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The present study examined the influence of country-

of-origin on the apparel purchase decision. One-hundred

and eighty-one adult female sweater purchasers were

surveyed directly following the purchase of a sweater for

personal use in the Portland, Oregon, metropolitan area.

The sample consisted of 138 department store shoppers and

43 discount store shoppers. Country-of-origin and price

information were recorded from the garments purchased while

respondents completed questionnaires.

A semantic differential scale was used to measure the

importance of country-of-origin and the following purchase

criteria in the decision to purchase a sweater: fit,

designer label/brand name, expected durability, color,

warmth/coolness properties, ease of care, fashion, store,

price, quality of workmanship, coordinates with wardrobe,
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fiber content, feel of garment, and style/design. On a

scale of one to seven, country-of-origin received the

lowest mean importance score of the purchase criteria with

a score of 2.40. This mean was significantly lower in

importance than all other criteria except designer label/

brand name. Fit, color, and coordinates with existing

wardrobe received the highest mean importance scores, each

above 6.25.

Findings revealed that only 17 percent of the

respondents were aware of garment origin at the time of

purchase. A significantly greater proportion of purchasers

of U.S. made sweaters (23.9%) were aware of garment origin

than were purchasers of imported sweaters (12.5%). Other

significant findings showed country-of-origin to be most

important to: purchasers of U.S. made sweaters; purchasers

aware of a garment's origin; sweater purchasers over 50

years of age; and homemakers. However, even for these

groups mean importance scores for country-of-origin

remained low. Importance ratings for country-of-origin

were not found to differ significantly on the basis of

education, income, price paid, or store type.

In conclusion, country-of-origin was not found to be

an important criterion compared to other purchase criteria

that influence the decision to buy a sweater, although a

limited number of purchasers did notice garment origin and

considered U.S. origin to be an important factor in the

apparel purchase decision.
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Importance of Country-of-Origin at Point of Purchase
in Women's Decisions to Purchase Sweaters

CHAPTER I

INTRODUCTION

The Apparel Import Situation

The American apparel industry has witnessed dramatic

increases in apparel imports in recent years. Apparel

imported to the United States has greatly increased in both

dollar value and in square yard equivalents (Eisen, 1983;

"Imports and Trade," 1985; Jenkins-Picard, 1986). Sales of

imported garments have experienced growth rates in the U.S.

apparel market that have not been paralleled by sales of

domestically produced apparel. According to Giselle

Jenkins-Picard (1986) of the U.S. Department of Commerce,

"Since 1982, the value of apparel imports has increased

more than 85 percent, while the value of U.S. apparel

industry shipments increased only 3.3 percent" (p. 43-1).

As a result, apparel imports have gained an increasingly

larger share of the American apparel market. According to

the American Textile Manufacturers Institute (1985), import

penetration of the U.S. apparel market currently stands at

approximately 50 percent.

Jenkins-Picard (1986) reported that the U.S. apparel

manufacturing industry experienced a decline in 1985. The

dollar value of shipments fell by 2.7 percent to the lowest
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level since 1981. In contrast, apparel imported to the

United States increased by 12.5 percent. While imports

increased, U.S. apparel exports in 1985 decreased 7.0

percent from the previous year widening the already record

level trade deficit in the apparel industry to $14.7

billion. In 1985, for every dollar of apparel exported,

over sixteen dollars of apparel were imported.

Apparel import and export trends for the past ten

years and resulting trade deficits can be observed in Table

1. In the ten year period from 1975 to 1985 the value of

apparel imported to the United States increased every year.

Export levels showed increases up to 1981 but after that

year have declined. As a result of these import/export

trends, the apparel trade deficit has expanded, culminating

with a 1985 apparel deficit almost 600 percent larger than

the deficit in 1975.

Apparel imports have shown much greater penetration

into some apparel categories than others. Because of the

increased lead time required for manufacture and shipment

of imported apparel, the greatest number of imports have

occurred in the standardized, least fashion-sensitive

apparel categories ("Apparel's Last Stand," 1979). High

levels of imported apparel have occurred in the following

clothing categories: sweaters, men's woven shirts, knit

shirts, women's blouses and shirts, women's coats, and

brassieres (Dardis & Sul, 1983; Seidel, 1983).
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Table 1

U.S. Apparel Imports and Exports Since 1975
(In millions of dollars)

Year Imports
Change

Exports X
Change

Trade
Deficit Change

1975 2,775 602 2,172

1976 3,912 +41.0 740 +22.9 3,172 +46.0

1977 4,393 +12.3 859 +16.0 3,534 +11.4

1978 5,722 +30.3 1,035 +20.5 4,687 +32.6

1979 5,902 + 3.1 1,387 +34.0 4,515 3.7

1980 6,543 +10.9 1,604 +15.6 4,939 + 9.4

1981 7,750 +18.4 1,628 + 1.5 6,122 +24.0

1982 8,432 + 8.8 1,236 -24.1 7,196 +17.5

1983 9,897 +17.4 1,049 -15.1 8,848 +23.0

1984 13,916 +40.6 1,026 2.2 12,890 +45.7

1985m 15,656 +12.5 954 7.0 14,702 +14.1

Note. Compiled from "Apparel" by Giselle Jenkins-Picard,
1986, U.S. Industrial Outlook, pp. 43-1, 43-5.

m1985 figures are estimated.
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Factors Contributing to the Apparel Import Situation

Several factors appear to explain the influx of

apparel imports, the decline in exports, and the resulting

trade deficit. Two factors often cited as major factors

contributing to the apparel trade deficit are (a) lower

labor and production costs of foreign apparel producers and

(b) the strength of the U.S. dollar in international trade.

The United States has the largest and most lucrative

textile and apparel market in the world (Lenahan, 1984).

It consumes approximately 20 percent of the world's textile

output in fibers, fabrics, and apparel (Toyne, Arpan,

Barnett, Ricks, & Shimp, 1984). Consequently, the American

market is very attractive to exporters in foreign

countries, especially Asian countries where apparel

manufacturing has become one of the first major building

blocks in industrialization ("Apparel's Last Stand," 1979;

Barry & Dickerson, 1982). The relatively low capital

investment required for apparel production compared to

other types of manufacturing and the labor intensive nature

of apparel production contribute to developing countries'

ease of entry into this type of production. One resource

underdeveloped countries have in common is vast supplies of

inexpensive labor. In addition, workers can be taught

apparel manufacturing skills easily.

Many foreign apparel producers enjoy much lower labor

costs than their U.S. counterparts. Even though American

apparel workers earn low wages by U.S. production worker
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standards, those wages are much higher than wages paid to

most Asian garment workers. In 1985, American apparel

workers earned an average of $5.20 per hour (Jenkins-

Picard, 1986). By comparison, in Sri Lanka and the

People's Republic of China (PRC) where labor costs are

among the lowest of all apparel producing nations, workers

earn $.16 and $.14 per hour respectively ("Profiles of

Exporting," 1984; Eisen, 1983). Economies in labor often

mean wholesale prices up to 20 percent less for foreign

made apparel when compared to similar U.S. made goods

despite costs of shipment and duties ("Apparel's Last

Stand," 1979).

The competitive advantage foreign apparel producers

gain by lower production costs has been enhanced since 1980

by the appreciation of the U.S. dollar relative to most

other foreign currency (Rudy, 1984). The robust buying

power of the U.S. dollar at the international level

encourages import trade. On the other hand, the high

prices of American made apparel products have become

unattractive to foreign buyers resulting in less U.S.

export trade. The strength of the U.S. dollar has been

attributed in large part to the country's large and

continuing budget deficit (Rudolph, 1985).

Although the factors discussed above seem to be the

major contributors to increased apparel importation into

the United States, other factors such as foreign government

support to apparel industries in developing countries
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(Barry & Dickerson, 1982; "Profiles of Exporting," 1984)

and increasingly competitive strategies of foreign

exporters (Werner Management Consultants, 1984) have also

influenced import levels. Governments of many developing

apparel producing countries contribute substantial support

to those industries in the form of incentives, subsidies,

and/or protective measures.

The Impact of Increased Apparel Imports
on American Apparel Manufacturers and Retailers

The American apparel manufacturing industry has been

characterized by intense competition which has been

attributed to the large number of domestic producers and

the rising levels of apparel imports ("Apparel's Last

Stand," 1979; Jenkins-Picard, 1985). A high turnover rate,

business failures, and mergers mark this industry. Most

Amercian apparel firms are small and privately owned. The

majority produce a few specialized products, however, a few

diversified multimillion-dollar businesses do exist. Most

apparel manufacturers are generally behind other industries

in technological development.

According to Jenkins-Picard (1986) apparel firms

employ more than six percent of the manufacturing

workforce, are highly labor intensive, and are a major

employer of women and minorities. Competition within the

industry has kept profit margins and employee wages lower

than in other U.S. manufacturing industries. The average
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wage of apparel workers in 1984 was $5.20, 43 percent lower

than the average wage for workers in all manufacturing

(Jenkins-Picard, 1985). Price increases for apparel

products have not kept pace with price increases for most

other consumer goods. In 1984, the consumer price index

rose 4.4 percent for all commodities while the increase for

apparel products was 1.2 percent (Jenkins-Picard, 1985).

Employment in the apparel industry has experienced a

general decline in recent years. Jenkins-Picard (1986)

reported:

Total employment in the apparel industry decreased 3.3
percent in 1985, to 1.2 million persons. This was the
second lowest level of employment since 1972. Only in
the recessionary year of 1982 was a lower level of
employment recorded. (p. 43-2)

Apparel manufacturers attribute the loss of actual and

potential jobs to high import levels. According to the

American Textile Manufacturers Institute (ATMI)(1985),

1984 textile and apparel imports were the equivalent of one

million job opportunities lost to U.S. workers.

Apparel manufacturers have attributed many of their

problems, including employee layoffs and business failures,

to import competition. James H. Martin, Jr., ATMI

president, has designated international trade as the

textile and apparel sectors' "number one problem" and

labeled apparel imports as "the most dangerous threat" to

the textile and apparel industries' well being (Green,

1984, p. 6). In response to increased import levels,

apparel manufacturers and labor have adopted



8

protectionist stance for the domestic apparel industry and

have participated in strong lobbying efforts to tighten and

enforce import restrictions ("Apparel's Last Stand," 1979).

The United States currently has 36 bilateral agreements

with major textile and apparel exporters that regulate

trade. Most bilateral agreements are regulated under the

Multifibre Arrangement (MFA) which became effective in 1974

and currently runs through July, 1986 (Jenkins-Picard,

1985). In 1983, MFA bilateral restraint agreements covered

58 percent of the textile and apparel products imported

into the U.S. (Lenahan, 1984).

A limited number of manufacturers have taken

additional steps to become more competitive through

sourcing. According to Dlaboha (1983), sourcing involves

the use of different manufacturing alternatives, including

domestic, offshore, or a combination "which results in the

best product at the lowest price without delay" (p. 12).

Apparel manufacturers may rely on other suppliers for some

or all components at different stages of the manufacturing

process (Jenkins-Picard, 1985). Through Section 807 of the

Tariff Classification Act of 1962, a manufacturer can

design and cut garments in the United States, send the cut

pieces to a low-wage country for construction, then bring

the garment back to the U.S. for finishing and packaging,

while paying duty only on the value added to the garment

while abroad. American manufacturers can then benefit from

low-cost labor for the most labor intensive, least
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automated aspect of the manufacturing process ("Apparel's

Last Stand," 1979). In 1983, 807 sourcing represented

about 7 percent of all apparel imported into the United

States ("Continued Growth Expected," 1984).

Another response to increased levels of both textile

and apparel imports has been the "Crafted with Pride in

U.S.A." campaign launched in 1983 by the American Fiber,

Textile, Apparel Coalition (Dickerson, 1983; McKissick,

1984; "Roger Milliken," 1985). This campaign was initiated

by fiber producers, textile and apparel manufacturers,

trade associations, and labor to promote merchandise made

in the United States. The quality and advantages of buying

American made products constitute the central message of

this campaign. Retailers and consumers are encouraged to

support American jobs and the economy by purchasing

American made goods. A strong movement to increase

consumer awareness of U.S. made products includes use of a

logo and emphasis on labeling of U.S. made products.

Record levels of apparel imports resulted in the

intensification of the "Crafted with Pride in America"

program in 1985 (Jenkins-Picard, 1986).

Some apparel manufacturers have taken additional

measures to improve their competitive position. Some

trends are: mergers, vertical integration, diversification

into more "import resistant" products, production of higher

quality products with strong brand images, technological

improvements, development of new distribution channels,
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limited interest in developing foreign export markets,

greater orientation to market needs, and innovative

marketing techniques ("Apparel's Last Stand," 1979;

Jenkins-Picard, 1985, 1986).

Although there has been much less documentation of the

impact of increased apparel imports on U.S. retailers than

for manufacturers, retailers have not objected to increased

apparel import levels and in fact may have experienced

increased sales as a result of high levels of apparel

imports. For American retailers, imports have contributed

to greater variety in merchandise offerings and offer the

possibility of greater markups due to lower labor costs.

Several large retailers import more than a billion dollars

in products annually. According to Business Week ("The

Import Invasion," 1984), estimated figures are: K Mart, $2

billion; J. C. Penney, $1.8 billion; and Sears Roebuck,

$1.4 billion. It was also reported that retail sales for

these businesses would be higher except that the bulk of

these imports are textiles and apparel which come under

strict quotas.

Retailers have objected to trade agreements which have

restricted importation of apparel products. In 1984, the

Retail Industry Trade Action Coalition (RITAC) was formed

and began a campaign against apparel import quotas and

other foreign trade restrictions (Leventhal, 1984). RITAC

is a lobbying group consisting of chief executive officers

from retail firms and retail trade associations.
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Research Problem

The influence of increased levels of apparel imports

has been felt by American apparel manufacturers and

retailers. The import situation is complex and has become

quite controversial. The U.S. consumer is of major

importance to questions regarding the importation of

products because it is the consumer who makes the final

decision to purchase or not to purchase an imported item.

Information regarding influences that surround the purchase

decision is of particular value to manufacturers and

retailers who are faced with decisions such as sourcing,

product offerings, and promotional strategy.

The influence of apparel imports on the U.S. consumer

has not been fully explored. Previous researchers have

primarily investigated price and quality differences

between imported and domestically produced apparel and

consumers' attitudes toward imported products. Dickerson

(1982a, 1982b, 1982c) researched consumer attitudes and

perceptions regarding imported apparel and the import

issue. A majority of respondents indicated a preference

for U.S. made apparel to imported apparel. However, these

findings do not seem consistent with the increasing numbers

(in both square yard equivalents and dollars) of apparel

imports sold in the United States ("Imports and Trade,"

1985; Jenkins-Picard, 1986). If consumers prefer U.S. made

apparel, it seems that sales of imported apparel would not

continue to increase. Expressed consumer attitudes and
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behavior do not seem to be consistent.

How apparel imports influence consumer behavior has

not been documented. Questions such as how garment

country-of-origin influences a purchase decision have not

been addressed. In view of apparent inconsistencies

between attitudes and behavior, it seems likely that other

purchase factors may exert greater influence on apparel

purchase decisions than does garment country-of-origin.

For these reasons, consumer behavior associated with

imported apparel was chosen for the focus of this study.

In addition, manufacturers and retailers could both benefit

from this type of research, particularly in the planning of

marketing strategies.

Purpose and Research Objectives

The purpose of this study was to determine the

importance of country-of-origin in the apparel purchase

decision. The following research objectives were

established:

(1) To determine the importance of country-of-origin

relative to other selected purchase criteria.

(2) To determine consumers' awareness of country-of-

origin.
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(3) To examine the relationship between importance of

country-of-origin and:

a. Purchase of imported versus domestic garments;

b. Awareness of country-of-origin;

c. Demographic variables including age,

education, income, and occupation;

d. Price paid; and,

e. Store type.

(4) To examine the relationship between U.S. made,

imported from a developed country, or imported from a

developing country and:

a. Importance of country-of-origin;

b. Awareness of country-of-origin; and,

c. Price paid.
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CHAPTER II

REVIEW OF LITERATURE

The present study investigated the importance of

country-of-origin in the apparel purchase decision.

Although the research focus was on factors involved in the

purchase decision, other aspects of the consumer/apparel

import relationship were relevant to this investigation and

merited review. This review of literature investigated the

impact of apparel imports on the U.S. consumer and consumer

characteristics as related to the apparel import issue.

Consumer characteristics examined were: attitudes,

behavior, and demographics. In addition, literature

pertaining to apparel purchase decisions and clothing

evaluative criteria are discussed.

Impact of Apparel Imports on the U.S. Consumer

Although the impact of apparel imports on the American

consumer has recently gained the attention of researchers,

empirical research addressing this topic remains limited.

Research dealing with the impact of apparel imports on

consumers generally falls into two major categories: (a)

cost of apparel imports to the U.S. consumer; and (b)

quality of imported apparel products. Research in both

areas is presented in this section.
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Costs of Apparel Imports to the U.S. Consumer

Apparel imports represent both direct and indirect

costs to the American consumer. Direct costs involve the

actual purchase price of imported apparel. The indirect

costs usually associated with apparel imports involve the

funding of related government programs by U.S. taxpayers.

Programs most commonly associated with apparel imports are

those that regulate or restrict international trade of

apparel products. In recent years, support of public

assistance programs to displaced apparel workers and ailing

manufacturing firms adversely affected by import

competition have also been viewed as indirect costs

associated with apparel imports (Dickerson, 1982a;

Dickerson & Barry, 1980). Investigations of the costs of

apparel imports to consumers have primarily dealt with

costs reflected in the purchase price of imported garments.

According to the economic theory of "comparative

advantage," countries should pursue and develop those

industries in which they can produce goods at the lowest

costs relative to their trading partners. Trade can then

be conducted to mutual advantage, maximizing world output

and potential gains (Schiller, 1983). The theory of

comparative advantage supports the notion that apparel

produced in low-wage countries costs the U.S. consumer less

than domestically made apparel. This theory assumes that

at least some of the savings due to lower production costs

are passed on to the consumer in lower priced goods. Cline
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(1979), Terry (1985), and Dardis, Spavik, and Shih (1985),

found lower prices for imported apparel products compared

to prices of similar domestically made apparel.

In Cline's (1979) retailer sponsored study, price data

were collected by The Survey Research Laboratory of the

University of Illinois. One-hundred sixty-eight different

consumer products were included in the study; 52 were

apparel items. Approximately 4,300 separate observations

were made. American made and similar imported products

were compared in four diverse geographical locations in the

United States. Findings revealed that the majority of the

imported items were less expensive than similar domestically

made products. In overall cost benefits to the consumer,

apparel imports represented an 8.7 percent savings over

domestically produced apparel with the same product and

quality specifications. However, apparel products from

developing countries were found to be 11.6 percent less

expensive than domestically made apparel goods, compared to

apparel imports from developed countries which were 4.3

percent more expensive than the domestic products.

Terry (1985) evaluated actual consumer purchases of

men's dress shirts, sport shirts and slacks. Data were

collected by the Market Research Corporation of America

(MRCA) in 1978 and 1979. Members of the MRCA consumer

panel consisted of 7,500 households selected to correspond

to the demographic stratification of the U.S. population.

The panel maintained diaries that contained detailed
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information about all purchases and submitted them on a

monthly basis to MRCA. Terry made price comparisons

between imported and U.S. made men's apparel in the

selected categories. Her findings showed the average

prices of the imported garments to be less than the average

prices of those domestically made in all three product

categories. Mean prices were significantly different

between imported and domestic dress and sport shirts but

not slacks. The mean price of the imported dress shirts

was 26 percent lower than the mean price of the domestic

dress shirts. The mean price of the imported sport shirts

was 4 percent lower than the mean price of the domestic

sport shirts. Although not significant, the mean price of

the imported slacks was 6 percent lower than the mean price

of American made slacks.

Price differences between men's imported and domestic

dress shirts were also analyzed by Dardis, Spivak, and Shih

(1985). Prices of domestic and imported white, durable

press, cotton/polyester blend, short-sleeved dress shirts

were observed on a weekly basis over a four-month period in

four Washington D.C. department stores. The prices of the

imported shirts were less than the prices of the

domestically made shirts. These results are similar to

those reported by Terry (1985). During the first ten weeks

of the study, the mean price of the imported shirts was 11

percent less than the mean price of the domestic shirts.

During the following four-week sale period, imported shirts
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remained less expensive than the domestic shirts, but the

difference narrowed to 4 percent.

In contrast to the above findings, Pregelj (cited in

"When Free Trade," 1977) did not find that consumers

benefited from lower priced apparel imports, but indicated

that the cost advantage was enjoyed by retailers in higher

markups on imported apparel than on domestically produced

apparel. Due to the unavailabilty of apparel retailers'

pricing information, Pregelj's findings were primarily

based on congressional testimony by officials from textile

and apparel workers' unions.

Cline (1979) compared retail prices of similar

domestic and imported consumer products. Data revealed

that imported products from developed countries were priced

very closely to American made products, but imports from

developing countries were 13 percent less expensive than

those produced domestically. Cline indicated that apparel

and a number of other products from developing countries

are subject to quota controls which, if removed, would make

more lower priced merchandise available to U.S. consumers.

Cline's findings also suggested that the presence of import

quotas allows suppliers not restricted by quotas to charge

higher prices:

In clothing and footwear, the restraint on lower-cost
supply from developing countries appears to facilitate
the charging of high prices by European and Japanese
suppliers. (Cline, 1979, p. 20)

Similarly, import restrictions mean additional costs to

consumers in the form of elevated prices due to limited
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supplies. In a study released by the Federal Reserve Bank

of New York (Rudolph, 1985), restrictions on autos, sugar,

and clothing were reported to have cost U.S. consumers more

than $14 billion, or $228 per family, in 1984. Fieleke

(1971) found that costs of import tariffs, usually included

in the price of imported goods, weighed more heavily on the

consumption spending of lower income consumers than on the

consumption spending of higher income consumers.

According to Pugel (1978), increased competition

caused by imports in the domestic market benefits the

consumer by limiting the price increases of similar

domestic products. Pugel (1978) stated, "Domestic

consumers benefit not only from the availability of imports

but also from the lower prices of their domestic

substitutes" (p. 2). This appears to have happened within

the U.S. apparel industry because industry statistics

indicate that apparel price increases have not kept pace

with increases in the Consumer Price Index (Jenkins-

Picard, 1985; "Imports Drop Slightly," 1985).

Quality of Imported Apparel

In addition to price, quality of imported apparel

items affects the value of those items to the consumer.

When comparing imported and domestically produced apparel,

the question of comparable quality at a comparable price

has been raised. Although Cline (1979) made price

comparisons between imported and domestic items of similar
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quality and found average prices of imported products to be

less expensive than average prices of U.S. made products,

little other research has addressed this issue. The

"Crafted with Pride in the U.S.A." campaign launched by the

American Fiber, Textile, Apparel Coalition (AFTAC) was

designed to stress the quality and workmanship of American

made apparel products. According to Dickerson (1983), a

motivation for this campaign was the belief that American

consumers perceive U.S. apparel products to be of higher

quality than imported products. Documentation of actual

quality differences is limited, but research by Jones

(1982), Baldwin (1984), and Dardis, Spivak, and Shih (1985)

does not support the notion that imported apparel is of

lower quality than domestically produced apparel.

Jones (1982) compared performance of domestic and

Korean made, men's ployester/cotton blend (80/20 and

65/35), durable press shirts, both when new and after 60

launderings. The retail prices of the imported and

comparable U.S. made shirts were the same. The shirts were

laboratory tested on the following performance criteria:

smoothness/appearance, whiteness retention, breaking

strength, tear strength, abrasion resistance, dimensional

stability and pilling resistance. Findings indicated that

foreign and domestic shirts in both fiber content

categories all generally exhibited good performance

characteristics in laboratory testing regardless of

country-of-origin. Significant interactions between
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country-of-origin and blend variables for different

performance factors did not consistently favor domestic or

imported shirts. Overall, Korean made shirts demonstrated

significantly superior performance in more shirt categories

than the domestically produced shirts, particularly in

whiteness retention and filling breaking strength.

Similar research by Dardis, Spivak, and Shih (1985)

was conducted to investigate quality differences between

domestic and imported men's dress shirts. This study

focused on appearance characteristics both before use and

after repeated laundering. Evaluation of appearance before

use was based on construction features such as: shirt

length, number of stitches per inch, pocket and collar

construction, and number and type of buttons. Ratings

before laundering showed no significant differences between

the imported and domestic shirts. After laundering, the

shirts were evaluated for edge abrasion, seam failure,

durable press appearance, and seam puckering. None of the

shirts demonstrated edge abrasion or seam failure after 50

laundering cycles. For durable press appearance, the

imported and domestic shirts received similar ratings.

However, the imported shirts received 10 percent higher

seam pucker ratings (puckered less) than the domestic

shirts. Three-way analysis of variance showed both

laundering and country-of-origin to be significant factors

in seam pucker ratings.



22

Whereas Jones (1982) and Dardis, et al. (1985),

compared performance of domestic and imported shirts,

Baldwin (1984) compared performance of cotton blend knit

shirts made in five different foreign countries. However,

the shirts in the sample represented only two different

manufacturing firms. The countries of origin were: Sri

Lanka, China, Malaysia, Thailand, and the Phillipines.

Properties evaluated included: shrinkage; durable press

appearance; seam appearance; bursting strength; and

colorfastness to crocking, laundering, light, and

perspiration. Results showed that almost no significant

performance differences existed between countries or

between companies, except for colorfastness ratings.

Differences in colorfastness performance were largely

attributed to differences in shirt hue.

To the extent that evaluation of textile performance

and construction characteristics gives an indication of

apparel quality, the cited research showed no important

quality differences between apparel items produced in

different countries, foreign or the United States.

Consumer Characteristics and Apparel Imports

Consumer Attitudes Regarding Imported Products

Since 1965, a number of researchers have explored

various aspects of the influence of country-of-origin on

buyer evaluation of products. Although research specific

to apparel products is limited, studies which focus on
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consumer products in general are abundant and are relevant

to this study. Both categories were reviewed.

Attitudes Regarding Imported Products in General

Research has indicated that country of origin does

influence product evaluations (Anderson & Cunningham, 1972;

Gaedeke, 1973; Hampton, 1977; Krishnakumar, 1975; Kincaid,

1971; Nagashima, 1970, 1977; Reierson, 1966; Schooler,

1971; Schooler & Sunoo, 1969; Tongberg, 1972/73; Wang,

1978/79). Stereotyping or bias phenomena have been

associated with country-of-origin for products in general,

for classes of products, for specific types of products,

and for specific product brands. Comparative studies

conducted by Nagashima (1970, 1977) of general product

images associated with country-of-origin have shown that

images change over time.

Several studies provided evidence of "national bias"

in product evaluations (Gaedeke, 1973; Krishnakumar,

1975; Nagashima, 1970; Reierson, 1966; Schooler, 1971). A

tendency for consumers in developed countries to rate

domestic products more favorably than products made in

other countries, particularly developing countries, has

been shown. In contrast to persons in developed countries,

Krishnakumar (1975) found that persons from less developed

countries tended to have unfavorable images of their own

domestic products.
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A hierarchy of biases has been observed in several

studies (Hampton, 1977; Krishnakumar, 1975; Schooler, 1971;

Tongberg, 1972/73; Wang, 1978/79). In these studies,

subjects have evidenced significantly different intensities

of bias in product evaluations associated with different

foreign origins. Findings indicated a positive

relationship between a country's economic development and

product evaluations. Although product evaluations differed

for each country, products from developed countries have

consistently been evaluated more favorably than products

from less developed countries. Products from foreign

countries perceived to have similar cultural, political,

and belief systems to those systems in the respondent's

country were found to be more favorably evaluated than

products from countries perceived to have dissimilar

cultural, political, and belief systems (Tongberg, 1972/73;

Wang, 1978/79).

Schooler and Wildt (1968) found that country-of-origin

effect could be substantially modified through price

manipulation. In an experimental study, American students

were asked to evaluate two identical goblets and indicate a

purchase preference. One goblet was labeled "Made in

U.S.A." and the other was labeled "Made in Japan." The

sample was divided into six different groups, in which each

group was exposed to a different price differential between

the two goblets. When the goblets were priced the same,

only 20 percent of the respondents selected the goblet
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identified as Japanese made. But the purchase preference

for the Japanese goblet reached almost 80 percent when it

was priced 50 percent lower than the goblet identified as

U.S. made.

The amount of information possessed by consumers in

reference to imported products has also been shown to

affect consumers' evaluations of those products. Kincaid

(1971) found that attitudes toward foreign product brands

which were not perceived as foreign were similar to

attitudes toward American brands, but differed from

attitudes regarding foreign brands which were perceived as

foreign. In a similar test, Gaedeke (1973) asked students

to give quality ratings for products with "widely-known

United States-brand names," but made in foreign countries.

Half of the respondents were given country-of-origin

information and half were not. While the results showed

that country-of-origin information did not significantly

alter the mean evaluation of the group of products, quality

evaluations for specific products did vary considerably

between respondents who did and did not have country-of-

origin information.

Although research has revealed negative consumer

attitudes toward foreign made products, a number of

demographic, socioeconomic, and personality variables have

been linked to favorable attitudes toward imported goods.

Wang (1978/79) and Schooler (1971) both found that females

viewed imported products more favorably than did males.
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Schooler (1971) found that respondents under 35 years in

age rated foreign products significantly higher than

respondents over 50 years of age. In contrast, Schooler

and Sunoo (1969) found that foreign product evaluations of

college age students and consumers over 35 years did not

differ significantly.

A positive relationship between level of education and

foreign product evaluation has been reported consistently.

Anderson and Cunningham (1972), Schooler (1971), and Wang

(1978/79), found higher foreign product evaluations among

more highly educated respondents than among respondents

with less education. Wang's (1978/79) findings indicated

greater acceptance of foreign products by persons with

higher, rather than lower incomes. In studies conducted by

Anderson and Cunningham (1972) and Schooler (1971),

occupation was not found to be an effective discriminator

of foreign product ratings.

Personality variables found to be associated with

foreign product preference have included: low dogmatism,

low conservatism, and low status concern (Anderson &

Cunningham, 1972). Tongberg's (1972/73) findings showed

that dogmatism was related to foreign product evaluations

only when type of foreign producing country was considered.

High dogmatics held more favorable attitudes toward

products made in countries culturally similar to their own

than products made in culturally dissimilar countries.



27

Interestingly, consumers identified as high dogmatics by

Tongberg (1972/73):

. . . were found to be significantly less aware of the
manufacturing origin of consumer products. Therefore,
even though they tend to be particularly biased
against products made in certain foreign countries,
they may still purchase such products since they are
unaware of where these'products are manufactured.
(p. 101)

Wang (1978/79) found consumers who perceived themselves as

politically liberal were more receptive to foreign products

than those who considered themselves to be political

conservatives. Studies by Tongberg (1972/73) and Anderson

and Cunningham (1972) both showed that personality

variables were more effective than demographic variables in

predicting attitudes toward foreign products.

Attitudes Regarding Imported Apparel

Although little empirical research can be found to

document consumer attitudes regarding imported apparel,

Dickerson (1982b) completed a study in 1981 in which 1,350

adult consumers were interviewed by telephone on the topic

of imported apparel. The sample was drawn from 32 states

and represented a cross section of economic classes in the

American population. The majority of respondents seemed to

prefer domestic apparel over imported apparel. Findings

revealed that 58.5 percent of the respondents indicated

that it was somewhat or very important that clothing they

purchased was produced in the United States.
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As with quality evaluations of imported products in

general, consumer quality evaluations of imported textile

and apparel products have shown evidence of national bias.

Gaedeke (1973) found students rated the quality of textile

products made in the United States considerably higher than

the quality of textile products made in any of the

developing countries tested. Dickerson (1982b) found

consumers most often rated quality of domestic apparel as

"better" than imported apparel. Whereas 47.3 percent of

Dickerson's respondents considered U.S. made apparel to be

of superior quality, only 5.9 percent considered imported

apparel to be superior, and 23.9 percent saw no quality

difference between imported and domestically produced

apparel.

A Newsweek poll (Arena, 1983) conducted by The Gallup

Organization and a consumer sentiment survey conducted by

R. H. Bruskin Associates (1978) for Daily News Record also

showed that quality evaluations favored domestically

produced apparel over imported apparel but to an even

greater extent than found by Dickerson. Of the 915 adults

polled for Newsweek, 75 percent considered American

clothing products to be better than imported clothing

products. Similarly, the Bruskin data indicated that 69.6

percent of the 1,194 males surveyed judged the quality of

U.S. made apparel to be superior to the quality of imported

apparel.

A nationwide survey conducted by Roper Reports (cited
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in Copley News Service, 1985) asked 2000 consumers to

indicate their impressions of garment quality conveyed by

different labels. Twelve different garment labels were

used. Among the variables examined were: country-of-

origin, fiber content, union labor identification, and

recognized seal of approval. The label which was

associated with highest quality was "Made in U.S.A.,"

whereas the label, "Made in Taiwan," received the lowest

quality ranking.

Dickerson (1982a, 1982b, 1984) also included in her

research, questions which investigated consumer awareness

of and feelings about the apparel import issue. The

majority of the respondents were aware of the apparel trade

deficit (63%) and lower apparel production wages in foreign

countries (71%). More than half of the respondents (53%)

felt that stores made more profit on imported apparel than

on domestically produced apparel. Consumer attitudes

toward the apparel import issue were found to be most often

in agreement with the following statements: (a) an apparel

trade deficit is disturbing (63%); (b) the claim by apparel

manufacturers that imported clothing is driving them out of

business is true (64%) and Americans should be concerned

about it (83%); (c) bringing imported clothing into the

U.S. cuts down on jobs for U.S. workers (73%); and, (d) the

federal government should pass stronger laws to limit the

amount of apparel imported into the U.S. (55%) (Dickerson,

1982b).
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As in Dickerson's findings, polls conducted by the

Roper Organization ("Opinion roundup," 1985) and R.H.

Bruskin Associates (Foley, 1983) also revealed that a

majority of the respondents favored protection for the U.S.

apparel industry. In a 1984 Roper public opinion poll, 51

percent of the respondents thought the U.S. government

should reduce the number of garments made in Taiwan, Hong

Kong, and Korea imported into this country. Of more than

1,000 male and female consumers surveyed by R.H. Bruskin

Associates, 70 percent agreed somewhat or very strongly

with:

. the drive by textile and apparel manufacturers
and unions to further limit the importing of foreign-
made apparel to save American jobs, even though it may
mean somewhat higher clothing costs. (Foley, 1983,
p. 12)

Consumer Behavior Associated with Imported Apparel

Although U.S. apparel industry figures of recent years

have shown dramatic increases in the market share of

apparel imports in the U.S. market, consumer purchase

behavior associated with imported apparel has received very

little attention by researchers. Dickerson (1982b) did ask

several questions about purchase behavior related to the

apparel import issue. The following percentages of

respondents indicated that they bought adult clothing made

in other countries:



31

Always or almost always 1.2 %
Quite often 5.8 %
Fairly often 9.3 %
Occasionally 34.2 %
Seldom 38.9 %
Never 10.6 %
(Dickerson, 1982b, p. 4)

Because actual apparel import penetration into the U.S.

apparel market has been placed at approximately 50 percent

(American Textile Manufacturers Institute, 1985), responses

to the above question may have underestimated actual

consumer purchase frequency of imported apparel.

When Dickerson (1982b) asked respondents if they

noticed whether a garment was made in the U.S. or in

another country when clothing was purchased, responses

were:

Do not notice 34.3 %
Sometimes notice 29.1 %
Notice carefully 36.1 %
No response 0.4 %
(Dickerson, 1982b, p.3)

The substantial number of respondents who did not always

notice country-of-origin when purchasing a garment may

explain why the frequency of imported apparel purchases

seemed to be underestimated.

In the first phase of Dickerson's (1982c) research,

408 consumers were classified as frequent or infrequent

buyers of imported clothing based on responses to the

question about how often one purchases clothing made in

other countries. In an attempt to "determine product

qualities or other reasons which influence the consumer in

either choosing or avoiding imported apparel" (Dickerson,
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1982c, p. 245), the respondents were asked to give reasons

for buying or not buying foreign made clothing. No clear

reasons for purchase of domestic or imported apparel

emerged. Many respondents did not give reasons why they

did or did not buy imported apparel. For those who did

provide specific answers, a common response for both

frequent and infrequent purchases of apparel imports was,

"just buy what is wanted, regardless" (Dickerson, 1982c,

p. 245).

Similarly, Smothers (1983) tried "to identify reasons

for female consumers' purchases of either imported or

domestic women's blouses" (p. 6). In a survey of 114

female students and 106 female consumers who had purchased

blouses within the previous three years, chi square

analyses revealed no consistent relationships between

country of origin and purchase motives. Purchase motives

tested were: construction quality, durability, fabric

quality, price, fit, color, designer label or brand name,

unusual detail, and coordination with existing wardrobe.

As in Dickerson's findings, no clear reasons emerged for

the purchase of imported versus domestic apparel. However,

in examining relationships between responses to different

questions in the first phase of her study, Dickerson

(1982c) did find that infrequent purchasers of imported

apparel noticed most carefully a garment's country-of-

origin, felt it was most important to buy domestic

clothing, and were most likely to view the quality of



33

imported clothing to be inferior to the quality of U.S.

made apparel. These relationships suggest that some

consumers may consciously avoid the purchase of imported

clothing because they consider it to be of poor quality.

To investigate the influence of the apparel import

situation on clothing purchase behavior, Dickerson

(1982b) also asked if the impact of apparel imports on U.S.

jobs would affect purchases of garments made in other

countries. The majority of the responses (56.5%) were

"Yes."

It is important to note, that while research by

Dickerson and Smothers did concern purchase behavior, the

consumers surveyed were not involved in an actual purchase

situation. Most information solicited was in regard to

recalled or anticipated purchase behavior.

Consumer Demographics and Apparel Imports

Some attempts have been made to link consumer

demographics to specific consumer attitudes and behavior

associated with apparel imports. Findings have not been

consistent.

For the variable, age, Dickerson (1982b, 1982c) found

that consumers between 30 and 70 years favored American

made apparel to a greater degree than those younger or

older. On the other hand:



34

Respondents under 30 and over 70 years of age were
less apt to be concerned about where garments were
produced and less apt to view imports as inferior to
U.S. goods than consumers in the four middle [age]
categories. (Dickerson, 1982c, p. 249)

Terry (1985) compared age of housewife to household

purchases of selected men's clothing. In contrast to

Dickerson's results, Terry 's findings suggested that

respondents under 34 years and over 55 years tended to make

more purchases of domestic clothing than consumers in other

age groups; and, that consumers in the middle age groupings

were more frequently associated with purchases of imported

garments.

In another study, Smothers (1983) compared blouse

purchases of a group of female students and a group of

female consumers. The students, all under 30 years of age,

puchased more imported than domestically made blouses.

However, the consumer group, in which most respondents were

between 51 and 70 years of age, purchased imported and

domestic blouses in more equal numbers than the student

group. When comparing age to views on apparel import

restrictions, R.H. Bruskin Associates (Foley, 1983) found

respondents aged 50 years and over were the strongest

advocates of restriction of imported apparel into the

United States.

In a comparison of responses of males and females,

Dickerson (1982b, 1982c) found women expressed more concern

about the import issue than did men. Women placed more

value on domestic apparel than did men. Likewise, R. H.
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Bruskin Associates (Foley, 1983) found that women more than

men strongly supported limitation of apparel imports.

Dickerson's (1982b, 1982c) results showed patterns in

responses to questions about apparel imports based on

annual household income levels. The lower and higher

income groups were more inclined to: not notice where

clothing was made, not place importance on puchasing U.S.

made clothing, and not view imported clothing as inferior

to that domestically produced. However, respondents in the

middle income categories, between $10,000 and $40,000,

generally indicated the most concern about the purchase of

domestic versus imported apparel. In her examination of

purchases of selected men's clothing, Terry's (1985)

findings based on income levels were similar to Dickerson's

findings except, households with annual incomes under

$5,000 showed a greater tendency to purchase U.S. made

dress and sport shirts than other households. Results of

the Bruskin survey (Foley, 1983) were consistent with

Dickerson's findings. Respondents in the $20,000-$29,000

annual income category were most in favor of limiting

apparel imports. Whereas those with incomes $40,000 or

above indicated the most opposition to restriction of

apparel imports.

In a comparison of consumer views of imported apparel

and education of head of household, Dickerson (1982c) found

a positive relationship between awareness of country-of-

origin and education level. Although not statistically
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significant, her findings also suggested that as education

level increased, concern with the import issue decreased.

Terry (1985) found more frequent purchases of domestically

made men's dress shirts when the highest level of education

completed by the head of household was grammar school.

Conversely, more frequent purchase of imported men's dress

shirts was found when the head of household had a college

education.

Dickerson (1982c) did not find occupation of head of

household to be significantly related to views about

imported apparel. Interestingly, there was a tendency for

consumers to notice country-of-origin less as the

"prestige" of the occupation category increased. In

Terry's (1985) study, households of laborers and retirees

were more likely to purchase only domestic men's shirts or

only imported men's shirts than a combination of imported

and domestic shirts. Households engaged in farming were

also associated with frequent purchase of domestically

produced men's shirts. However, the purchase of a

combination of domestic and imported men's shirts was found

to be significantly associated with households of persons

in professional and management positions, suggesting less

concern for the import issue among persons in these

occupations than in other occupational categories.

Dickerson (1982c) reported that consumers who shopped

most in department stores were less likely to notice where

a garment was made than were consumers who shopped in other



37

types of stores. Discount store customers most noticed

country-of-origin.

Dickerson (1982c) could find no obvious trends in

consumer sentiment toward apparel imports based on state of

residence. However, differences between consumers living

in cities, towns, and rural areas did emerge. City

dwellers seemed least concerned about the import issue,

town residents seemed most concerned, and rural residents

showed varied responses, depending on the specific

question. Terry (1985) also found city and suburban

dwellers more frequently purchased imported men's slacks

than did residents of less populous locations.

The Apparel Purchase Decision

Consumer purchase decisions are generally

characterized by either high or low involvement by the

consumer. According to Engel and Blackwell (1982), high

involvement in decision making is defined as:

. . . the activation of extended problem solving
behavior when the act of purchase or consumption is
seen by the decision maker as having high personal
importance or relevance. (p. 24)

The problem solving nature of high involvement purchases

includes active search and use of information. Engel and

Blackwell (1982) further stated that high involvement often

accompanies purchases when the product is perceived as

reflecting one's self-image, when the product is costly and

risks of a wrong decision are considered high, or when
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there is stong reference group influence or pressure.

Involvement can be "best detected by the number of product

attributes actually weighed and evaluated in the decision

process" (Engel & Blackwell, 1982, p. 25). These authors

have linked high involvement to clothing purchases,

particularly as products which reflect self-image.

According to Kotler (1984), "Consumers go through

complex buying behavior when they are highly involved in a

purchase and aware of significant differences existing

among brands" (p. 143). Marketers have developed stage

models of the buying decision process which are relevant to

complex decision making. The five stages of the buying

process model presented by Kotler include: (1) problem

recognition; (2) information search; (3) evaluation of

alternatives; (4) purchase decision; and, (5) postpurchase

behavior. Although this model was used for the present

study, this researcher recognized that all clothing

purchases are not significantly important to warrant high

involvement or complex buying behavior.

The present study was concerned with the third and

fourth stages of the buying process model, evaluation of

alternatives and purchase decision, as they relate to the

purchase of imported versus domestically produced apparel.

Engel and Blackwell (1982) indicated that evaluative

criteria are used in the evaluation of product

alternatives. Evaluative criteria were described as, "the

specifications and standards used by the consumer to
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evaluate products and brands" (Engel & Blackwell, 1982, p.

27). Kotler (1984) observed that a number of factors are

involved in the evaluation of product alternatives

including: a bundle of product attributes, differing

importance weights of relevant attributes, brand image

associated with product attributes, and the utility

function of each attribute. Once product alternatives have

been evaluated and preferences established, a purchase

intention can be formed which can lead to the actual

purchase decision. In some cases however, the intended

product choice may differ from the actual purchase choice

due to intervening variables including attitudes of others

and unanticipated situational factors.

According to Myers and Alpert (1968), there are

product features that predispose consumers to purchase

action more than other features. They stated:

Attitudes toward features which are most closely
related to preference or to actual purchase decisions
are said to be determinant; the remaining features or
attitudes--no matter how favorable--are not
determinant. (Myers & Alpert, 1968, p. 13)

Myers and Alpert stated that determinant attributes are

important attributes but must also differentiate one

product offering from another. For instance, if all

product offerings are perceived similarly in terms of an

important product attribute, that attribute does not

operate as a determinant attribute.

Jacobi and Walters (1958) have identified critical

attributes in dress-buying behavior that seem to correspond
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to determinant attributes. After the dress buyer has

gathered desired information and narrowed garment choices

to several, actual purchase choice depends on critical

attributes. As the purchase decision is made:

All product attributes are of equal importance .

If one is missing, a purchase probably will not occur.
Therefore, the attribute least available becomes
critical. (Jacobi & Walters, 1958, p. 168)

Consumer decision making for apparel products often

seems to involve a complex process influenced by many

factors. Sproles (1979) considered apparel consumers to be

"systematic, active, rational seekers and users of

information in decision making" (p. 191). Consequently,

evaluative criteria are an important consideration in the

apparel purchase decision.

Clothing Evaluative Criteria

In a review of country of origin effects on buyer

product evaluations, Bilkey and Nes (1982) identified

country-of-origin as an information cue. Information cues

can be both intrinsic (e.g., design, fit) or extrinsic

(e.g., price, brand name) to the product. In addition,

information cues provide a basis on which customers may

evaluate products. According to the definition by Bilkey

and Nes, information cues could also be considered

evaluative criteria in product evaluation. Previously

cited research on attitudes regarding imported products

suggested that country-of-origin exerts considerable
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influence on quality evaluations of products in general.

In addition, findings reported by Dickerson (1982b)

suggested that country-of-origin influenced the apparel

purchase decision. On this basis, it is reasonable to

infer that country-of-origin may have importance as an

evaluative criterion in the apparel purchase decision.

A number of researchers have investigated evaluative

criteria related to clothing. However, terms used in

reference to criteria varied by study. Some terms used

were: selection criteria, determinant attributes and

informational requirements. An exploratory study by

Blackwell and Hilliker (1978) used focus groups to

determine and integrate a useful list of clothing decision

elements. Respondents generated a number of decision

elements. The most commonly expressed were:

fashionability, color, fit, price, care, construction,

performance, durability, comfort, versatility, style or

design, fiber content, brand, and liking of the garment.

Price was found to be the clothing attribute most

consistently ranked as "important" or "most important" in

the literature reviewed (Jenkins & Dickey, 1976; Kundel,

1976; Lee, 1983; Martin, Jr., 1971-72; Miller, 1977;

Smothers, 1983). Color also received high ratings

consistently (Lee, 1983; Martin, Jr., 1971-72; Miller,

1977; Smothers, 1983). Several researchers found both

comfort and fit to be important evaluative criteria

(Kundel, 1976; Lee, 1983; Morris & Prato, 1981). Other
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factors which have been found to be important evaluative

criteria include: style or design (Lee, 1983; Miller,

1977); tactile sensation of softness (Lee, 1983; Morris &

Prato, 1981); overall appearance (Jenkins & Dickey, 1976;

Lee, 1983); performance or durability (Jenkins & Dickey,

1976; Morris & Prato, 1981); overall garment quality

(Jenkins & Dickey, 1976); care requirements (Jenkins &

Dickey, 1976); garment construction (Miller, 1977);

coordination with existing wardrobe (Smothers, 1983); fiber

content (Martin, Jr., 1971-72); brand (Jenkins & Dickey,

1976); unusual detail, trim or styling (Smothers, 1983);

fabric quality (Smothers, 1983); and liking of garment

(Kundel, 1976).

Lee (1983) researched garment attributes determining

the purchase of sweaters. A student sample was asked to

recall the importance of listed garment attributes from a

previous sweater purchase. In order of importance,

significant attributes that determined sweater purchases

were: overall appearance, style or design, color, fit,

price, and feel of fabric. In addition, Lee found that

attributes which represented aesthetic qualities were more

determinant for sweater purchases than for purchases of

jeans.

Morganosky (1984) compared aesthetic and utilitarian

values in clothing and accessories. Female consumers were

willing to pay most for articles considered to have high

aesthetic value, regardless of high or low utility value.
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Conclusions

Little is known about the various aspects of the

consumer/apparel import relationship. Dickerson (1982b,

1982c) has examined consumer attitudes and preferences

regarding apparel imports and found consumers preferred

U.S. apparel products. Yet, the significant increases in

apparel import penetration into the U.S. market indicate

increased purchases of imports by U.S. consumers.

Recently, an increasing number of researchers have

addressed price and quality comparisons of imported and

domestically made apparel. Findings have shown imported

apparel to be of similar quality and lower price than

domestically made apparel. This may partially explain the

discrepencies in expressed preferences and actual purchases

of apparel products. In addition, lack of consumer

awareness of country-of-origin at the time of purchase may

account for increased purchases of imported apparel.

Lack of awareness of country-of-origin at point of

purchase raises the question of importance of country-of-

origin in the actual purchase decision. If consumers do

not seek country-of-origin information at the time of

purchase, country-of-origin may not be an important or

critical purchase criterion. Dickerson asked consumers

(1982b) how important county-of-origin was in the apparel

purchase decision and the majority of respondents indicated

that it was somewhat or very important. However, absolute

importance of one decision factor can not be determined
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when its importance relative to other decision factors is

not known.

In addition, responses to Dickerson's questions about

the influence of country-of-origin on purchase behavior

were in regard to recalled or anticipated purchase behavior

rather than in an actual purchase situation. Although a

body of research has established general consumer attitudes

regarding the effect of country-of-origin on product

evaluations, Bilkey and Nes (1982) have pointed out that

the behavioral importance of country-of-origin has yet to

be established. In assessing research needs, they stated:

Both the theoretical and practical consequences of the
country-of-origin cue are so great that additional
research on the subject would seem urgently needed.
For example, how important is the cue? How can it be
reduced or compensated? Such research must involve
more than single cue surveys and experiments;
multi-cue studies conforming as nearly as possible to
real life purchasing conditions are needed. (Bilkey
& Nes, 1982, p. 94)

It is apparent that the nature and the extent of the

influence of country-of-origin on actual apparel purchase

behavior needs to be examined. It is on this premise and

on the findings reported in this review of literature that

the following research hypotheses have been formed.

Research Hypotheses

H1: Importance of country-of-origin differs from the

importance of other selected purchase criteria in the

decision to purchase a garment.
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112: Consumers who purchase U.S. made apparel are more

frequently aware if garments are U.S. made or imported than

consumers who purchase imported apparel.

H3: Country-of-origin is more important to consumers who

purchase U.S. made apparel than to consumers who purchase

imported apparel.

H4: Country-of-origin is more important to apparel

purchasers who are aware if garments are U.S. made or

imported than to purchasers who are not aware.

H3: The importance of country-of-origin differs according

to the age, education, income, and occupation of apparel

purchasers.

H.: Importance of country-of-origin is positively related

to the price paid for a garment.

H,: The importance of country-of-origin shows a

hierarchical pattern among purchasers of foreign and

domestic apparel.

a. Country-of-origin is more important to consumers

who purchase U.S. made apparel than to consumers who

purchase apparel imported from other developed

countries.

b. Country-of-origin is more important to consumers

who purchase apparel imported from developed countries

than to consumers who purchase apparel from developing

countries.
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H.: Awareness of country-of-origin shows a hierarchical

pattern among purchasers of foreign and domestic apparel.

a. Consumers who purchase U.S. made apparel are more

frequently aware of country-of-origin than consumers

who purchase apparel made in other developed

countries.

b. Consumers who purchase apparel imported from

developed countries are more frequently aware of

country-of-origin than consumers who purchase apparel

made in developing countries.
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CHAPTER III

METHODOLOGY

To examine the influence of country-of-origin on

garment purchase behavior, the survey method was selected

for this study. Consumers were asked to complete

questionnaires at the point of purchase. This chapter

includes sections on questionnaire development, sample

selection, data collection, and statistical analysis.

Questionnaire Development

A questionnaire and cover letter were developed for

use in this study (see Appendix A). The first section of

the questionnaire was designed to measure the importance of

country-of-origin and other evaluative criteria in the

apparel purchase decision. A bi-polar semantic

differential scale was used to measure the importance of

selected evaluative criteria in consumers' purchase

decisions. The terms used to anchor this seven-point scale

were not at all important and very important.

Evaluative criteria selected for inclusion in this

study were primarily those found to be important by

Blackwell & Hilliker (1978), Jenkins & Dickey (1976),

Kundel (1976), Lee (1983), Martin, Jr. (1971-72), Miller

(1977), Morris & Prato (1981), and Smothers (1983).
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However, several criteria found to be important by previous

researchers were not included on the questionnaire because

their more general nature seemed to embody several criteria

already selected for evaluation. Specifically, comfort,

overall appearance, general liking, and overall garment

quality were not included for evaluation in the present

study on this basis.

Because type of garment may influence which criteria

are important in a purchase decision, garment type was

limited to women's sweaters. Women's sweaters were

selected for the following reasons: this clothing category

has experienced high import penetration (Seidel, 1983);

sweaters were expected to be plentiful in the apparel

market during the time of data collection (the fall-winter

season); and no other studies were found in which imported

women's sweaters were investigated.

Evaluative criteria selected from previous research

were screened by the researcher for appropriateness to

sweater purchase decisions. Subsequently, several criteria

were deleted or modified. Fabric quality and garment

construction did not seem appropriate for evaluation of a

knitted sweater. Instead, the term "quality of workmanship"

was used in this study. Also, the actual durability and

performance of a garment can not be evaluated at the time

of purchase. As a result, durability was modified to read

"expected durability." The criterion, performance, was not

included in this study because the meaning of this term was
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considered to be too vague for some consumers. Though not

previously studied, the garment attribute, warmth or

coolness properties, was added to the evaluative criteria

included in this study because it seemed specifically

appropriate to sweater purchase decisions.

The evaluative criteria included: fit, designer label

or brand name, expected durability, color, country where

garment was made, warmth or coolness properties, ease of

care, its in fashion, store, price, quality of

workmanship, coordinates with existing wardrobe, fiber

content (such as wool, cotton, or acrylic), feel of

garment, and style or design. The evaluative criteria were

randomly ordered on the questionnaire. Wording was aimed

at a general audience.

Because country-of-origin is a product attribute of a

garment, other evaluative criteria selected for this study

were also product related. With the exception of "store,"

all the criteria were directly related to the garment,

either intrinsically or extrinsically. This allowed for a

comparison of the importance of different product

attributes in the sweater purchase decision. "Store" was

included to facilitate store cooperation with data

collection. Findings concerning this criterion should be

of interest to store decision makers that allowed surveys

of their customers.

The second section of the questionnaire was designed

to measure the most and least important criteria which
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influenced respondents' purchase decisions. This section

was included to substantiate and/or clarify the findings in

the first section.

The third section of the questionnaire was designed to

measure the subject's awareness of the garment's country-

of-origin at the time of purchase. Of primary interest was

whether the respondent knew if the garment just purchased

was U.S. made or foreign made. In addition, purchasers who

reported purchase of an imported garment were also asked if

they recalled in what country their sweater was made. This

second question was included to determine the extent of

awareness of foreign country-of-origin. Awareness of

country-of-origin was verified by information taken from

the sweaters purchased while subjects completed their

questionnaires.

The remainder of the questionnaire measured

demographic characteristics of the subjects. Demographic

variables measured were: occupation, education, age, and

household income.

The questionnaire was pretested in a women's clothing

specialty store to identify any problems with wording or

administration. The wording of the questionnaire was found

to be acceptable. However, 2 of the 11 respondents wrote

in, "coordinates with existing wardrobe," as an important

evaluative criterion in decision to purchase a sweater.

This criterion had not been included in the pretest because

of its general nature. However, due to the pretest
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responses, this criterion was included in the final form of

the questionnaire.

Sample

The sample consisted of adult female shoppers who

purchased sweaters for personal use. Eligibility was

determined when subjects were first contacted by a

researcher. Those purchasers who bought a sweater for

another person were not surveyed.

Sweater purchasers were surveyed in one unit of a

regional multiunit department store and in five stores

within the same discount store chain. All stores were

located in the Portland, Oregon, metropolitan area.

Purchasers were contacted in two different types of stores

in order to make comparisons between department store

shoppers and discount store shoppers. In addition, it was

hoped that collection of data at two types of stores would

also make the sample more diverse in terms of socioeconomic

profile.

Store inclusion in the survey was not only based on

store type and location, but also on the proportions of

U.S. and foreign made sweaters stocked in each store.

Stores were considered for inclusion in the study only

after the women's sweater offerings were examined and found

to include a substantial proportion of both domestic and

foreign made sweaters. Because of the high penetration of

imported sweaters in the U.S. apparel market, it was
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necessary to determine that enough U.S. sweaters were

offered to insure that customers did have some choice

between U.S. and foreign made sweaters. A substantial

proportion of U.S. sweater purchasers was also needed for

making statistical comparisons with purchasers of imported

sweaters.

Data Collection

The questionnaire was administered by the researcher

and five trained research assistants in the store setting.

Research assistants were given verbal instructions for

administration of the survey prior to their experience in

the stores. In addition, they were provided with written

instructions for reference when in the store setting (see

Appendix B).

Consent to conduct the survey on store premises was

obtained from store management. Store consent was secured

through a series of written and oral communications. All

prospective stores were sent packets of information

including: a letter of introduction, a summary of related

research, research objectives, the cover letter, the

questionnaire, and the proposed methodology for

administration of the questionnaire.

Customers were approached as they completed a sweater

purchase transaction and were asked to complete a

questionnaire about the garment just purchased.

Respondents were offered a copy of the cover letter to
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keep. With permission from the respondent, the researcher

took information from the sweater purchased and recorded it

on a purchase information sheet (see Appendix C) while the

respondent filled out the questionnaire. Information

recorded from the garment included: price, country-of-

origin, and name on the garment label. The intent was to

record the actual price paid for the garment. Hence, for

sale garments, the price recorded was the sale price.

Sweater purchasers were contacted as they became

available. When a researcher finished with one respondent,

the next available sweater purchaser was approached.

Researchers also recorded the number of sweater purchasers

who were approached but who declined to participate in the

survey. Purchasers who bought more than one sweater were

asked to select one of the sweaters for reference in

completing the questionnaire.

The procedure for contacting sweater purchasers

differed between the department store and the discount

stores due to the type of store. Discount store customers

were approached at the centralized checkout area. One

researcher observed the traffic through all the

checkstands. However, department store customers were

approached in all the departments where women's sweaters

were sold. There were approximately eight different

departments that offered women's sweaters. Several

departments had multiple sales counters. Three to five

researchers worked in the department store at one time.
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Each researcher was assigned to a specific area in the

store so that all areas offering women's sweaters were

observed during the time of data collection.

Sweater purchasers were surveyed over a three and

one-half week period in late January and early February of

1986. Department store customers were surveyed in the

morning, afternoon, and evening both on a weekday and on

the following Saturday. Because the discount stores had

lower sweater volumes and consequently slower sweater sales

than the department store, discount store customers were

surveyed only during the times of the most customer

traffic, Saturdays from 11:00 a.m. to 4:00 p.m. Customers

were surveyed in discount stores on three consecutive

Saturdays. An attempt was made to collect data in a

discount store on one weekday but no women's sweaters were

purchased. Of the five discount stores surveyed, shoppers

were contacted in one store on three Saturdays, in another

store on two Saturdays, and in the three remaining stores

on one Saturday each. Only the stores which generated a

considerable number of sweater purchases were visited more

than once.

For the purposes of this study, "sweaters" were

considered to be all sweater tops in all sleeve lengths.

Both pull-over and cardigan styles were accepted as

sweaters. However, knit tops made of T-shirt and sweat

shirt fabrics were not considered for inclusion in this

study.
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Analysis

Data collected for this study were analyzed using

paired t-tests, t-tests, the Pearson product moment

correlation coefficient, chi-square analysis, and frequency

distributions. The Number Cruncher Statistical System

(NCSS) was used for statistical computations (Hintz, 1984).

The significance level used was .05.

The paired t-test was employed for determination of

the importance of country-of-origin relative to the

importance of other purchase criteria in the decision to

buy a sweater (H1). Unpaired t-tests were used to examine

the relationship between importance of country-of-origin

and the following variables: purchase of imported or

domestic sweaters (H3); awareness of country-of-origin

(H4); and store type. In addition, t-tests were used in

the sample description to analyze differences between

department store and discount store sweater purchasers.

The t-test and paired t-test were used with data

provided by the semantic differential because the semantic

differential scale provided interval data. Zikmund (1982)

stated that this assumption is widely accepted by marketing

researchers but added that some critics maintain that "the

data only has ordinal properties since the weights are

arbitrary" (p. 318). Strictly speaking, interval scales

should possess the characteristics of absolute zero (or a

natural origin) and equal intervals. According to

Kerlinger (1973) and Torgerson (1958), establishment of a
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neutral point can act as a natural origin. Torgerson

(1958) stated:

In measurement of such attributes as attitudes,
esthetics, preferences, and value, the natural origin
occurs within the series and can be described as a
neutral point such that all stimuli or individuals in
one direction are favorable, pleasant, liked, or
wanted as the case may be, whereas all those on the
other side are unfavorable, unpleasant, disliked, or
not wanted. (p. 30)

The semantic differential scale used in this study has a

central, neutral point. In regard to interval equality,

Kerlinger (1973) stated, "It is probable that most

psychological and educational scales approximate interval

equality fairly well" (p. 440). Kerlinger (1973) added

however, that researchers do need "to be constantly alert

to the possibility of 'gross' inequality of intervals" (p.

441).

Therefore, in view of the research objectives of this

study and general acceptance of such practice by

researchers, the data collected by use of the semanatic

differential scale were treated as interval data.

Otherwise, as Kerlinger (1973) stated, "we cut off powerful

modes of measurement and analyses and are left with tools

inadequate to cope with the problems we want to solve" (p.

440).

Pearson's correlation coefficient was used to test for

correlation between importance of country-of-origin and

price paid for sweaters (He). A parametric correlation

test was used because of the continuous and interval nature

of the price data.
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Chi-square analyses were used to test the relationship

between the purchase of U.S. or foreign made sweaters and

awareness of country-of-origin (H.) and to test the

relationships between importance of country-of-origin and

the demographic variables of age, education, income, and

occupation (H5). Chi square analysis was also used for

sample description, particularly in comparisons between

department store and discount store sweater purchasers.

Frequency distributions were used to measure the most

and least important purchase criteria in the decision to

purchase a sweater, to measure consumer awareness of

country-of-origin, and for sample description.

The relationship between U.S. made, imported from a

more developed country, or imported from a less developed

country and other variables (H,, H.) could not be tested

due to very low response rates in some categories.
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CHAPTER IV

RESULTS AND DISCUSSION

The purpose of this study was to determine the

importance of country-of-origin in the apparel purchase

decision. The study objectives included: to determine the

importance of country-of-origin relative to other purchase

criteria; to determine consumers' awareness of country-of-

origin; to examine the relationship between importance of

country-of-origin and other variables; and to examine the

relationship between level of economic development of

country-of-origin and other variables. The presentation of

findings and hypothesis testing has been organized to

address these objectives. The sections of this chapter

include: (1) sample description; (2) importance of

country-of-origin relative to other purchase criteria; (3)

awareness of country-of-origin; (4) the relationship

between country-of-origin and other variables; and (5) the

relationship between economic development of country-of-

origin and other variables.

Sample Description

Size

Overall, 245 qualified subjects were approached and

asked to fill out a questionnaire. Of these subjects, 61
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sweater purchasers refused to participate in the study.

The resulting response rate for the total sample was 75

percent. However, the response rate was substantially

different based on store type. The response rate for

department store customers was 83 percent compared to 57

percent for discount store customers.

Although 184 qualified respondents filled out

questionnaires, three were not usable. Two subjects

supplied inappropriate responses indicating that they did

not understand the questions. In one case a woman filled

out the demographic information for the child accompanying

her instead of for herself. In the other case, an elderly

woman filled in written responses such as "cotton" for

fiber content, rather than circling importance ratings.

The third subject did not provide importance ratings for

any of the purchase criteria.

The resulting sample consisted of 181 sweater

purchasers of whom 138 (76%) were department store shoppers

and 43 (24%) were discount store shoppers. The responses

were fewer for discount shoppers primarily because the

discount stores carried smaller sweater volumes than the

department store, and because the discount stores surveyed

were experiencing slow sweater sales. For the discount

stores, most of the winter sweaters had already been sold

and the consumers may have perceived it to be too early in

the season to purchase the available spring sweaters.
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Purchase of Imported and Domestic Sweaters

As expected from the literature reviewed and the

examination of sweater offerings prior to data collection,

imported sweaters constituted a large portion of the

sweaters purchased by respondents. Sixty-two percent of

the respondents purchased imported sweaters and 38 percent

purchased U.S. made sweaters. Again, a substantial

difference was observed based on store type. As shown in

Table 2, approximately 70 percent of the department store

shoppers purchased imported sweaters, whereas only 40

percent of the discount store shoppers purchased imported

sweaters. This finding is consistent with the estimations

of store sweater stock made prior to the survey. Upon

observation, it appeared that 60 to 80 percent of the

sweaters offered in the department store were imported and

30 to 40 percent of the sweaters offered in the discount

store were imported.

Table 2

Purchase of U.S. and Foreign Made Sweaters
by Store Type

U.S./Foreign Dept. Store Discount Store Total
Made

U.S. Made 42 30.4 26 60.5 68 37.6

Foreign 96 69.6 17 39.5 113 62.4

Total 138 100.0 43 100.0 181 100.0
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Demographics

Respondents were asked to indicate age, education, and

income levels. They were also asked to indicate

occupational category. Frequency distributions for

responses to the demographic questions for department store

shoppers, discount store shoppers, and for the total sample

are given in Table 3.

The age group most heavily represented in the present

study was 30 to 39 years. This was true for the sample as

a whole and for both store types. For the total sample, 31

percent of the respondents were in this age category.

Findings showed department store shoppers and discount

store shoppers to be relatively similar in age

distribution. Chi-square analysis showed no significant

difference in age between the two groups (chit = 5.51, df =

6, p = .480).

The educational level most frequently indicated by the

sample was some college with 39 percent. However,

observation of Table 3 shows very few or no responses in

several education categories. Due to these low response

frequencies, the data were collapsed into fewer categories

for subsequent chi-square analysis. The resulting

educational categories included: high school or less, some

college (includes trade or vocational school), and college

graduates. The findings for the collapsed data (see Table

4) showed significant differences between sweater

purchasers at department stores and sweater purchasers at
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TABLE 3

Frequency Distributions and Percentages:
Demographic Data

Department Discount Total
Store Shoppers Store Shoppers Sample

f % f % F %

Age Distribution

Under 20
20-29
30-39
40-49
50-59
60-89
70+
Total

Education

< 8th grade
Some high sch.
High sch. grad.
Trade/voc. sch.
Some college
College grad.
Adv. college
Total

Household Income

Under 10,000
10,000 - 19,999
20,000 - 29,999
30,000 - 39,999
40,000 - 49,999
50,000+
Total

Occupation

Prof./mgt.
Service Occu.
Sales/clerical
Craftsman
Technician
Laborer
Homemaker
Student
Retired
Total

7 5 2 5 9 5
29 21 8 19 37 21
41 30 15 36 58 31
24 18 7 17 31 17
18 13 9 21 27 15
13 10 1 2 14 8
5 4 - 5 3

137 100 42 100 179 100

3 2 - 3 2
3 2 3 7 6 3

20 15 13 31 33 19
1 1 - 1 1

53 39 17 41 70 39
33 24 7 17 40 23
23 17 2 5 25 14

136 100 42 100 178 100

10 8 5 12 15 9
19 16 7 17 26 16
25 21 7 17 32 20
16 13 10 24 26 16
17 14 8 20 25 15
34 28 4 10 38 24

121 100 41 100 162 100

53 39 15 36 68 38
10 7 6 14 16 9
27 20 7 17 34 19
2 2 1 2 3 2
2 2 2 5 4 2
1 1 1 2 2 1

21 15 8 19 29 16
12 9 2 5 14 8
9 7 - - 9 5

137 100 42 100 179 100
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discount stores according to educational level (chit =

8.33, df = 2, p = .016). Although both groups contained a

similar proportion of respondents with some college, the 41

percent of department store shoppers with a college degree

was almost twice the proportion of discount store shoppers

with a college degree (21%). The proportion (38%) of

discount store sweater purchasers with an education level

of high school or less was twice the proportion (19%) of

department store sweater purchasers who were in that

category.

Table 4

Education Level of Sweater Purchasers
by Store Type

Education Department Discount Total
Level Store Store Sample

f f

High School
or Less 26 19.1 16 38.1 42 23.6

Some
College 54 39.7 17 40.5 71 39.9

College
Graduate 56 41.2 9 21.4 65 36.5

Total 136 100.0 42 100.0 178 100.0

chi' = 8.33, df = 2, 2 = .016



64

The distribution of household income was very diverse

for the sample with representation in all income

categories. As shown in Table 3, the fewest responses were

for household incomes under $10,000 (9%), and the most

responses were for household incomes of $50,000 or greater

(24%). Chi-square analysis did not show sweater purchasers

at department and discount stores to be significantly

different according to household income (chi2 = 8.11, df =

5, E = .150). However, department store sweater purchasers

included the greatest proportion of respondents at the

highest income level and the smallest proportion of

respondents at the lowest income level suggesting a trend

toward higher incomes for department store shoppers in this

sample. The department store used in the present study is

located in an affluent area. This may have influenced the

rather high income levels reported for deparment store

shoppers.

Three occupational categories were found to be more

heavily represented than other categories for this sample.

Thirty-eight percent of the respondents indicated having

professional or management related occupations. Sales and

clerical positions comprised 19 percent of the responses

and homemaker comprised 16 percent. Less than 10 percent of

the respondents indicated having occupations in each of the

remaining categories. Department store and discount store

sweater purchasers did not differ significantly in

occcupational distribution (chi2 = 8.19, df = 8, 2 = .415).
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Price Paid for Sweaters

The amount paid for a sweater ranged from $3 to $118

The mean price paid was $20. As indicated in Table 5, the

price distributions for department store sweater purchasers

and discount store sweater purchasers were markedly

different. A t-test of group means showed a significant

difference in price paid (t = 7.07, R = .001). The mean

price paid for sweaters purchased in the department store

was $23 compared to the mean price of only $9 for sweaters

purchased in the discount stores.

Table 5

Price Paid for Sweaters
by Store Type

Price Paid
for

Sweater

Department
Store

Discount
Store

Total
Sample

n % n % N %

$10 or under 7 5 28 65 35 19

$11 $20 69 50 15 35 84 47
$21 $30 44 32 44 24

$31 $40 8 6 8 4

$41 $50 6 4 6 3

$51 $60 1 1 1 1

$61 $70 1 1 1 1

$71 $80 -

$81 $90
$91 -$100
$101-$110
$111-$120 1 1 1 1

Total 137 100 43 100 180 100
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The price paid for domestic and foreign made sweaters

was compared. The mean price paid for U.S. made sweaters

was $16 and the mean price paid for imported sweaters was

$22. However these findings are somewhat misleading due to

the influence of store type on price paid for sweaters.

Table 6 shows the distribution of price paid for U.S. and

foreign made sweaters based on type of store.

Table 6

Prices Paid for U.S. and Foreign Made Sweaters
by Store Type

Price Paid Department Store Discount Store
for

Sweater U.S. Made Foreign U.S. Made Foreign
f % f % f % f %

$10 or less 7 7 16 62 12 71

$11-20 32 76 37 39 10 39 5 29
$21-30 7 17 37 39 - -

$31 -40 2 5 6 6

$41-50 1 2 5 5

$51-60 1 1

$61-70 1 1

$71-80
$81 -90
$91-100

$101-110 - -

$111-120 1 1

_ -

- _
_ -

Total 42 100 95 100 26 100 17 100

The mean price of U.S. made and imported sweaters

purchased at the department store was $20 and $25

respectively. The foreign made sweaters were found to be

significantly higher priced than the domestically produced
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sweaters (t = -2.05, p = .042). The frequency distribution

of prices paid for department store sweaters shows a larger

price range for the imported sweaters than for the American

made sweaters. In fact, 76 percent of the U.S. made

sweaters were in the $11 to $20 price range. The

observation that most of the U.S. made sweaters sold were

cotton summer tops may account for the price distribution

and may also account for a lower mean price for U.S. made

than for imported sweaters. Sales of imported sweaters

seemed to cover a much broader range of sweater styles than

sales of domestic sweaters.

For discount stores, the mean price of U.S. made

sweaters was $9.62 and the mean price of foreign made

sweaters was $8.29. Although the mean price of the U.S.

made sweaters was higher than that of the imported

sweaters, the difference was not found to be significant

(t = 1.08, 2. = .286).

In previous studies (Cline, 1979; Terry, 1985; Dardis,

Spavik, and Shih, 1985), prices of imported apparel were
,

found to be lower than prices of very similar U.S. made

apparel. However, the present study did not attempt to

control for price comparisons between similar domestic and

imported sweaters and can not be compared to previous

studies on that basis. Price findings were reported here

for descriptive purposes. But present findings are very

interesting in view of the commonly held belief that
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apparel imports dominate the lower priced, lower quality,

and least fashion sensitive apparel categories.

Importance of Country-of-Origin
Relative to Other Purchase Criteria

Mean importance scores were calculated for country-of-

origin and the other purchase criteria included in this

study. This was done by assigning a value to each point on

the semantic differential scale used to measure importance.

The values ranged from one to seven. Not at all important

was assigned a value of one and very important was assigned

a value of seven. The response frequencies are given for

each purchase criterion in Table D-1 (see Appendix D).

Due to a low response rate, the purchase criterion

category labeled "other" was not compared to other

categories. Twelve respondents wrote in a response for

this category, but only eight gave the category an

importance rating. Of the twelve responses, only the

criterion "it was on sale" received more than one

nomination. That response was cited four times and the

following purchase factors were cited once: U.S. made,

washable, allergy to fiber, part of work uniform, long

sleeves, fashion look, appearance on the wearer, and

appearance after laundering.
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Table 7

Mean Importance Scores of Sweater Purchase Criteria
by Order of Importance

Purchase Criteria Mean

Fit 6.47
Color 6.41
Coordinates with existing wardrobe 6.27
Quality of workmanship 6.18
Style or design 6.18
Expected durability 5.74
Feel of garment 5.67
Ease of care 5.66
Price 5.59
Fiber content 5.16
Fashion 5.07
Warmth or coolness properties 4.75
Store 3.24
Designer label or brand name 2.51
Country-of-origin 2.40

As can be observed in Table 7, fit received the

highest mean importance score and country-of-origin

received the lowest mean importance score for the selected

purchase criteria. Paired t-tests were employed to

ascertain if the importance of country-of-origin was

significantly different from the importance of other

purchase criteria. Since country-of-origin received the

lowest mean importance score, country-of-origin was first

compared to the next lowest mean importance score and this

process continued until a significant difference was found.

The paired t-test between country-of-origin and designer

label or brand name revealed no significant difference in

importance (paired t = -.63, p = .533). However, the

paired t-test between importance of country-of-origin and
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the next highest criterion, store, was found to be

significant (paired t = -4.57, p = .001). Consequently,

all criteria ranking above store in importance would also

be significantly more important than country-of-origin in

the decision to buy a sweater.

Based on these findings, Hypothesis 1 was accepted for

all selected purchase criteria except for designer label/

brand name. Importance of country-of-origin was found to

be significantly different from the importance of all the

other selected purchase criteria in the decision to

purchase a woman's sweater. Additionally, not only was

country-of-origin found to differ in importance from other

purchase criteria, but also country-of-origin was found to

be significantly less important than all other selected

purchase criteria except for designer label/brand name in

the decision to buy a sweater.

For the most part, criteria found to be important in

the decision to buy a sweater were consistent with findings

of previous researchers. Fit (Blackwell & Hilliker, 1978;

Kundel, 1976; Lee, 1983; Morris & Prato, 1981) and color

(Blackwell & Hilliker, 1978; Lee, 1983; Martin, Jr.,

1971-72; Miller, 1977; Smothers, 1983) have been found to

be important clothing evaluative criteria in other studies.

However, priced which was most consistently reported by

several researchers to be an important clothing evaluative

criterion (Jenkins & Dickey, 1976; Kundel, 1976; Lee, 1983;

Martin, Jr., 1971-72; Miller, 1977; Smothers, 1983), was
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not among the criteria receiving the highest means in the

decision to buy a sweater in the present study.

When respondents were asked to indicate the "most" and

"least" important factors in the decision to purchase a

sweater, the responses were consistent with the mean

importance ratings for the purchase criteria (see Table 8).

Fit clearly received the most nominations for the "most

important" purchase criterion and country-of-origin clearly

received the most nominations for the "least important"

sweater purchase criterion. As with the mean importance

scores, a number of criteria were considered very important

to the purchase decision. The purchase criteria selected

most frequently for "most important" purchase factor were:

fit, color, coordinates with wardrobe, price, and style or

design. For the criterion considered "least important" to

the purchase decision, three criteria distinctly received

the most nominations. They were: country-of-origin,

designer label or brand name, and store. These same three

criteria were also associated with low mean importance

scores.

Dickerson's (1982b) findings suggested that country-

of-origin exerted greater influence on the apparel purchase

decision than do findings reported in the present study.

Although more than 50 percent of Dickerson's respondents

indicated that it was somewhat or very important that

clothing they purchased was produced in the United States,
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Table 8

Purchase Criteria Selected as Most and Least Important
in the Sweater Purchase Decision

Most Important Criterion Nominations

Fit 50
Color 30
Coordinates with wardrobe 23
Price 19
Style/design 17
Expected durability 8

Fashion 8

Ease of care 6

Feel of garment 6

Fiber Content 4

Quality of workmanship 2

Other 2

Warmth/coolness properties 1

Designer label/brand name 1

Store 0

Country-of-origin 0

Total 177

Least Important Criterion Nominations

Country-of-origin 62
Designer label/brand name 49
Store 34
Price 6

Fashion 5

Coordinates with wardrobe 5

Fiber content 5

Warmth/coolness properties 3

Fit 2

Color 2

Durability 1

Style/design 1

Ease of Care 0

Quality of workmanship 0

Feel of garment 0

Other 0

Total 175
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importance of country-of-origin received the lowest mean

importance score among all the purchase criteria rated in

this study.

Differences in findings may be attributable to

differences in survey methodologies. Dickerson asked

subjects to express an opinion about the importance of

country-of-origin for a recalled purchase situation. In

the present study, responses were made at the point of

purchase regarding an actual garment. In addition,

subjects in the present study rated the importance of

country-of-origin and other purchase criteria which also

influenced the purchase decision. Country-of-origin was

not singled out for evaluation. Although Dickerson found

country-of-origin to be important to consumers, the

influence of country-of-origin on purchase behavior becomes

meaningful only when it is viewed in comparison with other

factors that also influence purchase decisions and in

relationship to an actual purchase. In view of the

findings, it seems possible that some consumers would

prefer to purchase U.S. made apparel if all other purchase

factors were equal between imported and domestic garments.

However, a number of other criteria seem to exert a much

greater influence on the sweater purchase decision than

garment country-of-origin.
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Awareness of Country-of-Origin

Responses to questionnaire items were used to measure

sweater purchasers' perceived awareness of garment

country-of-origin. Actual awareness of country-of-origin

was verified by information taken by researchers from the

sweaters purchased. Findings revealed that approximately

17 percent (n = 30) of the respondents actually knew if the

sweater purchased was of foreign or domestic origin and

that over 83 percent (n = 149) were not aware of the

garment's origin.

When subjects were asked if they recalled if the

sweater just purchased was made in the United States or in

another country, 137 respondents indicated that they did

not recall, 25 indicated that the sweater was U.S. made,

and 17 indicated that the sweater was foreign made.

Comparison of these responses to actual country-of-origin

information showed that 9 of the 25 respondents who

indicated U.S. origin actually purchased foreign made

sweaters and 3 of the 17 respondents who indicated purchase

of a foreign made sweater, had actually purchased U.S. made

sweaters.

For purchasers of imported sweaters, the major

objective of the study was to determine the number who were

aware that the garment was imported. However, to examine

the extent of consumer awareness of foreign country-of-

origin, purchasers who indicated that their sweaters were

foreign made were also asked if they recalled the specific
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country in which the garment was made. Six respondents

correctly identified the foreign country-of-origin.

Whereas 17 percent of the respondents in this study

were aware of foreign or domestic origin of the sweaters

purchased, respondents in Dickerson's study (1982b)

indicated a much higher frequency of awareness. When asked

if they noticed whether a garment was made in the U.S. or

in another country, 36 percent of the respondents in

Dickerson's study replied that they "notice carefully" and

29 percent indicated they "sometimes notice." Differences

seem attributable to the method in which awareness was

measured. Dickerson's subjects made responses regarding

recalled purchase behavior. The present study measured

actual awareness of foreign or domestic origin at the time

of purchase. Dickerson's subjects may not have recalled

purchase behavior accurately or notice of country-of-origin

might have occurred after garment purchase.

Research by Whitlock, Ayres, and Ryan (cited in Ryan,

1966) supports the notion that recollection of purchase

behavior may not be accurate. Of 380 female blouse

purchasers in their study, only 7 percent were observed to

look at garment labels. However nearly 40 percent of the

blouse purchasers later reported that they remembered the

tags on the garments purchased.

It was hypothesized that consumers who purchase U.S.

made apparel are more frequently aware of garment origin

than consumers who purchase imported apparel (H.).
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Chi-square analysis (see Table 9) revealed that 12.5

percent of the subjects who purchased imported sweaters

were aware of the garment's foreign origin. However nearly

twice the proportion (23.9%) of purchasers of U.S. made

sweaters were aware of the garment's domestic origin.

The difference was significant (chi2 = 3.89, df = 1,

P = .049). Based on these findings, H2 was accepted.

Consumers who purchased U.S. made apparel were more

frequently aware of the garment's origin than were

consumers who puchased imported apparel.

Table 9

Actual Awareness of U.S. or Foreign Origin
by Purchasers of U.S. and Foreign Made Sweaters

Actual Purchasers of Purchasers of Total
Awareness of U.S. Made Foreign Made Sample

Sweater Sweaters Sweaters
Origin f % f % F

Aware 16 23.9 14 12.5 30 16.8

Unaware 51 76.1 98 87.5 149 83.2

Total 67 100.0 112 100.0 179 100.0

chi2 = 3.89, df = 1, p = .049

These findings are consistent with previous findings

reported by Dickerson (1982a, 1982b, 1982c, 1984).

Generally, Dickerson found that consumers: were aware of

and concerned about the apparel import issue; said the

impact of apparel imports on American jobs would affect
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their purchases of imported garments; and rated the quality

of U.S. made apparel as superior to the quality of imported

apparel. Dickerson (1982c) also found that "infrequent"

purchasers of imported apparel most carefully noticed a

garment's country-of-origin and felt it was most important

to buy domestic clothing. Based on Dickerson's findings it

was expected that more purchasers of U.S. made sweaters

would be aware of country-of-origin because of a conscious

effort to avoid purchase of imported sweaters. As

expected, more purchasers of U.S. made sweaters were aware

of garment origin than were purchasers of imported

sweaters. However, it should be noted that large

proportions of sweater purchasers in both categories were

unaware of garment origin.

A comparison of department store and discount store

sweater purchasers' awareness of foreign or domestic origin

did not reveal a significant difference between the two

groups (chi' = .24, df = 1, p = .624). As shown in Table

10, 17.5 percent of the department store sweater purchasers

were aware of garment origin and 14.3 percent of the

discount store sweater purchasers were aware of garment

origin. Contrary to these findings, Dickerson (1982c)

found that customers who shopped most for apparel in

department stores were the least likely to notice whether

apparel purchases were imported or U.S. made and that

discount store shoppers were the most likely to notice

country-of-origin.
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Table 10

Actual Awareness of U.S. or Foreign Origin
by Sweater Purchasers in Department and Discount Stores

Actual
Awareness of Department Store Discount Store
Sweater Origin

Aware

Unaware

Total

24 17.5 6 14.3

113 82.5 36 85.7

137 100.0 42 100.0

chit = .24, df = 1, p = .624

Comparison of these findings is difficult due to the

different ways the data were gathered for each study. The

present study measured actual awareness of garment origin

and Dickerson's study measured recalled awareness of

garment origin. Also, to assign store type, Dickerson

asked respondents in what retail source the greatest amount

of clothing was purchased; in the present study store type

was indicated by the store where this particular purchase

was made. In addition, the unequal sample sizes for

purchasers in department and discount stores could have

influenced the results of the present study.
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The Relationship Between Importance of Country-of-Origin
and Other Variables

Importance of Country-of-Origin and
Purchase of Imported or Domestic Sweaters

Because Dickerson (1982b) found that a majority of

respondents indicated it was somewhat or very important

that apparel purchased be made in the United States, it

was expected that country-of-origin would be more important

to consumers who purchased U.S. made sweaters than to

consumers who purchased foreign made sweaters. Hypothesis

3 addressed this concept. It was hypothesized that

country-of-origin is more important to consumers who

purchase U.S. made apparel than to consumers who purchase

imported apparel.

The mean importance score for country-of-origin for

purchasers of U.S. made sweaters was 2.69 and the mean

importance score for purchasers of imported sweaters was

2.22. A one-tailed t-test revealed a significant

difference between the two groups (t = 1.76, p = .040).

Thus, H3 was accepted. Although importance of country-of-

origin was found to be significantly greater for purchasers

of U.S. made sweaters than for purchasers of imported

sweaters, importance scores for both groups were low

compared to importance scores of most other purchase

criteria measured.
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Importance of Country-of-Origin
and Awareness of Country-of-Origin

Previous researchers have found conflicting evidence

regarding the relationship between consumers' feelings

about specific countries-of-origin and awareness of

country-of-origin for products purchased. For instance,

Tongberg (1972/73) found that consumers with strong biases

against products made in certain foreign countries, were

also found to be less aware of manufacturing origins of

consumer products. In contrast, Dickerson (1982c) found

that apparel purchasers who considered it most important to

buy domestic clothing, were the ones who reported noticing

most carefully a garment's country-of-origin.

In the present study, Hypothesis 4 was developed to

test the relationship between importance of country-of-

origin in the decision to purchase a sweater and awareness

of foreign or domestic origin of the sweater purchased.

Based on Dickerson's findings, it was hypothesized that

country-of-origin is more important to apparel purchasers

who are aware of U.S. or foreign origin than to purchasers

who are not aware.

A one-tailed t-test was used to compare importance of

country-of-origin for sweater purchasers aware and not

aware of garment origin. Sweater purchasers aware of

garment origin received a significantly higher mean

importance score (3.41) than did sweater purchasers unaware

of garment origin (2.19)(t = 3.55, R = .001). Therefore,

H, was accepted.
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Importance of Country-of-Origin
and Demographic Variables

Chi-square analysis revealed that importance of
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country-of-origin differed significantly on the basis of

age (chit = 53.24, df = 36, 2 = .032). However, empty

cells and low responses in other cells may have influenced

these findings. Nevertheless, observation of responses

shown in Table 11 revealed some differences in importance

ratings according to age.

For each age group, the larges't proportion of

responses were in the lowest importance category. But, no

respondents under age 20 rated the importance of country-

of-origin above the median value of 4. However, for ages

50 and above, there was a marked increase in the proportion

of respondents who rated importance of country-of-origin

above the median importance value. At least 20 percent of

those respondents 50 years of age or above, ranked

importance of country-of-origin above the middle value and

29 percent of those respondents aged 60 to 69 gave country-

of-origin the highest importance rating.

These findings suggest that country-of-origin is of

particularly low importance to the very young, but that a

substantial proportion of sweater purchasers above the age

of 50 consider country of origin to be important to the

apparel purchase decision.
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Table 11

Importance of Country-of-Origin by Age
(Percentages)

Age

Not at all
important

1

Importance Values
Very

important
6 7 Total2 3 4 5

Under 20 56 22 22 100
(n = 9)

20-29 54 8 11 19 3 3 3 100
(n = 37)

30-39 56 7 13 18 2 2 2 100
(n = 55)

40-49 52 10 7 29 3 100
(n = 31)

50-59 36 16 20 8 4 12 4 100
(n = 25)

60-69 36 7 14 7 7 29 100
(n = 14)

70- 60 20 20 100
(n = 5)

(N = 176) chit = 53.24, df = 36, 2 = .032

In view of the attitudes favoring U.S. made apparel

expressed by consumers in Dickerson's study (1982b), it

seems probable that the majority of sweater purchasers in

this study who considered country-of-origin important,

favored U.S. made products. This is supported by that fact

that the majority (58%) of respondents who rated country-

of-origin in the three highest importance categories

purchased American made sweaters. Although findings have



83

not been consistent, research by Dickerson (1982b, 1982c),

Smothers (1983), Terry (1985), and R. H. Bruskin Associates

(Foley, 1983) have each provided at least some evidence

that consumers over 50 favor the purchase of U.S. made

products to a greater degree than other age groups. Also,

Dickerson and Smothers found very young adults to be less

concerned about garment country-of-origin than other age

groups. These findings also seem consistent with the

findings of the present study.

Education

Importance of country-of-origin was not found to

differ significantly among sweater purchasers of different

educational levels (chit = 13.65, df = 12, .2 = .324).

Observation of Table 12 shows fairly consistent responses

for importance values among educational levels.

Dickerson (1982c) found education level and awareness

of country-of-origin to be positively related, but found a

tendency for consumers at higher education levels to be

less concerned over the import issue. Terry (1985) found

more frequent purchase of imported dress shirts when the

household head had a college education. Although not

statistically significant, the data displayed in Table 12

show that a greater proportion of sweater purchasers with

college degrees (80%) ranked importance of country-of-

origin below the median importance value than did sweater

purchasers at the high school (69%) and some college
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(65%) levels. Statistical results do not allow strong

statements about these findings, but they are not

inconsistent with those of Dickerson and Terry. Apparel

purchasers with more education may be less concerned about

garment country-of-origin than purchasers with less

education.

Table 12

Importance of Country-of-Origin by Education Level
(Percentages)

Importance Values
Not at all Very
important important

Education 1 2 3 4 5 6 7 Total
Level

High School
or Less 45 14 10 14 7 5 5 100
(n = 42)

Some
College 52 4 9 27 2 4 3 100
(n = 68)

College
Graduate 54 12 14 11 2 3 5 100
(n = 65)

(N = 175) chit = 13.65, df = 12, E = .324

Income

As with education, importance of country-of-origin was

not found to be significantly different among sweater

purchasers with different household income levels
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(chi2 = 34.32, df = 30, p = .268). As can be observed in

Table 13, lack of responses in many cells may have

influenced the chi-square results.

Table 13

Importance of Country-of-Origin by Household Income Level
(Percentages)

Importance Values
Not at all Very
important important

income 1 2 3 4 5 6 7 Total
Level

Under 10,000 60 13 27 100
(n = 15)

10,000-19,999 44 8 16 20 8 4 100
(n = 25)

20,000-29,999 50 16 16 6 3 6 3 100
(n = 32)

30,000-39,999 39 8 23 19 12 100
(n = 26)

40,000-49,999 56 16 24 4 100
(n = 25)

50,000+ 62 11 16 5 3 3 100
(n = 37)

(N = 160) chi2 = 34.32, df = 30, p = .268

Dickerson (1982c) and R. H. Bruskin Associates (Foley,

1983) found that consumers in the middle income levels

favored purchase of U.S. made apparel products compared to

consumers in upper and lower income categories. A possible

explanation for these findings is that increased apparel
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import levels have largely threatened jobs of workers who

fall in the middle income categories so they favor purchase

of American made clothing. In addition, low income

consumers may show less concern for country-of-origin

because price concerns dominate purchase decisions. Upper

income consumers, however, do not have the income

restrictions of the lower income consumers and do not face

job jeorpardy to the extent that the middle income

consumers may, so may not place importance on country-of-

origin in purchase decisions.

Although not significant, the present findings are

consistent with previous research. Table 13 shows that no

sweater purchasers in the lowest income category gave

country-of-origin an importance rating over the median

value. Also, the largest proportion (12%) of respondents

who rated country-of-origin as very important were in the

$30,000 to $39,999 household income category, which is one

of the middle income categories.

Terry (1985) did find an exception to the above

results. Consumers with household incomes under $5,000,

showed a tendency to purchase more U.S. made men's shirts.

Based on the large proportion of U.S. made sweaters sold at

low prices in the discount stores surveyed for the present

study, a possible explanation for Terry's findings may be

the availability of U.S. made garments at low prices rather

than a conscious effort on the part of low income

consumers to purchase U.S. made garments.
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Occupation

A comparison of importance ratings for country-of-

origin based on the occupational category of sweater

purchasers did not reveal a significant difference (chi' =

61.93, df = 48, k = .085). Observation of the response

distribution displayed in Table 14 again shows a

substantial number of cells with no response. The large

number of cells with very few or no responses made

comparisons between occupational categories spurious.

However, comparisons between the three occupational

categories most frequently chosen by the respondents did

show some difference in importance ratings based on

occupation.

Of the 176 respondents who indicated an occupation,

over 73 percent were represented by the following three

occupational categories: professional/management,

sales/clerical, and homemaker. Chi-square analysis showed

significant differences in importance ratings for

country-of-origin on the basis of these three occupations

(chi' = 22.58, df = 12, p = .032). The most marked

difference was observed for the homemaker category (see

Table 15). A greater proportion of homemakers (21%) rated

importance of country-of-origin above the median importance

value than respondents in professional and management

positions (11%) or respondents in sales and clerical

positions (3%).



88

Table 14

Importance of Country-of-Origin by Occupation
Frequency Distribution

Importance Values
Not at all Very
important important

Occupation 1

f

2

f

3

f

4

f

5

f

6

f

7

f

Total

f

Prof./Mgt. 39 5 7 9 3 4 67

Service Occu. 4 2 3 5 1 15

Sales/clerical 15 4 4 10 1 34

Craftsman 1 1 1 3

Technician 3 1 - 4

Laborer 2 2

Homemaker 14 2 4 2 4 2 28

Student 8 3 3 14

Retired 3 1 2 2 1 9

chi' = 61.93, df = 48, 2 = .085 (N = 176)
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Table 15

Importance of Country-of-Origin
for Three Selected Occupational Categories

(Percentages)

Occupation

Not at
important

1

Importance Values
Very

important
6 7 Total

all

2 3 4 5

Prof./Mgt.
(n = 67)

58 8 10 13 5 6 100

Sales/clerical
(n = 34)

44 12 12 29 3 100

Homemaker
(n = 28)

50 7 14 7 14 7 100

chi' = 22.58,

Previous

df = 12,

research

p = .032

by Dickerson (1982c) and Terry

(1985) suggested that concern for the apparel import issue

may be less among consumers in higher prestige positions

than among consumers in other occupations. Findings in the

present study showed a slightly greater percentage (76%) of

sweater purchasers in professional and management positions

rated importance of country-of-origin in the lowest three

importance values than did sales and clerical workers (68%)

or homemakers (71%).

Based on the above findings Hypothesis 5 was only

partially accepted. H5 stated that importance of country-

of-origin would differ according to the age, education,

income, and occupation of apparel purchasers. Chi-square

analyses revealed significant differences in importance
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ratings on the basis of age, but not for education, income,

or occupation. However, a significant difference was found

when the following three occupational categories were

compared: professional/management, sales/clerical, and

homemaker.

Importance of Country-of-Origin
and Price Paid for Sweaters

Hypothesis 6 stated that importance of country-of-

origin would be positively related to the price paid for a

garment. Previous research did not directly address this

issue. Logically, higher priced merchandise should also be

higher quality merchandise. Gaedeke (1973), Dickerson

(1982b), the Gallup Organization (Arena, 1983), and R. H.

Bruskin Associates (1978) all found that the majority of

respondents considered U.S. made apparel to be of superior

quality when compared with imported apparel. Therefore, it

seems possible that country-of-origin may be more important

in decisions to purchase expensive garments than in

decisions to purchase inexpensive garments.

The Pearson product moment correlation coefficient was

used to test Hypothesis 6. The findings did not reveal a

signficant relationship between importance of country-of-

origin and the price paid for sweaters (r = .020,

p = .790). On the basis of these findings, H, was

not accepted. Importance of country-of-origin did not

increase as price paid increased.
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Importance of Country-of-Origin and Store Type

Because Dickerson (1982c) found differences in

awareness of country-of-origin between department store and

discount store apparel purchasers, it seemed possible that

importance-of-country of origin might vary based on type of

store in which a garment was purchased. A two-tailed

t-test between the mean importance scores for department

and discount store sweater purchasers was used to test this

proposition. Department store sweater purchasers received

a mean importance score of 2.33 and discount store sweater

purchasers received a mean importance score of 2.63. These

scores were not found to be significantly different (t =

.97, p = .325). As stated earlier, sample size for

department store and discount store sweater purchasers was

uneven and may have influenced the results.

The Relationship Between Economic Development
of Country-of-Origin and Other Variables

A number of researchers have found that residents of

economically developed countries exhibited national bias in

quality evaluations of domestic and foreign made products.

Consumers rated the quality of products of domestic origin,

both in general (Gaedeke, 1973; Krishnakumar, 1975;

Nagashima, 1970; Reierson, 1966; Schooler, 1971) and for

apparel products (Arena, 1983; Bruskin, 1978; Dickerson,

1982b; Gaedeke, 1973; Copley News Service, 1985), higher

than the quality of imported products. In addition,
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citizens of developed countries have exhibited a hierarchy

of bias toward different foreign countries. Researchers

(Hampton, 1977; Krishnakumar, 1975; Schooler, 1971;

Tongberg, 1972/73; Wang, 1978/79) found different

intensities of bias associated with different foreign

origins. Evaluations were found to be positively related

to the level of economic development of country-of-origin.

Hypotheses 7 and 8 were developed on the basis of

these findings. If consumers in developed countries rate

the quality of domestically made products higher than the

quality of imported products and rate the quality of

products imported from more developed countries higher than

that of products imported from less developed countries,

then possibly this hierarchy effect might influence the

purchase of sweaters produced in the United States and in

different foreign origins. H, was developed to test for

differences in importance of country-of-origin in the

decision to buy a sweater between purchasers of U.S. made

sweaters, purchasers of sweaters imported from more

developed countries, and purchasers of sweaters from less

developed countries. H. was developed to test differences

in awareness of garment origin between purchasers of

sweaters made in the United States, made in another more

developed country, or made in a less developed country.

Before these hypotheses could be tested, countries-of-

origin for imported sweaters purchased by subjects were

classified according to level of economic development.
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Countries were assigned to the more developed or less

developed category according to the United Nations

classification system. This is a regional classification

system used by the U.S. Bureau of Census (1984):

The system is based on the assumption that, within
regions, levels of such factors as industrial
development, literacy rate, gross reproduction rate,
per capita income, etc., are somewhat constant. "More
developed" countries comprise Japan, Australia, New
Zealand, the Soviet Union, and those countries in
Northern America and Europe. All others are "less
developed." (p. 835)

Less developed countries are also referred to as developing

countries and more developed countries are also simply

called developed countries. Countries-of-origin for

sweaters purchased in this study were classified according

to the list of countries that appears in World Population

1983 (U.S. Bureau of the Census, 1983). More developed

foreign countries represented in the present study included

Italy and Portugal. Less developed countries represented

were: Bangladesh, Brazil, China (The People's Republic of

China), Hong Kong, Indonesia, Jamaica, Korea, Macau,

Malaysia, Singapore, Taiwan, and Thailand.

Due to very limited representation in certain

categories it was not possible to test H7 or H8. Only

eight repondents purchased sweaters imported from developed

countries. For awareness of foreign country-of-origin just

six subjects knew the specific country in which their

sweater was made. None of the subjects who purchased

sweaters imported from a developed country were aware of
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country-of-origin at the time of purchase. With so few

purchases of sweaters imported from developed countries and

with such limited awareness of foreign countries-of-origin,

results of statistical analyses would not be accurate or

meaningful.
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CHAPTER V

SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS

Summary of the Study

The purpose of the present study was to determine the

importance of country-of-origin in the apparel purchase

decision. To examine the influence of country-of-origin on

garment purchase behavior, adult female sweater purchasers

were surveyed at the point of purchase in a department

store and in five stores in the same discount store chain

all in the Portland, Oregon, metropolitan area. Subjects

who purchased sweaters for personal use were asked to

complete a questionnaire regarding the garment just

purchased. While respondents completed questionnaires, the

price paid and the name of the garment country-of-origin

was recorded from the sweater purchased.

A seven-point bi-polar semantic differential scale was

used to measure the importance of country-of-origin and

other purchase criteria in the decision to purchase a

sweater. Other purchase criteria measured were: fit,

designer label or brand name, expected durability, color,

warmth or coolness properties, ease of care, fashion,

store, price, quality of workmanship, coordinates with

wardrobe, fiber content, feel of the garment, and style or

design. In addition, subjects were asked to identify the
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most and least important criterion which influenced the

sweater purchase decision. The remainder of the

questionnnaire measured the respondent's awareness of

garment country-of-origin and demographic characteristics.

Data collected from the questionnaires and from the

information taken from the garments purchased were analyzed

using paired t-tests, t-tests, the Pearson correlation

coefficient, chi-square analysis, and frequency

distributions.

Data collection occurred over a three and a half week

period in late January and early February of 1986.

Department store shoppers were contacted on a weekday and

the following Saturday. Discount store shoppers were

contacted on three consecutive Saturdays.

Overall, 245 qualified subjects were approached and

asked to complete a questionnaire. Sixty-one sweater

purchasers refused to participate in the survey. Of the

184 subjects who filled out questionnaires, 181 were

usable. The resulting sample consisted of 138 department

store shoppers and 43 discount store shoppers. Fewer

responses from discount store purchasers resulted from

smaller sweater volumes than in the department store and

slow sweater sales.

Sixty-two percent of the respondents purchased

imported sweaters compared to 38 percent who purchased U.S.

made sweaters. However, the percentages varied

substantially based on store type. A greater percentage
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(70%) of department store shoppers purchased foreign made

sweaters than did discount store shoppers (40%). Upon

observation, the department store also appeared to have a

greater proportion of imported sweaters in stock than did

the discount stores.

The demographic composition for department and

discount store sweater purchasers was quite similar except

for education level. The educational level of the entire

sample was rather high with the highest percentage of

respondents having completed some college (39%). Although

both groups had similar percentages of respondents who had

attained some college, department store respondents held a

greater proportion (41%) of college degrees than did

discount store respondents (21%). Conversely, more

discount store shoppers (38%) were at the high school level

than were department store shopppers (19%).

The age distribution of the sample showed the greatest

percentage of respondents in the 30 to 39 year category.

For household income, the distribution of the sample was

diverse with representation in all income categories.

However, the sample as a whole tended to be rather

affluent, with the greatest representation (24%) in the

$50,000 or above income category and the least

representation (9%) in the lowest income category, under

$10,000. The distribution of respondents' occupations

showed three categories to be most heavily represented:

professional or management positions (38%), sales or
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clerical positions (19%), and homemakers (16%).

The amount paid for a sweater ranged from $3 to $118.

The mean price paid was $20. The mean price paid ($23) for

sweaters purchased at the department store was

significantly higher than the mean price paid ($9) for

sweaters purchased in discount stores. Valid comparisons

between prices paid for imported and domestic sweaters were

not possible due to the additional influences of store type

and sweater type on sweater prices.

Based on the findings of previous research and the

objectives established for this study, eight hypotheses

were developed. The results of hypothesis testing are

summarized in the following sections.

H, Importance of country-of-origin differs from the
importance of other selected purchase criteria in the
decision to purchase a garment.

Importance ratings indicated on the semantic

differential scale were assigned values from one (not at

all important) to seven (very important). A mean

importance score was calculated for each purchase criterion

selected for use in this study. The purchase criteria with

the three highest importance scores were fit, color, and

coordinates with existing wardrobe (6.47, 6.41, and 6.27

respectively). Garment country-of-origin received the

lowest mean importance score (2.40). Designer label or

brand name (2.51) and store (3.24) also received mean

importance scores considerably lower than the other
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purchase criteria. A paired t-test did not show the

importance of country-of-origin to be significantly

different than the importance of designer label or brand

name, but importance of country-of-origin was found to be

significantly lower than was the importance of store in the

sweater purchase decision. Because the remaining criteria

all received higher means than did store, they too were

significantly more important than country-of-origin in the

decision to purchase a sweater. Based on these findings,

H1 was accepted for all selected purchase criteria except

designer label/brand name.

H. Consumers who purchase U.S. made apparel are more
frequently aware if garments are U.S. made or imported
than consumers who purchase imported apparel.

Seventeen percent of the respondents were aware that

the sweater was of foreign or domestic origin and 83

percent were unaware of garment origin. Twelve respondents

had incorrectly identified garment origin. Of the 14

respondents who correctly identified the sweater to be of

foreign origin, only 6 knew the specific country-of-origin

Sixteen respondents correctly identified the United States

as country-of-origin.

H. was tested using chi-square analysis. Findings

revealed significant differences in awareness of garment

origin for purchasers of U.S. and foreign made sweaters.

Nearly twice as many purchasers of U.S. made sweaters were

aware of garment origin (23.9%) compared to purchasers of
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foreign made sweaters (12.5%). H2 was accepted but

awareness levels were low for both groups. No significant

differences were found in awareness levels between

department and discount store sweater purchasers.

H. Country-of-origin is more important to consumers who
purchase U.S. made apparel than to consumers who
purchase imported apparel.

The mean importance score for country-of-origin for

purchasers of U.S. made sweaters was 2.69 and the mean

importance score for purchasers of imported sweaters was

2.22. A one-tailed t-test revealed that country-of-origin

was significantly more important to purchasers of U.S. made

sweaters than to purchasers of imported sweaters. H3 was

accepted. However, it should be noted that importance of

country-of-origin for both groups was low compared to the

importance scores of most other purchase criteria.

H4 Country-of-origin is more important to apparel
purchasers who are aware if garments are U.S. made or
imported than to purchasers who are not aware.

A one-tailed t-test was used to compare importance of

country-of-origin for sweater purchasers aware of garment

origin to those not aware of garment origin. Sweater

purchasers aware of garment origin rated importance of

country-of-origin significantly higher (m = 3.41) than did

sweater purchasers unaware of garment origin (m = 2.19).

H4 was accepted.
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The importance of country-of-origin differs according
to the age, education, income, and occupation of
apparel purchasers.

Chi-square analysis revealed that importance ratings

for country-of-origin significantly differed on the basis

of age. The largest percentage of each age group rated the

importance of country-of-origin as not at all important.

However, no respondents under age 20 rated importance of

country-of-origin above the median importance value,

whereas at least 20 percent of the respondents age 50 or

above rated importance of country-of-origin above the

median importance value.

When importance ratings for country-of-origin were

compared on the basis of education level, household income,

and occupation, no significant differences were found.

Substantial numbers of cells which contained no responses

may have influenced the results. Observation of response

frequencies for occupation showed that three categories

represented over 73 percent of the respondents: (a)

professional or management, (b) sales or clerical, and (c)

homemaker. Chi-square analysis based on these three

occupational categories, revealed significant differences

in importance ratings for country-of-origin. A greater

percentage of homemakers (21%) rated importance of

country-of-origin above the median importance value than

did respondents in professional and management positions

(11%) or respondents in sales and clerical positions (3%).

Based on these findings, H5 can only be partially
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accepted. The importance of country-of-origin in the

sweater purchase decision was found to differ on the basis

of age and for three specific occupational categories, but

not on the basis of education or income.

H. Importance of country-of-origin is positively related
to the price paid for a garment.

The Pearson product moment correlation coefficient was

used to test the relationship between importance of

country-of-origin and price paid for sweaters. No

significant relationship was found and H. was rejected.

Importance of country-of-origin was not found to be greater

for purchasers of expensive sweaters than for purchasers of

inexpensive sweaters.

The importance of country-of-origin was also examined

on the basis of store type. Although no hypothesis was

tested, a research objective addressed differences in

importance ratings for department and discount store

shoppers. A two-tailed t-test was used to test differences

in mean importance scores for country-of-origin for

department store sweater purchasers (m = 2.33) and discount

store sweater purchasers (m = 2.63). The scores were not

significantly different. Unequal sample sizes may have

influenced this result.
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H, The importance of country-of-origin shows a
hierarchical pattern among purchasers of foreign and
domestic apparel.

(a) Country-of-origin is more important to
consumers who purchase U.S. made apparel than to
consumers who purchase apparel imported from
other developed countries.
(b) Country-of-origin is more important to
consumers who purchase apparel imported from
developed countries than to consumers who
purchase apparel from developing countries.

Because so few sweaters imported from a developed

country were purchased by respondents, it was not possible

to test H,. Only eight respondents purchased sweaters

imported from developed countries.

H. Awareness of country-of-origin shows a hierarchical
pattern among purchasers of foreign and domestic
apparel.

(a) Consumers who purchase U.S. made apparel are
more frequently aware of country-of-origin than
consumers who purchase apparel made in other
developed countries.
(b) Consumers who purchase apparel imported from
developed countries are more frequently aware of
country-of-origin than consumers who purchase
apparel made in developing countries.

Among consumers who purchased imported sweaters from

developing countries, only six could identify the specific

country in which their sweater was made, and none of the

respondents who purchased sweaters imported from a

developed country could identify garment country-of-origin.

Therefore, H. could not be tested.
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Conclusions

In previous studies, a majority of the consumers

sampled expressed preference for U.S. made apparel products

and considered it important to purchase American made

apparel. Despite this expressed preference for U.S. made

apparel, sales of imported apparel in the U.S. market have

continued to increase. This researcher examined the

influence of country-of-origin on actual purchase behavior.

The method of data collection and the type of data

collected for this study offered advantages over previous

studies in measuring the influence of country-of-origin on

purchase behavior. Sweater purchasers were contacted at

the point of purchase regarding a specific piece of apparel

just purchased and the importance of country-of-origin was

measured in comparison to the importance of other criteria

that influence the sweater purchase decision.

Country-of-origin was not an important purchase

criterion in the decision to buy a sweater for the female

respondents in the present study. Although these findings

do not seem to be consistent with Dickerson's findings

(1982b), they do seem consistent with the increases of

import sales observed in the marketplace. If country-of-

origin is not important to the apparel purchase decision

then purchasers would not be adverse to purchasing

proportionately greater quantities of imported apparel.

The low importance of country-of-origin to the

purchase decision was reinforced by the low level of
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awareness of country-of-origin by sweater purchasers. If

country-of-origin exerted much influence on the decision to

purchase a garment, it would seem that consumers would make

a point of noticing where the garment was made.

Because several previous studies found the majority of

respondents preferred American made products, it seems

probable that many U.S. consumers would purchase American

made rather than imported apparel if other purchase

variables were equal. But it seems clear from the present

findings that a number of other purchase criteria exert a

much greater influence on the sweater purchase decision

than does country-of-origin.

The importance of country-of-origin in the apparel

purchase decision was low for the sample overall, but there

was indication that some purchasers found country-of-origin

to be more important than did others. Although, the

demographic variables measured were generally not found to

be related to the importance a sweater purchaser placed on

country-of-origin, more sweater purchasers over 50 years of

age and more sweater purchasers who were homemakers rated

importance above the median value than did sweater

purchasers in other groupings. However, the importance of

country-of-origin did not differ on the basis of store type

or price paid for the garment.

The findings also suggest that there are some apparel

purchasers who do seek to purchase U.S. made sweaters but

this group is quite small. For example, twice the
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proportion of purchasers of U.S. made sweaters were aware

of garment origin than than were purchasers of imported

sweaters. Nevertheless, only 24 percent of the U.S.

sweater purchasers were aware of country of-origin at the

time of purchase. In addition, country-of-origin was found

to be slightly more important to purchasers of U.S. made

sweaters than to purchasers of imported sweaters. On a

scale of 1 to 7, the mean importance for U.S. sweater

purchasers was still only 2.69.

As was expected, country-of-origin was more important

to sweater purchasers who were aware of garment origin than

to purchasers who were not aware of garment origin. The

majority of the "aware" group were also purchasers of U.S.

made sweaters which is consistent with the notion that some

sweater purchasers do seek to purchase U.S. made sweaters.

However, the mean importance score for country-of-origin

for purchasers aware of garment origin was low (3.41).

No conclusions could be drawn from this study

regarding the influence of country-of-origin based on the

country's level of economic development. So few sweaters

imported from developed countries were purchased by

respondents that comparisons could not be made between

purchasers of sweaters made in the United States,

purchasers of sweaters imported from developed countries,

and purchasers of sweaters imported from developing

countries. However, the findings do reflect that a large

proportion of sweaters sold during the time period and in
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the market sampled were imported from developing countries.

The findings from this study could have serious

implications for both apparel manufacturers and retailers,

particularly in planning promotional strategy. For

instance, despite intensification of the "Crafted with

Pride in America" campaign in 1985, the vast majority of

the sweater purchasers in this study were unaware of

garment origin and considered it unimportant to the

purchase decision. The effectiveness of current promotions

of this nature and the direction of future promotions may

need to be reevaluated. The findings may also have

implications for sourcing options. Since consumer purchase

decisions do not seem to be seriously influenced by

country-of-origin, both manufacturers and retailers may be

able to consider additional sourcing options.

A final implication from this research is that

consumer attitudes and consumer behavior in regard to

imported apparel are not directly related. Although

consumers have expressed preference for U.S. made apparel

in previous studies, country-of-origin was not found to be

important in the decision to purchase a sweater in the

present study. In other words, country-of-origin did not

seem to be a decisive factor in the apparel purchase

decision for the majority of the sweater purchasers

sampled. Because of these findings, it seems important

that marketing decisions made with regard to imported and

domestic apparel, not be based solely on consumer
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attitudes, but also with regard to the behavioral aspects

of country-of-origin.

Recommendations for Further Research

In view of the implications of this study for apparel

manufacturers and retailers, it seems important that

replications of this research be conducted to substantiate

the findings and to determine if the findings also apply to

different apparel categories and consumer groups. It is

not possible to generalize the influence of country-of-

origin on apparel purchase behavior on the basis of an

investigation of female sweater purchasers.

Because the purchasers sampled had rather high

representation in the higher income and education levels,

it would be of particular interest to determine if the

findings hold for consumers of lower socioeconomic status.

In addition, it is important to note that this study

was not conducted in a part of the United States where a

large proportion of jobs are threatened by apparel imports.

It seems possible that geographic location could influence

the findings and should be investigated. Consumers in

other parts of the country where jobs are threatened by

imported apparel and other imported products may be much

more sensitive to country-of-origin in purchase decisions.

Because previous research has shown differing levels

of awareness of garment origin on the basis of store type,

it would seem valuable to continue research on the
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influences of country-of-origin on appparel purchase

behavior at different types of stores. In addition to

department and discount stores, apparel purchasers in other

types of retail outlets need to be studied. Although some

comparisons were made in this study on the basis of store

type, control measures were not implemented on that basis.

For example, unequal sample size for discount and

department store customers made comparisons difficult. In

addition, sweater purchasers were assigned to a store type

in the present study, solely on the basis of the purchase

of one sweater which may or may not be an indication of

usual store patronage.

Finally, it would be useful to test the influence of

country-of-origin on purchase behavior in a controlled

experimental situation. In an experimental study, other

purchase factors could be controlled and the variable of

country-of-origin could be manipulated. The influence of

the level of economic development of country-of-origin

could also be measured in an experimental study.
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APPENDIX A

Cover Letter and Questionnaire



1 1 8

College of
Home Economics

Oregon
StatUniversity

Dear Respondent:

Corvallis, Oregon 97331 (5031754-3551

As a graduate student working on my master's degree at Oregon State
University, I am conducting this survey for my thesis research. This
study looks at how important different factors are in the decision to buy
a sweater.

I have been granted permission by (Name of store) to conduct this

survey in the store. Your responses to the survey questions will remain
anonymous, but will be most helpful in determining customer clothing
preferences. To better identify the garment factors preferred by customers,
you have also been asked to share tag information from the garment you
just purchased. Because I will be sharing the findings of my study with

(Name of store) , the store will be better informed of your
clothing preferences.

For your answers to be useful, it is important that you answer ALL the
questions. If you should have any questions as you fill out the
questionnaire, please ask the researcher.

THANK YOU for your cooperation.

Kay Gipson, Graduate Student

Sally Francis, Dept. Head
Research Advisor
Dept. of Clothing, Textiles and Related Arts
Oregon State University
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QUESTIONNAIRE

1. HOW IMPORTANT were the following factors in deciding to buy the sweater you just
purchased? For each factor, circle the X that most closely represents your feelings.

NOT
IMPORTANT

AT ALL VERY
IMPORTANT

I

A. Fit X X X X X X X

B. Designer label or brand name X X X X X X X

C. Expected Durability X X X X X X X

D. Color X X X X X X X

E. Country where garment was made X X X X X X X

F. Warmth or coolness properties X X X X X X X

G. Ease of care X X X X X X X

H. It's in fashion X X X X X X X

I. Store X X X X X X X

J. Price X X X X X X X

K. Quality of workmanship X X X X X X X

L. Coordinates with existing wardrobe . X X X X X X X

M. Fiber content (such as wool, cotton,
or acrylic) X X X X X X X

N. Feel of garment X X X X X X X

0. Style or design X X X X X X X

P. Other: X X X X X X X

(Specify)

2. From the factors A. through O. listed above in question #1, which would you say was
the most important reason for deciding to buy the sweater you just purchased, and
which would you say was the least important? (Please put the appropriate letters in
the boxes below)

[:::] MOST IMPORTANT (Enter letter)

FT LEAST IMPORTANT (Enter letter)

(Continue on the Back)
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3. Do you recall if the sweater you just purchased was made in the U.S.A. or in another
country? (Circle one number)

1 DON'T RECALL
2 MADE IN THE U.S.A.

MADE IN ANOTHER COUNTRY

3a. Do you recall in what country it was made? (Circle one number)

1 DON'T KNOW
2 YES:

(Specify country)

The following questions ask for background information that will help identify
trends in buying behavior.

4. Which of the following best
describes your usual occupation?
(Circle one number)

5. What is the highest level of education
you have attained? (Circle one number)

1 Professional/management 1 8th grade or less
2 Service occupation 2 Some high school
3 Sales/clerical 3 High school graduate
4 Craftsman 4 Trade or vocational school
5 Technician 5 Some college
6 Laborer 6 Graduate from a 4-year college
7 Homemaker or university
8 Student 7 Graduate work or advanced degree
9 Retired
10 Other:

(Specify)

6 In which of the following age 7.

categories do you fall?
(Circle one number)

What was your total household income
in 1985 before taxes? (Please circle
the closest estimate)

1 Under 20 years 1 Under $10,000
2 20-29 years 2 $10,000 to $19,999
3 30-39 years 3 $20,000 to $29,999
4 40-49 years 4 $30,000 to $39,999
5 50-59 years 5 $40,000 to $49,999
6 60-69 years 6 $50,000 or above
7 70 years or above

8. Do you have any additional comments about.factors that influenced your decision
to buy this sweater?

THANK YOU for participating in this survey. Please return the completed
questionnaire to the researcher.
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APPENDIX B

Survey Instructions
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SURVEY INSTRUCTIONS

Remember to qualify the subject (make sure the sweater
was bought for personal use).

You need to approach the next available subject when you
are finished with one subject.

Long sleeved pull-over or cardigan sweaters, sweater
vests, and short sleeved or sleeveless sweater shells
for warmer weather are all considered sweaters for this
survey. But, tops made of T-shirt or sweatshirt fabric
are not considered sweaters.

If a customer mistakes you for a store employee, tell
the customer that you do not work for the store and
direct him/her to the nearest clerk.

If a subject resists answering questions, it might help
to mention that all responses are kept anonymous. There
are no questions on the questionnaire that ask the
respondent to identify herself.

The following information is the type of information you
should give a subject when you approach her, but feel free
to use your own wording or rearrange the order so it's
comfortable for you.

I'm working on a survey for a master's thesis at
Oregon State University. This survey looks at how
important different factors are in the decision to buy
a sweater. Here is a sheet that you can keep which
gives you some information about the survey. Could
you take a minute to fill out this questionnaire? I

also need to get some information from your sweater,
do you mind if I look at it?

Good Luck and Thanks for Your Help!
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APPENDIX C

Purchase Information Sheet



STORE:

DAY/DATE:

TIME:

PURCHASE INFORMATION

REFUSALS:

RESEARCHER:
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SUBJECT I PRICE U.S.A.
try of Orizin

OMER: NECK LABEL
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APPENDIX D

TABLE D-1

Response Frequencies of Importance Values
for Sweater Purchase Criteria

Not at all
important

Importance Values
Very

important
Sweater 1 2 3 4 5 6 7 Total
Purchase
Criteria

Fit 2 1 1 7 16 21 131 179

Designer label
or brand name . . 73 28 26 33 7 4 7 178

Expected
Durability . 1 5 4 27 28 42 72 179

Color 3 10 13 39 116 181

Country-of-origin 90 18 19 32 5 7 7 178

Warmth or
coolness 11 10 11 55 23 31 38 179

Ease of care . 7 2 5 25 26 43 72 180

Fashion 12 4 11 32 41 29 49 178

Store 64 17 18 32 14 16 20 181

Price 9 1 3 32 26 34 75 180

Quality of
workmanship 2 1 1 9 23 54 90 180

Coordinates with
existing wardrobe. 2 1 3 9 17 41 107 180

Fiber content . 16 5 6 33 25 37 58 180

Feel of garment 5 4 6 20 32 41 72 180

Style or design 1 1 2 13 21 49 94 181

Other 2 6 8




