree 43 148 144 89.0

Doctorate 3 1.0 1.0 100.0

Total 288 100.0 100.0

Table12 Demographic Data: Hours Work (Outside of Being a Student).

Outside of being a student, approximately how many hours a week
do you work?

Cumulative
Frequency Percent  Walid Percent Percent

Walid Upto 5 hours 19 6.6 6.6 6.6
5to 10 hours 38 132 13.2 19.8
10to 20 hours 71 247 247 444
20to 30 hours 36 125 125 56.9
30to 40 hours 18 6.3 6.3 63.2
Mare than 40 hours 10 ER R GE.7
I am not employed 96 333 333 100.0
Total 288 100.0 100.0
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Appendix D 7 Confirmatory Factor Analysisfor Made in the USA Study
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Figure 17. Confirmatory Factor Analysisviodel.
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Analysis Summary

Date and Time

Date: Saturday, October 9, 2021
Time: 4:41:40 PM

Title

Modified cfa: Saturday, October 9, 2021 4:41 PM
Groups
Group number 1 (Group number 1)

Notes for Group (Group number 1)

The model is recursive.
Sample size = 288

Variable Summary (Group number 1)

Your model contains the following variables (Group number 1)

Observed, endogenous variables

ATT2
ATTI
ATT3
SN2
SN1
SN3
CE2
CEl
CE3
CE4
PBC2
PBC3
PBC4
CEé



Unobserved, exogenous variables

ATT
e2
el
e3
SN
e
ed
eb
CE
els
eld
el6
el7
PBC
e8
e9
ell
el9

Variable counts (Group number 1)

Number of variables in your model:
Number of observed variables:
Number of unobserved variables:
Number of exogenous variables:
Number of endogenous variables:

Table13. Confirmatory Factor Analysis: Parameter Summary
Parameter Summary (Group number 1)

Weights Covariances Variances Means Intercepts Total

Fixed
Labeled
Unlabeled
Total

32
14
18
18
14

18

0
10
28

0

0
7
7

0
0
18
18

0

0
0
0

0

0
0
0

18

o b
W i O
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Models
Default model (Default model)
Notes for Model (Default model)

Computation of degrees of freedom (Default model)

Number of distinct sample moments: 105
Number of distinct parameters to be estimated: 35
Degrees of freedom (105-35): 70

Result (Default model)

Minimum was achieved
Chi-square = 166.174
Degrees of freedom = 70
Probability level = 000

Group number 1 (Group number 1 - Default model)
Estimates (Group number 1 - Default model)
Scalar Estimates (Group number 1 - Default model)

Maximum Likelihood Estimates

Tablel14. Confirmatory Factor Analysis: Regression Weights

Regression Weights: (Group number 1 - Default model)

Estimate S.E. C.R. PLabel

ATT2 <--- ATT 882 042 21.070 **=*
ATT1 <--- ATT 1.000

ATT3 <--- ATT 930 .050 18464 ***
SN2 <--- SN 1.093 053 20.734 ***
SN1 <--- SN 1.000

SN3 <--- SN 888 061 14538 ***
CE2 <--- CE 1.000

CEl1 <--- CE 1.092 123 8892 *x*=*
CE3: ===z :CE 1.299 123 10.605 ***
CE4 <--- CE LS 2112 10025 *%%
PBC2 <--- PBC 1.000

PBC3 <--- PBC 494 052 9424 wxx
PBC4 <--- PBC 723 072 9983 x»x
CE6 <--- CE 899 100 8951 *x*



Standardized Regression Weights: (Group number 1 - Default model)

ATT2 <---
ATT1 =---
ATT3 =---
SN2 =---
SNI  <---
SN3  <---
CEl =---
CEl =---
CE3 «<---
CE4 =---
PBC2 =---
PBC3 <---
PBC4 <---
CE6 =---

Tablel5. Confirmatory Factor Analysis: Standardized Regression Weights.

Estimate
ATT 906
ATT B85
ATT 834
SN 931
SN B85
SN 21
CE 633
CE 638
CE 840
CE 754
PBC 878
PBC 588
PBC 623
CE 633

Tablel6. Confirmatory Factor Analysis: Covariances.

Covariances: (Group number 1 - Default model)

Estimate S.E. C.R. PLabel

ATT <-> SN 698 092 7576 ***
SN <--> CE 599 (102 5.864 ***
ATT <-> CE 555: =000 6192 %X

SN <--> PBC OIL: 1200 7596 ¥
CE <--> PBC 617 111 5566 ***
ATT <--> PBC 864 (105 8217 ***
el7 <--> el9 518 094 5500 ***

Tablel7. Confirmatory Factor AnalysiCorrelations.

Correlations: (Group number 1 - Default model)

Estimate
ATT <--» SN 585
SN <-=> CE 489
ATT <--> CE 532

SN =--» PBC 611
CE <--> PBC 474
ATT <--» PBC 680

7 <--> el9 478
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Squared Multiple Correlations: (Group number 1 - Default model)

CE6
PBC4
PBC3
PBC2
CE4
CE3
CEl
CE2
SN3
SN1
SN2
ATT3
ATT1
ATT2

Variances: (Group number 1 - Default model)

ATT
SN
CE
PBC

el
el9

Table19. Confirmatory Factor Analysis: Squared Multiple Correlations.

Estimate
426
389
346
il
569
706
407
4m
520
83
867
695
T84
820

Table18. Confirmatory Factor Analysis: Variances.

Estimate

1.018
1.401
1.069
1.585
174
.280
387
257
389
1.020
1.597
1.854
.750
1.012
471
731
1.303
1.162

S.E.
109
152
192
196
.026
036
041
056

CR.
9.310

9.198
5.553
8.085
6.786
7.760
9.439
4586
7.124
10.808
10.514
10.472
6.624
8.872
4288
10.690
10.389
10.072

L

5K

25 0K

25 K X

25 0K

5 K

25 % K

28K

3% K

28K

2% % K

25 3 K

25 K

5K

XK

%K

25 K

5K

PLabel

183
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Matrices (Group number 1 - Default model)

Table20. ConfirmatoryFactor Analysis: Residual Covariances.

Residual Covariances (Group number 1 - Default model)

CE6 PBC4 PBC3 PBC2? CE4 CE3 CE1 CE2 SN3 SNl SN2 ATT3 ATT1 ATT2
CE6 000
PBC4 -015 .000
PBC3 -097 192 000
PBC2 -065 -026 -029 000
CE4 000 -095 -172 -151 000
CE3 093 000 -107 .0DE 121 00O
CEl1 -068 -048 -044 -058 -021 -083% .000
CE2 -150 177 227 420 -166 -122 334 000
SN3 123 155 -100 (114 (140 256 312 555 000
SN1 -011 022 -151 -088 -051 -0% -.104 .18 01§ .000
SN2 -058 -015 -0e0 077 -130 -0359 -168 260 -038 009 000
ATT3 026 -086 045 106 -077 078 075 298 139 -033 063 .000
ATT1 -056 -120 -049 002 -144 -098 -031 209 057 007 022 -0I1 .000
ATT2 -030 -121 012 014 -115 -019 045 200 021 -083 -015 -008 .011 .000

Table21. Confirmatory Factor Analysis: Standardized Residual Covariances
Standardized Residual Covariances (Group number 1 - Default model)

CE6 PBC4 PBC3 PBC2 CE4 CE3 CE1 CE2 SN3 SN1 SN2 ATT3 ATT1 ATT2
CE6 000
PBC4 -119 000
PBC3 -1.075 10981 {000
PBCZ -518 -182 -290 000
CE4 000 -706 -1.758 -1.111 .000
CE3 604 002 -1.044 056 705 000
CEl -423  -310 -389 -374 -121 -440 .000
CE2 -1.007 1236 219 2999 -1014 -701 1.814  _000
SN3 982 1.187 -1.069 865 1.027 1.783 1998 3859  .000
SN1 -.090 178 -1326  -701 -399 -418 -719 1388 134 000
SN2 -472 0 -114 -654 582 -974 -422 -1.112 1864 -261 063 000
ATT3 266  -833 601 993 -716  .687 618 2647 1354 -344 625 000
ATT1I -554 -1.140 -646 015 -1318 -846  -250 1822 543 068 216 -119 .000
ATT2 -348 -1.337 180 143 -1214  -189 4le 2024 236 -964 -170 -096 125 000



Modification Indices (Group number 1 - Default model)

Table22. Confirmatory Factor AnalysisModification IndicesCovariances.

Covariances: (Group number 1 - Default model)

el0
e9

el6
els
els
els

Variances: (Group number 1 - Default model)

ML.I Par Change

<
<
<>
<>
<>
<>
<>
<>
<>
<o
<>
<>
<>
<>
<>
<>
<>

ATT
el0
el7
PBC
CE
e8
elé
eld
CE
el4
els
PBC
e8
CE
el
e8
ed

MLI. Par Change

6.877
13.296
5.061
7.331
8.884
4.076
5.854
13.200
14.719
5.628
4613
4.764
5.959
4774
4.002
5.041
6.324

-.145
229
130
226

-.223
156

-.200
408
230
212
178

-.100

-.104

-.089

-.102
.094
.069
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Table23. Confirmatory Factor Analysis: Modification Indices Regression Weights.

Regression Weights: (Group number 1 - Default model)

PBC4 <--- PBC3
PBC3 <--- PBC4

CE4
CE4
CE4
CE4
CE1
CE2
CE2
CE2
CE2
CE2
CE2
CE2
CE2
CE2
CE2
CE2
CE2
SN3
SN3
SN3
SN3
SN3
SN1
SN1
SN1
SN2

<= ‘PBC
<=== ATT
<--- ATT3
<--- ATT2
<--- CE2
<--- PBC
<--- SN

<--- ATT
<--- PBC3
<--- PBC2
<--- CEl
<--- SN3
<--- SN1
<--- SN2
<= ATE3
<-- ATT1
<oz ATT2
<--- CE

<--- CE4
<--- CE3
Z--- :CEl
<--- CE2
<--- PBC
<--- PBC3
<--- PBC2
<--- CEl

Table24. Confirmatory Factor Analysis: Minimization History.

MLI. Par Change

8.068
7.409
4335
4.575
5.097
4306
7.206
17.523
9.452
11.127
13.304
16.472
7.106
12.629
4.693
8.501
9.607
9.000
8.399
12.070
5422
9.023
14.248
13.000
4205
4615
6.124
4938

190
.098
-.099
-.122
-.111
-.116
140
284
213
27
271
223
119
192
127
165
216
207
232
227
.095
1 b
133
138
-.077
-.088
-.075
-.053

Minimization History (Default model)

Iteration

h bW N~O

o ~1 &

m @ @ @ o °o O O 0

Negative
eigenvalues
11
9

0
0
0
0
0
0
0

Condition #

11199.215
358.076
256.921
236.452
177.004
170.241
171.488

Smallest
eigenvalue

Diameter

-.593  9999.000

-.283

2.792
820
793
428
412
.073
015
.000

FNTries Ratio
2431974 0 9999.000
907.441 20 535
378.428 5 913
322.031 7 .000
205353 3 000
170.134 1 914
166.251 1 1.081
166.174 1 1.018
166.174 1 1.001
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Table25. Confirmatory Factor Analysis: Model Fit Summary.

Model Fit Summary

CMIN

Model NPAR CMIN DF  PCMIN/DF
Default model 35 166174 70 000 2374
Saturated model 105 000 O

Independence model 14 2382665 91 000 26.183

RMR, GFI
Model RMR  GFI AGFI PGFI
Default model 128 924 887 616

Saturated model .000 1.000
Independence model 743 309 202 267

Baseline Comparisons

NFI RFI IFI TLI

Model Deltal rhol Delta2 rho2 CEL
Default model 930 909 958 945 958
Saturated model 1.000 1.000 1.000

Independence model 000 000 .000 .000 .000

Parsimony-Adjusted Measures

Model PRATIO PNFI PCFI
Default model 769 716 737
Saturated model 000 000 .000

Independence model 1.000 000 .000

NCP

Model NCP LO 90 HI %
Default model 96.174 62289  137.767
Saturated model .000 .000 .000

Independence model 2291665 2136.246 2454431

FMIN

Model FMIN  F0 LO90 HI9
Default model 579 335 217 480
Saturated model 000 000 .000 .000

Independence model 8302 7985 7443 83552



Table26. Confirmatory Factor Analysis: Model Fit Summary; Continued.

RMSEA
Model RMSEA LO 90 HI 90PCLOSE
Default model 069 056 083  .011

Independence model 296 286 307 000

AIC

Model AIC BCC BIC CAIC
Default model 236.174  240.034 364378 399378

Saturated model 210.000  221.581 594611 699.611

Independence model 2410665 2412209 2461947 2475947

ECVI

Model ECVI LO9 HIYMECVI
Default model 823 705 968 836
Saturated model 732 732 732 772

Independence model 8400 7.858 8967 8405

HOELTER

HOELTERHOELTER
Mol 05 01
Default model 157 174
Independence model 14 16

Execution time summary

Minimization: 028
Miscellaneous: 426
Bootstrap: 000
Total: 454

188
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Appendix ET SEM Model Resultsfor Made in the USA Study

Analysis Summary

Date and Time

Date: Saturday, October 9, 2021
Time: 8:06:41 PM

Title

New final: Saturday, October 9, 2021 8:06 PM
Groups
Group number 1 (Group number 1)

Notes for Group (Group number 1)

The model is recursive.
Sample size = 288

Variable Summary (Group number 1)

Your model contains the following variables (Group number 1)
Observed, endogenous variables

ATT2
ATT1
ATT3
SN2
SN1
SN3
P14
PI5
PI3
PI2
PI1
CE2
CEl
CE3
CE4
PBC3
PBC2
PBC4
CEs

Unobserved, endogenous variables

PI



Unobserved, exogenous variables

ATT
e2
el
e3
SN
es
ed
eb
e23
e24
e22
e2l
e20
CE
els
eld
el6
el7
PBC
e9
e8
ell
el9
e25

Variable counts (Group number 1)
Number of variables in your model: 44
Number of observed variables: 19
Number of unobserved variables: 25

Number of exogenous variables: 24
Number of endogenous variables: 20

Table27. SEM: Parameter Summary.
Parameter Summary (Group number 1)

Weights Covariances Variances Means Intercepts Total

Fixed 25 0 0 0 0 25
Labeled 0 0 0 0 0 0
Unlabeled 18 11 24 0 0 53
Total 43 11 24 0 0 78
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Models
Default model (Default model)
Notes for Model (Default model)

Computation of degrees of freedom (Default model)

Number of distinct sample moments: 190
Number of distinct parameters to be estimated: 53
Degrees of freedom (190 - 53): 137

Result (Default model)

Minimum was achieved
Chi-square = 297.334
Degrees of freedom = 137
Probability level = .000

Group number 1 (Group number 1 - Default model)
Estimates (Group number 1 - Default model)
Scalar Estimates (Group number 1 - Default model)

Maximum Likelihood Estimates
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Regression Weights: (Group number 1 - Default model)

PI s
PI -
PI Lo
PI -
ATT2 <---
ATTN csss
ATT3 <---
SN2 <---
SN1 <---
SN3  <---
P4 <--
PI5  <---
PI3  <---
P12 <---
PI1  <---
CE2 <--
CEl. s
CE3 <---
CE4 <---
PBC3 <---
PBC2 <---
PBC4 <---
CE6 <---

SN

ATT
PBC

Table28. SEM: Regression Weights.

Estimate
090
232
690
791

1.000
1.151
1.068
1.000
913
812
1.000
807
930
627
930
1.000
1.072
1.372
1.168
1.000
2.172
1.452
919

S.E.
.060
074
105
179

054
056

044
054

.048
.059
.065
.057

112
137
121

244
163
114

CR.
1.500
3.151
6.565
4419

21.404
19.098

20831
14.974

16.846
15.790

9.651
16.317

9.545
10.014
9.659

8914
8.889
8.049

PLabel

134
.002

K

K

XK

kK

K

K

K

2% X

XK

KK

K

2% K

K

2% K

XK

KK
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Standardized Regression Weights: (Group number 1 - Default model)

PI .
PI .
PI e
PI e
ATT2 <---
ATT1 =---
ATT3 =---
SN2 <
SN1 <—--
SN3 =
PI4 =---
PI5  <---
PI3  =---
P12 =---
PI1  =---
CE2 <---
CEl <—--
CE3 <---
CE4 =<—--
PBC3 =---
PBC2 <---
PBC4 =---
CE6 <---

Estimate
SN 085
CE 168
ATT 444
PBC 342
ATT 897
ATT R
ATT 837
SN 932
SN 884
SN q22
PI 874
PI 801
PI 769
PI 540
PI 785
CE 611
CE 605
CE 856
CE 760
PEC 561
PBC 898
PBC 590
CE 645

Covariances: (Group number 1 - Default model)

ATT
SN
ATT
SN
CE
ATT
el7
el6
els
e22
e9

<>
<>
<>
<>
L
<>
<
<>
<>
<>
<>

Table29. SEM: Standardized Regression Weights.

PBC
PBC
PBC
el9
el9
eld
e2l
el0

Estimate
670
623
457
469

N

357
519
.045
434
331
248

S.E.
.086
.108
076
.076
.057
.055
102
.081
129
.096
072

CR.
6

77

-1

7
6
9
9

o P VRN
= 0

199
4.786
6.460
5.099

553
3.363
3.442
3.458

Table30. SEM: Covariances.

PLabel

K
KK
200K
b2t 3
00O
KK

5K

580

25 2% X

2K

2% ¢ XK
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Variances: (Group number 1 - Default model)

ATT

SN
CE
PBC
e25
el
el
e3
es

eb

e23
e2d4
e22
e2l
e20
els
eld
el6
el7
e9

e8

el
el9

Estimate

778
1.677
995
352
414
188
.268
379

Table31 SEM: Variances.

S.E.

.081
168
189
074
.068
.025
.034
.040
.055
.054
.094
.070
.069
.109
157
100
158
187
120
115
.070
118
130
133

CR.

9.553
9.993
5.263
4.752
6.066
7.559
7.855
9.528
4610
7.244
10.811
8.331
9.982
10.343
11.474
10.188
10.539
10.583
5.686
8.611
10.893
3.390
10.704
8.857

PLabel

5 % X

5 X

2% % K

5 K

KK

KK

25 % XK

5 K

25 X

5% XK

2R

KK

KK

KK

250 % XK

5 K

5 K

5% X

20K K

K

K K

250 2% K
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Modification Indices (Group number 1 - Default model)

Covariances: (Group number 1 - Default model)

el0
els
els
els
e20
e2l
e2l
e2l
e2l
e2l
e2l
e22
e22
e22
e24
e24
e24

Variances: (Group number 1 - Default model)

MLI.Par Change

<>
<o
<>
<>
<>
<>
<>
<>
<>
<>
<>
<>
<>
R
<>
<>
<>
<o
<>
<>
<>
<>
<>
<>
<>
<>
<>
<>

eld
els
ATT
eld
e20

e20
PBC
el
e8
CE
el
e8
ed
e22
e24

Table32. SEM: Covariances.

ML.I Par Change

5.466
11.126
11.423
24594

5.011

6.390

4.028

6.114
11.309

5342

8.482

8.268

5.718

5.886

9.810

4333

9.907
13.599

4.841

5.662

5.332

5.064

4503

4.029

4.261

6.637
19.558

6.401

-.110
125
-.240
322
-.070
167
-.148
.166
-.279
252
292
-.126
-.215
-.167
114
-.090
144
215
148
-.051
17
-.093
-.084
-.100
.083
.069
-.149
.070
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Regression Weights: (Group number 1 - Default model)

PBC3 <---
PBC3 <---
PBC3 <---
CE4 <---
CE4 <---
CE4 <---
CE4 <---
CE4 <---
CE3: sz
CE2 <
CE2 <---
CE2 <---
CE2 <---
CB2: ==
CE2 <---
CE2 <---
CEZ: s<=un
CE2 <--
CE2 <---
CE2 <---
CE2 <---
CE2 &gce
CE2: &=
CE2 <---
CE2 <---
CEY’ -
PI1  <---
P12 <---
P2 <---
P12 <---
PI3  <---
PI5  <---
PI5  <---
SN3  <---
SN3  <---
SN3 <---
SN3 <---
SN3  <---
SN3  <---
SN3 <---
SN1 <---
SN1 <---
SN1  <---
SN2 <---
ATT2 <---

P12
PI5
SN3
PBC
ATT
PI
ATT3
ATT2
P12
PBC
SN
ATT
PI
PBC2
PBC3
PI1
P12
PI3
PIS
P4
SN3
SN1
SN2
ATT3
ATTI
ATT2
SN3
CE6
CE4
CE3
ATT2
PBC3
ATT2
CE
PI
CE4
CE3
CEl
CE2
PIl
PBC
PBC2
PBC3
CEl
PI3

Table33. SEM: Regression Weights.

MLI Par Change

5.799
5311
4.115
4717
4935
4.586
5343
4252
10.404
24.734
12.658
14.939
30.361
19.293
13.870
17.455
30.668
26.043
27.034
28.527
12.282
6.348
11.399
10.559
10.146
9.056
5.600
4.949
4.469
7.358
5.982
5.501
6.277
11.626
4.161
5483
8.996
14378
12.519
7.850
4714
6.101
4.450
4.763
9.630

077
.085
-.071
-217
-.144
-.090
-.113
-.116
-.127
687
218
348
320
234
269
196
265
234
287
259
183
144
185
220
213
233
104
-.121
-.107
-.132
-.159
118
135
231
.097
095
117
133
135
107
-171
-.075
-.087
-.052
-.058
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Table34. SEM: Minimization History.

Minimization History (Default model)

Iteration g I\Egam’eCondiﬁou# .Smallest Diameter FNTries Ratio
eigenvalues eigenvalue
0 e 16 -806 9999.000 3552896 0 9999.000
1l e 12 -.282 3272 1848.028 20 367
2 e 4 -225 1.109 912574 6 907
3 e* 3 -.723 722 665.225 5 552
4 e 0 604237 608 444043 6 846
5e 0 367952 604  377.155 3 000
6 e 0 179.695 1.021 327807 1 702
7 e 0 286.127 310 299921 1 1.072
8 e 0 335641 077 297405 1 1.078
9 e 0 326.808 042 297334 1 1.038
10 e 0 324948 002 297334 1 1.005
11 e 0 330.775 000 297334 1 1.000



Table35. SEM: Model Fit Summary.

198

Model Fit Summary

CMIN

Model NPAR CMIN DF PCMIN/DF
Default model 53 297334 137 .000 2.170
Saturated model 190 .000 0

Independence model 19 3568.080 171 .000 20.866
RMR, GFI

Model RMR  GFI AGFI PGFI

Default model 150 901 863 .650

Saturated model .000 1.000

Independence model 846 229 143 206

Baseline Comparisons

NFI RFI IFI TLI

Mot Deltal rhol Delta2 rho2 <11
Default model 917 896 953 941 953
Saturated model 1.000 1.000 1.000
Independence model 000 000 .000 .000 .000
Parsimony-Adjusted Measures

Model PRATIO PNFI PCFI

Default model 801 734 763

Saturated model .000 .000 .000

Independence model 1.000 .000 .000

NCP

Model NCP LO 90 HI 90
Default model 160.334 114395 214017
Saturated model .000 .000 .000
Independence model 3397.080 3206.526 3594941
FMIN

Model FMIN FO LOY9 HI9%
Default model 1.036 559 399 746
Saturated model 000 .000 000 .000
Independence model 12432 11837 11.173 12526
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Table36. SEM: Model Fit Summary; Continued.

RMSEA
Model RMSEA LO 90 HI 90PCLOSE
Default model 064 054 074 012

Independence model 263 256 271 .000

AIC

Model AIC BCC BIC CAIC
Default model 403334 411274 597471 650471
Saturated model 380.000 408.464 1075.962 1265962

Independence model 3606.080 3608.926 3675.676 3694.676

ECVI

Model ECVI LO9 HIY% MECVI
Default model 1405 1245 1592 1433
Saturated model 1.324 1324 1.324 1423

Independence model 12565 11901 13254 12575

HOELTER

HOELTERHOELTER
Mogel 05 01
Default model 160 173
Independence model 17 18

Execution time summary

Minimization: .036
Miscellaneous: 524
Bootstrap: .000
Total: 560
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Appendix Fi Reliability Analysis for Made in the USA Study

RELIZBILITY
/VARIABLES=ATT]1 ATT2 ATT3
/SCALE ('Attitude') ALL
/MODEL=RLEHA
/SIRTISTICS=DESCRIPTIVE SCRLE CORR
/SUMMBRY=TOTAL MELNS VARIZNCE COV COER.

Table37. Reliability Analysis: Attitude.
Reliability

Scale: Attitude

Case Processing Summary

N %
Cases Valid 288 100.0
Excluded® 0 0
Total 288 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics
Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha ltems N of ltems
.903 .906 3

Item Statistics

Mean Std. Deviation M
| like the idea of 210 1.142 288
purchasing Made in the
LISA products.
Furchasing Made in the 2.08 .ags 288
USA products is a good
idea.
| have a favorable attitude 226 1.128 288

taward purchasing the
Made in the USA version
of a product.




Inter-ltem Correlation Matrix

Table38. Reliability Analysis: Attitude; Continued.

| have a
favorable
attitude
toward
| like the idea Furchasing purchasing
of purchasing Made in the the Made in
Made in the USA products the USA
SA is agood version of a
products. idea. product.
| like the idea of 1.000 811 729
purchasing Made in the
USA products.
FPurchasing Made in the B11 1.000 748
USA products is a good
idea.
| have a favorable attitude 729 748 1.000

toward purchasing the
Made in the USA version
of a product.

Summary Item Statistics

Maximum /
Mean Minimum  Maximum Fange Minimum “ariance  Mofltems
[tem Means 2.145 2.076 2.257 81 1.087 010 3
ltem Variances 1.182 870 1.303 334 1.344 034 3
Inter-ltern Covariances .Ba4 B30 939 109 1.131 003 3
Inter-ltem Correlations 763 729 811 082 1.112 .00 3
Item-Total Statistics
Scale Corrected Squared Cronbach's

Scale Mean if “Wariance if Item-Total Multiple Alpha if ltem

ltem Deleted Item Deleted Correlation Correlation Deleted
| like the idea of 4.33 3.802 821 682 851
purchasing Made in the
USA products.
Purchasing Made in the 436 4,454 838 710 844
USA products is a good
idea.
| have a favorahle attitude 418 4.097 ST 603 .8a0

toward purchasing the
Made in the USA version
of a product.

Scale Statistics

Mean Wariance

Std. Deviation

M of ltems

6.43 8.909

2.885 3
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RELIABILITY
JVRRIABLES=5SN1 SN2 5N3
FSCALE('Subjective Norm') ALL
/MODEL=ALFHA

SSTATISTICS=DESCRIPIIVE SCALE CORR
/SUMMALRY=TOTAL MEANS VARIANCE CCOV CORR.

Table39. Reliability Analysis: Subjective Norm.
Reliability
Scale: Subjective Norm

Case Processing Summary

N %
Cases Valid 288 100.0
Excluded® 0 0
Total 288 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics
Cronhach's
Alpha Based
on
Cronbach's Standardized
Alpha ltems N of ltems
.878 .880 3

Item Statistics
Mean Std. Deviation M

Most people who are 379 1.340 288
important to me think |

should purchase Made in

the LISA products when

going for purchasing.

Feople whose opinions | 375 1.392 288
value would prefer that |

purchase Made in the

USA products.

My friends' positive a1 1.460 288
opinion influence me to

purchase Made in the

USA products.
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Table40. Reliability Analysis: Subjective Norm; Continued.

Inter-ltem Correlation Matrix

Most people
who are
important to People
me think | whose My friends'
should opinions | positive
purchase value would apinion
Made in the preferthat| influence me
LISA products purchase to purchase
when going Made in the Made in the
for USA USA
purchasing. products. products.
Most people who are 1.000 829 647
important to me think |
should purchase Made in
the USA products when
going for purchasing.
People whose opinions | 824 1.000 653
value would preferthat |
purchase Made in the
LISA products.
My friends' positive 647 653 1.000

opinion influence me to
purchase Made in the

LISA products.
Summary Item Statistics
Maximurm /

Mean Minimum  Maximum Range Minirmum Variance | N ofltems
Itermn Means 3.Be2 3747 4108 361 1.096 .039 3
Itermn Variances 1.855 1.796 2131 335 1.187 .028 2]
Inter-lterm Covariances 1.380 1.266 1.546 280 1.221 017 3
Inter-lterm Correlations 710 64T 829 81 1.280 .oos 3

Item-Total Statistics
Scale Corrected Squared Cronhach's
Scale Mean if Variance if Item-Taotal Multiple Alphaif ltem
Itern Deleted Item Deleted Correlation Correlation Deleted
Most people who are 7.85 6.724 809 706 789
important to me think |
should purchase Made in
the USA products when
going for purchasing.
FPeople whose opinions | 7.90 6.460 812 710 784
value would prefer that |
purchase Made in the
USA products.
My friends' positive 7.54 6.828 680 462 806
opinion influence me to
purchase Made in the
USA products.
Scale Statistics
Mean Variance  Std. Deviation M of ltems
11.65 14.146 3.761 &l
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RELIABILITY
/VARIABLES=FBC2 PBC3 PBC4

/SCALE {"Perceived Behavioral Control') ALL

/MODEL=ALPHA

FSTATISTICS=DESCRIFTIVE 3SCALE CORR
/SUMMLRY=TOTAL MELNS VARIRNCE COV CORR.

Reliability

Scale: Perceived Behavioral Control

Case Processing Summary

M %
Cases Valid 288 100.0
Excluded? 0 0
Total 288 100.0
a. Listwise deletion based on all
variahles in the procedure.
Reliability Statistics
Cronhach's
Alpha Based
on
Cronbach's Standardized
Alpha Items N of ltems
747 .756 3

Item Statistics

Table41 Reliability Analysis: Perceived Behavioral Control.

Mean Std. Deviation N
If it were entirely up to me, 3.30 1.437 288
I'am confident that | will
purchase Made in the
USA products.
| see myself as capable 2.42 1.059 288
of purchasing Made in the
USA products in future.
| have resources, time 3.33 1.462 288

and willingness to
purchase Made in the
USA products.
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Table42. Reliability Analysis: PerceiveBehavioral Control; Continued.

Inter-ltem Correlation Matrix

Ifitwere
entirely up to I have
me, | am resources,
confident that | see myself time and
1 will as capahle of  willingness to
purchase purchasing purchase
Made in the Made in the Made in the
USA LUSA products USA
products. in future. products.
If it were entirely up to me, 1.000 487 535
| am confident that | will
purchase Made in the
USA products.
| se& myself as capable 497 1.000 491
of purchasing Made in the
USA products in future.
| have resources, time B35 491 1.000
and willingness to
purchase Made in the
USA products.
Summary ltem Statistics
Maximum /
Mean Minimum  Maximum Range Minimum “ariance M of ltems
Iterm Means 3.015 2417 3.330 913 1.378 269 3
ltem Variances 1.775 1122 2138 1.016 1.906 31 3
Inter-ltem Covariances 881 757 1.124 67 1.486 036 |
Inter-ltem Correlations 508 491 535 044 1.089 000 3
Item-Total Statistics
Scale Corrected Sguared Cronbach's
Scale Mean if Variance if ltem-Tatal Multiple Alpha if ltem
Item Deleted ltem Deleted Caorrelation Carrelation Deleted
If itwere entirely up to me, L 4782 549 359 637
I am confident that | will
purchase Made in the
USA products.
| see myself as capahle 6.63 6.450 564 AL 687
of purchasing Made in the
USA products in future,
| have resources, time 572 4.699 495 354 644
and willingness to
purchase Made in the
USA products.
Scale Statistics
Mean Variance | Std. Deviation N of ltems
9.05 10.608 3.257 gl
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RELIABILITY
SVARIRBLES=CE1l CE2Z CE3 CE4 CE&

SSCRLE ("Consumer Ethnocentrism') ALL

JMODEL=ALFHA
SSTATISTICS=DESCRIFTIVE SCALE CORR

SSUMMARY=TOTAL MEZNS VRRIANCE COV CORR.

Table43. Reliability Analysis: Consumer Ethnocentrism.

Reliability

Scale: Consumer Ethnocentrism

Case Processing Summary

N %
Cases Valid 288 100.0
Excluded?® 0 0
Total 288 100.0
a. Listwise deletion hased on all
variables in the procedure.
Reliability Statistics
Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha ltems N of ltems
.837 84 5

Item Statistics
Std. Deviation

Mean

Only products that are
unavailable in the United
States should be
imported.

432

1.772

American-made products
first, last, and foremost... |
would be willing to
reduce my consumption
to buy more products
from the USA.

Areal American should
always huy American-
made products.

Americans should not
buy fareign products,
hecause this hurts
American businesses
and causes
unemployment.

American consumers
who purchase products
made in other countries
are responsihle for
putting their fellow
Americans out of work.

1.635

1.601

1.535

1.426

288

288

288

288

288
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Table44. Reliability Analysis: Consumer Ethnocentrism; Continued.

Inter-ltem Correlation Matrix

American- American
made Americans CONsSUMers
products first. should not who
last, and buy foreign purchase
foremost... | products, products
would be Areal because this made in other
Only products willing to Armerican hurts countries are
that are reduce my should American responsible
unavailable in - consumption always buy husinesses for putting
the United to buy more American- and causes their fellow
States should  products from made unemployme Americans
he impored. the LISA products. nt. out of work.
Only products that are 1.000 520 507 474 .390
unavailable inthe United
States should be
imported.
American-made products 520 1.000 4858 411 349
first, last, and foremost... |
waould be willing to
reduce my consumption
to buy more products
from the LISA.
Areal American should 507 485 1.000 683 589

always buy American-
made products.

Americans should not A74 A11 683 1.000 730
buy foreign products,

hecause this hurts

American businesses

and causes

unemployment.

American consumers 390 348 589 730 1.000
who purchase products

made in other countries

are responsible for

putting their fellow

Americans out of work.

Summary ltem Statistics

Maximum /
Mean Minimum  Maximum Range Minimum “ariance  Mofltems
Item Means 48972 3.965 5767 1.802 1.454 611 5
Item Variances 2.553 2.033 3.139 1.106 1.544 16T &
Inter-ltem Covariances 1.296 814 1.6749 .BES 2.062 074 1
Inter-ltem Caorrelations 514 3449 730 381 209 014 5




Table45. Reliability Analysis: Consumer Ethnocentrism; Continued Page 3.

Scale Mean if
Itemn Deleted

Item-Total Statistics

Scale Coarrected
Variance if Item-Total
Itermn Deleted Carrelation

Squared
Multiple
Correlation

Cronbach's
Alpha if tem
Deleted

Only products that are 2053
unavailable in the United

States should be

imparted.

American-made products 20.89
first, last, and foremost... |

would be willing to

reduce my consumption

to buy more products

from the USA.

Areal American should 19.39
always buy American-
made products.

Americans should not 19.52
buy foreign products,

because this hurs

American husinesses

and causes

unemployment.

American consumers 19.08
who purchase products

made in other countries

are responsihle for

putting their fellow

Americans out of work.

25107

26.758

24 650

25128

27163

588

a2

T37

638

374

339

545

641

548

822

781

781

.BOG

Scale Statistics

Mean Variance Std. Deviation M

of ltermns

24.86 38.680 6.219

5
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RELIABILITY
/VARIABLES=FI1 PI2 PI3 FI4 PIS
S3CRALE("Purchase Intention') ALL
/MODEL=RLPHA
/STATISTICS=DESCRIFTIVE SCRLE CORR
/SUMMARY=TOTAL MERNS VARIANCE COV COBRR.

Table46. Reliability Analysis: Purchase Intention.

Reliability
Scale: Purchase Intention

Case Processing Summary

N %
Cases Valid 288 100.0
Excluded? 0 .0
Total 288 100.0

a. Listwise deletion based on all
variahles in the procedure.

Reliability Statistics
Cronbhach's
Alpha Based
on
Cronbach's Standardized
Alpha ltems N of ltems
.872 .874 5

Item Statistics

Mean Std. Deviation

| will consider buying 298
products hecause they
are Made in the USA.

|'will consider switching 288
to Made in the USA

hrands for ecological

[Easons.

| plan to spend more A5
money on products Made

in the USA rather than

imported products.

| expectto purchase 356
products in the future

because they are Made in

the LISA.

| definitely want to 2.92
purchase Made in the

USA products in the near

future.

1.629

1.588

1.662

1.574

1.386

288

288

288

288

288
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Table47. Reliability Analysis: Purchasatention; Continued.

Inter-ltem Correlation Matrix

210

I plan to
spend more | expectto | definitely
I'will consider l'will consider money on purchase want to
buying switching to products products in purchase
products Made inthe Made inthe the future Made in the
hecause they LISA brands LISA rather because they LISA products
are Made in forecological  thanimported are Made in inthe near
the USA. reasons. products. the USA, future.

| will consider buying 1.000 438 A57 710 5932
products hecause they
are Made in the USA.
| will consider switching 438 1.000 540 508 449
to Made in the USA
brands for ecological
reasons.
| plan to spend more B5T7 540 1.000 698 627
maney on products Made
in the WSA rather than
imported products.
| expectto purchase 710 508 698 1.000 682
products in the future
because they are Made in
the USA.
| definitely want to .592 449 827 682 1.000

purchase Made in the
USA products in the near

future.




