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ABSTRACT 

Investigating Levels of Knowledge about Cotton, Mohair, and Wool Fiber Utilization, 
Characteristics, and Care among Texas Manufacturers and U.S. Retailers 

of Apparel and Home Furnishings Sewn Products 

Sharon Warren-W elkey 
August 2002 

The primary purpose of this study was to analyze and compare levels of knowledge about 

the fiber utilization, characteristics, and care of cotton, mohair, and wool among Texas 

manufacturers and U. S. retailers. A secondary purpose was to investigate manufacturers' and 

retailers' beliefs about what consumers want from textile products, and what is important to 

consumers when purchasing textile products. Participants consisted of 153 Texas manufacturers 

and U.S. retailers; overall, the response rate was 18%. 

A self-administered, mail questionnaire was developed for the study that elicited general 

company and demographic information as well as information regarding knowledge of products 

made from cotton, mohair, and wool, beliefs about what consumers want from products made 

from textiles, beliefs about what is important to consumers when purchasing textile products, and 

demographic information. 

Overall findings indicated high levels of knowledge about the characteristics and care of 

products, in general, made from cotton, varying levels of knowledge about wool, and low levels 

of knowledge about mohair. Knowledge of cotton, mohair, and wool seemed to mirror usage 

levels for both manufacturers and retailers. Between groups, retailers had high levels of 
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knowledge of cotton and wool. Overall, apparel retailers had higher levels of knowledge of the 

three natural fibers than the other three participant groups. 

The two most interesting significant differences surrounding statement agreements are 

related to the concept of wool being worn year round and the importance of the color of item to 

consumers. Apparel retailers were more likely to agree to the statement wool can be worn year 

round than the other groups. Apparel retailers and manufacturers were more likely to agree to the 

statement importance of color of the item than home furnishings retailers and manufacturers. 
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CHAPTER I 

INTRODUCTION 

In the 21st century, competition within the fashion industry for consumers' dollars is keen 

at every level. Manufacturers are opening their own stores as well as selling to existing stores, 

and retailers are developing private-label products that are offered directly to consumers through 

their own stores. In addition, the ready-to-wear industry and the home fashions industry have 

become increasingly interconnected as a growing number of apparel companies have ventured 

into designing, producing, marketing, and distributing home furnishings . With the lines between 

market levels becoming more blurred, it is harder to maintain and develop customer loyalty. To 

remain competitive, it is becoming more important for producers and manufacturers of sewn 

products to focus their efforts on maintaining the customer markets they currently hold, 

promoting the strengths and characteristics of their product, and researching new and/or modified 

end uses of their product. 

Leaming how to more effectively meet consumer needs and wants involves researching 

the factors consumers use in making purchasing decisions. It is essential that apparel and home 

furnishings manufacturers and retailers provide products and/or services that consumers actually 

need and want. By determining whether distinct identifiable segments exist based on customer 

expectations, manufacturers and retailers can more accurately identify target markets that could 

lead to increased retail sales and, hopefully, customer loyalty. 

Researchers have used intrinsic and extrinsic attributes related to textiles and apparel to 

investigate overall judgments made by consumers. Intrinsic cues refer to product attributes that 



are inherent in the product (e.g., fiber content, style, color). Extrinsic cues are attributes that do 

not form part of the physical product, but are added by retailers and manufacturers ( e.g. brand 

name, price, package). Results of numerous research studies related to intrinsic and extrinsic 

attributes of apparel have indicated that consumers frequently select fabric content, wear or fit, 

performance, style, construction, price, brand name, and color/pattern as the most valuable 

apparel attributes {Abraham-Murali & Littrell , 1995; Davis, 1987; Eckman, Damhorst & 

Kadolph, 1990; Forsythe & Thomas, 1989; Heisey, 1990; Rogers & Lutz, 1999). Results of 

these same studies indicate that fiber content of fabrics was an important attribute considered 

when purchasing or rejecting sewn products. 

Over the past 40 years, there has been an increase in popularity of sewn products made of 

manufactured fabrics and, except for cotton, a decrease in the production and use of natural 

fabrics in many sewn-product categories. As a result, manufacturers and retailers who produce 

and sell sewn products more regularly utilize manufactured fibers than natural fabrics. For the 

producers of natural fibers, particularly cotton, wool, and mohair, the three most prevalent natural 

fibers produced in the U.S., understanding the reasons why manufacturers and retailers do not use 

natural fibers is important. Therefore, learning more about the knowledge and beliefs regarding 

natural fibers that exist among manufacturers and retailers will allow producers to more 

thoroughly understand the reasons behind the use and nonuse of natural fibers. 

Statement of the Problem 

The primary purpose of this study will be to analyze and compare levels of knowledge 

about the characteristics, care, utilization, and product labeling of cotton, mohair, and wool 

among Texas manufacturers and U.S. retailers of apparel and home furnishings sewn products. It 

is hypothesized that participants' levels of knowledge will vary according to fiber type. A 
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secondary purpose will be to investigate manufacturers' and retailers' beliefs about what 

consumers want from products made from textiles, and what consumers think is important when 

purchasing apparel and/or home furnishing sewn products. It is hypothesized that participants 

will have differing beliefs about what consumers want from products made from textiles and what 

consumers think is important when purchasing apparel and/or home furnishings sewn products. 

Objectives of the Study 

Research study results have indicated which attributes are considered to be the most 

important to consumers in the selection of fashion goods. Fiber content was rated highly in each 

of the studies as was performance and care characteristics, thus, finding out more about the 

knowledge and beliefs about natural fibers is valid. Based on the assumptions and pertinent 

findings in the reported literature, the following hypotheses are formulated: 

HI. There will be significant differences in knowledge of the performance and care 

characteristics of products made from 100% cotton between the following groups: 

a. apparel retailers 

b. apparel manufacturers 

c. home furnishings retailers 

d. home furnishing manufacturers 

H2. There will be significant differences in knowledge of the performance and care 

characteristics of products made from 100% mohair between the following groups: 

a. apparel retailers 

b. home furnishings retailers 

c. apparel manufacturers 

d. home furnishing manufacturers 
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H3. There will be significant differences in knowledge of the performance and care 

characteristics of products made from 100% wool between the following groups: 

a. apparel retailers 

b. home furnishings retailers 

c. apparel manufacturers 

d. home furnishing manufacturers 

H4. There will be significant differences in beliefs about what consumers want from 

products made from textiles when purchasing apparel or home furnishings products between the 

following groups: 

a. apparel retailers 

b. home furnishings retailers 

c. apparel manufacturers 

d. home furnishing manufacturers 

H5. There will be significant differences in beliefs about what is important to 

consumers when purchasing apparel or home furnishings products between the following groups: 

a. apparel retailers 

b. home furnishings retailers 

c. apparel manufacturers 

d. home furnishing manufacturers 

H6. There will be significant differences between (a) beliefs about what performance 

and care characteristics consumers want from textile products, and (b) knowledge of the 

performance and care characteristics of products made from 100% cotton, 100% mohair, and 

100% wool among the following groups: 
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a. apparel retailers 

b. home furnishings retailers 

c. apparel manufacturers 

d. home furnishing manufacturers 

Limitations of the Study 

The following limitations will be applied to this study: 

I. The participants will be limited to a selective sample of Texas manufacturers and 

United States retailers. 

2. The participants are further limited to the apparel and/or home furnishings sewn

products categories. 

3. The fibers used for comparison are limited to cotton, mohair, and wool. 

Assumptions 

The following assumptions are made for the study: 

I. Participants will have a basic understanding of the performance and care 

characteristics of cotton, mohair, and wool. 

2. Participants will have a basic understanding of the beliefs of what consumers want 

from products made from textiles. 

Definitions of Terms 

The following terms are defined for use in this study: 

Apparel. An all-embracing term that applies to men's, women's, and children's clothing 

(Jarnow & Dickerson, 1997). 
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Apparel manufacturer. According to the Bureau of Census, a firm that buys fabrics and 

does the designing, pattern.making, grading, cutting, sewing, and assembling of garments in 

factories that it owns. Today, industry uses of the term have a much broader interpretation to 

include any firm that develops garments, controls production, sells to retailers or directly to end

use customers, and ships and bills for merchandise. Firms may or may not buy the fabrics to be 

used. Today, mostly only small apparel companies conform to the census definition for apparel 

manufacturers (Jamow & Dickerson, 1997). 

Consumer. The ultimate user of goods and services (Jamow & Dickerson, 1997). 

Cotton. A vegetable seed fiber consisting of unicellular hairs attached to the seed of 

several species of the genus Gossypium. The length of the fiber is roughly 1 inch but varies from 

less than ½ to over 2 inches, and the diameter is quite fine (Tortora & Merkel, 1996). 

Fabric. A flexible sheet material that is assembled of textile fibers and/or yams that are 

woven, knitted, braided, netted, felted, plaited, or other wise bonded together to give the material 

mechanical strength (Tortora & Merkel, 1996). 

Fiber. The fundamental component that is used in the assembly of textile yarns and 

fabrics. Fibers can be spun into yam or made into a fabric by interlacing in a variety of methods, 

including weaving, knitting, braiding, felting, and twisting (Tortora & Merkel, 1996). 

Home furnishings/fashions. Textile products used for home end-uses such as towels, 

bedding, upholstery fabrics , area floor coverings, draperies, and table linens, and whose styles 

change over time in response to changing fashion trends (Bums & Bryant, 1997). 

Manufacturer. Manufacturers are responsible for ,the entire range of operations for 

apparel or home furnishings production, from the initial designs to shipping. They also can be 
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defined as any company that develops products, controls production, sells to retailers or directly 

to end-use customers, and ships and bills for merchandise (Dickerson, 1999). 

Mohair. A long, white, lustrous hair obtained from the Angora goat. It ranges from 4 to 

12 inches in length, growing in uniform locks, but it is comparatively coarse and lacks any natural 

crimp (Tortora & Merkel, 1996). 

Primary level. The primary level is composed of the growers and producers of the raw 

materials of fashion , the fiber, fabric, leather, and fur producers who function in the raw materials 

market (Stone, 1999). 

Retailers. Businesses that secure merchandise for the purpose of reselling it to 

consumers at a profit (Dickerson, 1999). 

Retail level. The ultimate distribution-level outlets for fashion goods directly to the 

consumer (Stone, 1999). 

Secondary level. The secondary level is composed of manufacturers and contractors that 

produce the semi-finished or finished fashion goods from the materials supplied at the primary 

level (Stone, 1999). 

Sewn products industry. A general term describes the fashion industry sectors of 

upholstered home furnishings , sewn home decorations, soft-side luggage, sewn toys, and all 

stages of apparel production (Tortora & Merkel, 1996). 

Wool. Traditionally, this term has meant fibers covering the skin of sheep. As defined 

by the Wool Products Labeling Act of 1939, however, the term wool is more inclusive, covering 

the fiber from the fleece of the sheep or lamb, and the undercoat hair of the Angora goat or 

cashmere goat which has never been reclaimed from any woven or felted wool product (Tortora 

& Merkel, 1996). 
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CHAPTER II 

REVIEW OF LITERATURE 

In the growing global economy, competition within the apparel and home furnishings 

industries for consumers' dollars is keen. In recent years, the ready-to-wear apparel industry and 

the home furnishings industry have become increasingly interconnected as a growing number of 

apparel companies have ventured into designing, producing, marketing, and distributing home 

fashions. In addition, manufacturers are opening their own stores as well as selling to existing 

stores, and retailers are developing private-label products that are offered directly to consumers 

through their own stores. Finally, crossover between apparel and home textiles is emerging as 

one of the hottest trends in the business today. Some well-known apparel designers have moved 

into home fashions through licensing agreements with textile mills and home furnishings 

manufacturers. As a result of these high levels of competition from companies engaging in 

crossover manufacturing and retailing and an overall proliferation of companies in manufacturing 

and retailing, companies that are marketing apparel and home furnishings products today must be 

knowledgeable enough about the products they are producing and selling to deliver merchandise 

actually desired by consumers (Bums & Bryant, 1997). 

Fashion Industry 

The fashion industry includes all of the businesses and services involved with the design, 

production, and distribution of fashion goods, including apparel and accessory items for men, 

women, and children as well as home furnishings. Thus, many companies are involved in aspects 

of design, distribution, retailing, communications, consulting, manufacturing, marketing, 
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advertising, and publishing are considered part of the fashion industry (Jernigan & Easterling, 

1990). 

The fashion industry is composed of companies at numerous levels, all working to keep 

consumers of fashion goods satisfied. A special relationship exists among the companies 

working at each level that makes this industry different from others. The four different levels of 

the fashion industry, known as the primary level, the secondary level, the retail level, and the 

auxiliary level (support services), are composed of separate entities, but they also work 

interdependently to provide the market with the merchandise that will satisfy consumers (Stone, 

2000). For the purposes of this research, only the first three levels, primary, secondary, and retail 

will be discussed. 

The Primary Level 

The primary level is composed of the growers and producers of the raw materials of 

fashion, including fiber, fabric, leather, and fur producers who function in the raw materials 

market and textile mill converters and finishers (Stone, 2000). Fiber producers make the basic 

unit used in the production of textile yams and fabrics. Some firms specialize in making yams, 

which are fibers that have been combined to form a continuous strand. Textile mills produce 

fabric by interlacing yams or fibers together by such methods as weaving, knitting, felting, 

fusing, lace making, or braiding. Converters apply finishes to a fabric that change the 

appearance, the hand (feel), or the performance of the fabric. Some finishes are applied to the 

fiber or yam before they are made into fabrics. Other finishes are applied to unfinished fabrics 

called gray or greige goods (Jernigan & Easterling, 1990). 

The earliest part of the planning function in color and texture takes place on the primary 

level. It is also the level of the fashion industry that works the farthest in advance of the ultimate 
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selling period of the goods. Up to two years' lead-time is needed by primary-level companies 

before goods will be available to the consumer (Stone, 2000). 

Fiber Producers 

A fiber is the smallest element of a fabric. Fibers are the starting point of a fabric. Fibers 

can be spun or twisted into continuous threads called yam, and yams can be knitted, woven, or 

bonded into fabrics. Although tiny, fibers have enormous influence on fashion. They are what 

give a fabric its color, weight, texture, and durability (Stone, 2000). 

Fibers are either natural or manufactured. Natural fibers are found in nature, that is, they 

come from plant or animal sources. In contrast, manufactured fibers are made in chemists' 

laboratories from substances that occur in nature, such as wood pulp, air, petroleum, or natural 

gas that must be converted into fibers before being made into fabrics. Because manufactured 

fibers are invented in laboratories, these fibers are more plentiful than natural fibers. Currently, 

23 manufactured fibers are available on the market and include rayon, nylon, acetate, acrylic, 

spandex, and polyester. The Federal Trade Commission has assigned generic names, or non

trademarked, names to these 23 manufactured fibers (Stone, 2000). 

Manufactured fibers. All manufactured fibers start life as thick liquids. Fibers of 

continuous, indefinite lengths are produced by forcing the liquid through the tiny holes of a 

mechanical device called a spinnerette. Fibers are then cut into short lengths, and spun into yam 

or chemically processed into yam directly. In the latter, the production of fiber and yam occurs 

simultaneously. There are two basic types of manufactured fibers, cellulosic and noncellulosic 

(Stone, 2000). 

Cellulose, the same fibrous substance found in the natural fibers of plants, is used to 

manufacture cellulosic fibers. Cellulosic fibers are made with a minimum of chemical steps and 
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include rayon, acetate, and triacetate. The cellulose used to make these fibers comes mostly from 

soft wood, such as spruce. Petroleum, coal, natural gas, air, and water are used to make 

noncellulosic fibers. They are produced from various combinations of carbon, hydrogen, 

nitrogen, and oxygen. Fiber chemists working in laboratories link the molecules into long chains 

called polymers. Nylon, acrylic, and polyester are in this category (Stone, 2000) 

Natural fibers--cotton. The use of natural fibers predates written history. There are four 

major natural fibers, cotton, silk, flax (linen), and wool. Two other minor natural fibers are ramie 

and hemp. In addition, there are many other natural fibers that are in short supply, and thus are 

limited to luxury items. Fibers that fall into the luxury category include alpaca, angora, camel 

hair, cashmere, goose down, llama, marabou, mohair, ostrich, and vicuna (Stone, 2000). 

The most widely used of all the natural fibers, cotton is the vegetable seed fiber 

consisting of unicellular hairs attached to the seeds in a boll of the cotton plant. The length of the 

fiber is roughly I inch but varies from less than 1/2 inch to over 2 inches, and the diameter is 

quite fine. The normal color of cotton fiber is generally white to tan in color, though it may be 

brown or green depending on the variety, weather, and soil conditions. The chemical 

composition of cotton is almost pure cellulose (Tortora & Merkel, 1996). 

Cotton is a member of the mallow family, related to the common garden hollyhock, 

hibiscus, and okra. Each fiber is a single plant cell that develops as an elongation of a cell in the 

outer layer of the cottonseed. These seed hairs are called lint. A secondary growth of much 

shorter fibers accompanies the growth of cotton lint. The shorter fibers, which are too short to be 

spun into yam, are called !inters (Tortora & Collier, 1997). 

The cotton plant appears to have been native to the area known today as India and 

Pakistan, and the cultivation and use of cotton is thought to have begun there. Eventually, the use 
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of cotton spread into other areas in which the climate was compatible with its cultivation (Tortora 

& Collier, 1997). The earliest evidence of actual woven cotton fabrics was found in India and 

was estimated to have been woven between 3,000 BC and 5,000 BC. Fabrics of comparable age 

have been unearthed in excavations of Peruvian gravesites (Barber, 1991 ). 

From India, cotton cultivation spread west to Egypt and east into China and the South 

Pacific. Because cotton cannot be cultivated in the cooler European climates, cotton fiber and 

fabrics used in the Middle Ages had to be imported. The Europeans had never seen cotton plants 

and the belief was widespread that cotton came from the fleece of a beast that was half-plant and 

half-animal (Tortora & Collier, 1997). 

Large-scale cotton cultivation in the American colonies began as early as 1556 when 

cottonseeds were planted in Florida. By 1616, colonists in Virginia were growing cotton along 

the James River (Tortora & Collier, 1997). The Southern states of the United States proved 

especially hospitable to the cultivation of cotton and the production of cotton soon became a 

major factor in the economy of the South. As Americans migrated westward, the cultivation of 

cotton also moved west into those areas where the climate was suitable (Cotton Incorporated, 

n.d.a). 

Investigating the history of cotton provides an interesting illustration of the ways in 

which the value of a textile fiber can vary. In the 18th century and before the invention of the 

cotton gin, cotton fabric was a costly luxury used chiefly by the wealthy. After the processing of 

cotton fibers became less labor intensive through mechanization, the price decreased and, for 

many decades, cotton was a utilitarian fabri c available at r ·latively low cost (Tortora & Collier, 

1997). 
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Technological advances in fabric production developed during the Industrial Revolution 

helped to make cotton the most widely used fiber in the world, and production of cotton 

continued to spread throughout the world during the 20th century. Currently, cotton is grown in 

the tropical and warm temperature regions of the world, with the major producers being China, 

the United States, India, and the Soviet states. Lesser producers include Pakistan, Brazil, Turkey, 

Mexico, Iran, and Sudan (Tortora & Merkel, 1996). 

During 2000-2001, total world cotton production was 88.4 million bales. China was the 

largest producer, growing 24% of the world total, followed by the United States (21 %), India 

(13%), Pakistan (8%), Uzbekistan (5%) and Brazil (3%). On average, these six countries produce 

75% of the world cotton crop (Cotton Inc., 2001). 

Within the United States, cotton accounts for 28% of all crop production and business 

revenues stimulated by cotton in the U.S. economy typically exceed $120 billion, the greatest of 

any U.S. crop (National Cotton Council of America, n.d.d). Cotton is grown in 17 states and is a 

major crop in 14; spanning from Virginia to California. Texas is the single largest producer of 

cotton in the United States. California, Mississippi, Georgia, North Carolina, and Arkansas round 

out the top six largest producing states. Combined, these six states accounted for 73 % of the total 

U.S. cotton production for the 1999 - 2000 crop year (Cotton Inc., 2001). Three major types of 

cotton grown in the United States are Upland, Pima, and Sea Island (Hatch, 1993). 

Upland is the major type of cotton grown in the southeastern United States, Texas, and 

California and has a shorter staple length than the other types. American Pima cotton, which is 

grown mostly in southern California, New Mexico, and Arizona, is longer staple and is more 

costly to process and produce. The extra cost is reflected in the premium price of textile products 
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labeled Pima cotton. Sea Island cotton also is longer staple and is grown in limited quantities in 

the Southeast, primarily South Carolina and Georgia (Hatch, 1993). 

For optimum growth, the cotton plant requires a warm climate with adequate water. A 

favorable distribution of rain is more important than is the quantity of rain because the plant 

needs plenty of moisture during the growing season, and warm, dry weather during harvesting. 

For this reason, cotton also is grown successfully in warm, dry climates with adequate water for 

irrigation (Tortora & Collier, 1997). Cotton is grown in the southern and western regions of the 

United States because of six to seven frost-free months per year, during which the sun shines 12 

hours per day (Hatch, 1993). 

Blooms appear on the plant any time from 80 to 110 days after planting. The blooms are 

creamy white or yellow when they first appear. Twelve hours to three days after the blooms have 

appeared, they change in color to pink, lavender, or red and fall off the plant, leaving the 

developing boll on the stem. Fifty to 80 days later, the pod matures and bursts open, and the 

cotton is ready to be picked due to degradation brought about by harsh weather conditions 

(Tortora & Collier, 1997). 

The mechanism that causes the opening of the cotton boll is not fully understood, but is 

believed to be related to hormonal changes in the maturing plant. Whatever the specific cause, 

the result is that the boll walls crack, the boll dries, and the cotton fiber is exposed, mature and 

ready for picking. Failure to pick the ripened cotton promptly detracts from the quality of the 

fiber (Tortora & Collier, 1997). 

Picking cotton is done either by hand or machine. In the United States, a great deal of 

cotton production and harvesting has been mechanized, but in underdeveloped parts of the world, 

much of the cotton planting, cultivation, and harvesting is done by hand (Tortora & Collier, 
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1997). Handpicked cotton is the highest-quality cotton because only mature fibers are picked, 

however, in industrialized countries, because of the cost oflabor, hand picking is not feasible 

since 50 people are needed to pick the same amount of cotton as one mechanical picker. Today, 

almost 99% of all cotton is machine-picked (Tortora & Collier, 1997). The annual yield per acre 

for U.S. cotton is about one bale, or 480 to 500 pounds. The use of fertilizers, insecticides, and 

herbicides, as well as improved plant genetics, account for higher yields than in the past (Hatch, 

1993). 

Once cotton fiber has been picked, it is separated from cottonseeds by a process called 

ginning. The cotton gin removes the fibers from the seed and removes foreign matter, such as 

twigs, leaves, and parts of the bolls, from the fibers, or lint, before packing the fibers into bales. 

Before being baled, fibers are tested to determine quality, which, in tum, determines value 

(Tortora & Collier, 1997). 

The quality of cotton fiber varies based not only on the length and variety of fiber but 

also the physical condition from ginning; the amount of vegetable matter, dirt, and sand present; 

and color. Evaluation of cotton quality has been made easier with the introduction of high

volume instruments for the automated measurement of length, strength, fineness, and color 

(Tortora & Collier, 1997). 

To provide an objective means of evaluating cotton quality, the U.S. Department of 

Agriculture established a classification system that provides information to the sellers and buyers 

of unprocessed cotton so they could determine value and the requirements for further processing. 

Different grades are established for different kinds of cotton, with the trash content, color, 

ginning preparation, and brightness being factors taken into account (Tortora & Collier, 1997). 

Standards for length of staple fiber also have been established according to the length to which 
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they grow. Longer fibers command higher prices because they usually are also finer. The three 

different grades of cotton are (a) short-staple fiber that is 3/8 to 3/4 inches in length and comes 

primarily from Asiatic species of cotton that are both short and coarse; (b) intermediate-staple 

fiber that is 13/16 to 1 1/4 inches in length and comes primarily from the American Upland 

variety that is of intermediate length and coarseness; and ( c) long-staple fiber that is 1 1/2 to 2 1/2 

inches in length and, in the United States, comes primarily from Sea Island, Egyptian, and Pima 

varieties (Tortora & Collier, 1997) 

Cotton is generally characterized as comfortable, absorbent, machine-washable, dry 

cleanable, and easy to handle with good color retention, strength, drapability, and printability 

(Tortora & Merkel, 1996). In contrast to the positive characteristics, cotton fabrics wrinkle easily 

and do not recover well from wrinkling. As a result, unfinished cotton fabrics generally must be 

ironed after laundering (Tortora & Collier, 1997). 

In order to contend with wrinkling and other less desirable qualities, manufacturers have 

engaged in several activities. First, cotton has been blended with other fibers, especially with 

manufactured fibers, to create cotton-like fabrics with better wrinkle resistance and dimensional 

stability. Second, durable-press resin finishes have been applied to cotton fabrics to lessen the 

propensity to wrinkle. Finally, a variety of finishes developed for cotton are applied to yarns and 

fabrics to compensate for the less desirable qualities (Tortora & Collier, 1997). 

Strength of cotton on a scale of high, medium, and low would rank as medium. Cotton is 

10% to 20% stronger when wet than when dry. The strength of cotton can be increased by a 

process called mercerization in which yarns or fabrics held under tension are treated with 

controlled solutions of sodium hydroxide (Tortora & Collier, 1997). 
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As cotton fiber gets wet, it increases in tenacity and loses stiffness. Cotton fiber swells 

considerably in water but dries to its original dimensions (Hatch, 1993). Unfinished woven or 

knitted cotton fabrics will shrink in the first few launderings because the laundering releases 

tensions created during weaving or finishing. The relaxation of these tensions may cause changes 

in the fabric dimensions. Cotton fabrics can be given special finishes to prevent this relaxation 

shrinkage (Tortora & Collier, 1997). Finishes also are applied to make cotton fabrics water 

repellent, stain resistant, flame retardant, and durable press (Geissler, 1993). In addition, there 

have been many new developments in functional finishes, such as finishes for odor control and 

antimicrobial action (Cotton, Inc., n.d.b) 

The absorbency of cotton makes it comfortable in hot weather and suitable where 

absorbency is important. It is relatively slow to dry because the absorbed moisture must be 

evaporated from the fiber (Tortora & Collier, 1997). Cotton will retain 24 to 27 times its own 

weight in water. Because of this, it can absorb and release perspiration quickly, has great affinity 

for dyestuffs, and bleaches excellently to a clear white (The New Encyclopedia of Textiles, 

1980). 

Cotton will not melt when exposed to high temperatures, however, exposure to dry heat 

at temperatures about 300° F will cause gradual decomposition and deterioration of the fiber. In 

fact, cotton is combustible; it bums upon exposure to a flame and will continue to bum when the 

flame is removed (Tortora & Collier, 1997). However, regardless of cotton's adversity to very 

high temperatures, because of the absorbency of c tton, a higher heat setting is needed in the 

dryer to dry cotton fabrics, and cotton takes longer to dry than less absorbent fibers. Because 

cotton fibers are fairly inelastic and will wrinkle easily, the fabric may need frequent pressing. 
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Cotton can be ironed with a hot iron, and does not scorch easily, however, excessively high 

ironing temperatures cause cotton to scorch or turn yellow (Tortora & Merkel, 1996). 

Cotton can be cleaned by boiling and vigorous agitation; other mechanical stresses 

applied in laundering do not harm the fiber. It is highly resistant to mild alkalis and fairly 

resistant to bleaching (Hatch, 1993). In addition, it is heat resistant and durable, and has good 

color fastness, a high degree of pliability, and a high degree of flexibility (Geissler, 1993). 

Cotton stands up well in abrasion tests, and fibers can be bent as many as 50,000 times without 

rupture (The New Encyclopedia of Textiles, 1980). 

Cotton can be cleaned successfully in any water temperature using either detergents or 

natural soaps. It can withstand high temperatures; boiling water does not hurt the fiber (Tortora 

& Collier, 1997). As a result, home laundering is an acceptable care method for much cotton 

apparel (Geissler, 1993). In addition, dry-cleaning solvents do not harm cotton, so, where 

construction details or trim makes wet laundering undesirable, dry cleaning can be used (Tortora 

& Collier, 1997). 

Chlorine bleach can be used safely on cotton whites and color-safe bleach should be used 

on dyed cottons. Stains can be removed from white cotton by using strong oxidizing bleaches as 

long as water temperatures, concentration of bleaching agent, and time of exposure are controlled. 

Strong chlorine bleaches should not be poured directly on cotton since pinholes can be formed in 

the fabric from direct contact with the bleach (Tortora & Collier, 1997). 

In terms of utilization, cotton is one of the most important fibrous raw materials of the 

textile industry because it is versatile and provides good comfort in apparel and home furnishings 

items. U.S. mills annually consume some four billion pounds of cotton. Of that total, the apparel 

industry uses 64%, the home furnishings industry uses 28%, and the remaining 8% is used by the 

18 



industrial products market for medical supplies, industrial thread, and tarpaulins (NCCA, 2001 ). 

Cotton has more than I 00 end-use applications, making it perhaps the most versatile fiber today 

(Hatch, 1993). 

In wearing apparel, the qualities of comfort, dyeability, and launderability have led to 

cotton's wide use. Major end uses in wearing apparel include blouses, shirts, dresses, 

childrenswear, activewear, separates, swimwear, suits, jackets, skirts, pants, sweaters, hosiery, 

and neckwear. Cotton's share in women's apparel in 2000 stood at 51.2% while it's share in total 

men's apparel for the same period was 77.8%, and for the children's market was 68.7% (Cotton, 

Inc., n.d.a). In the home furnishings and accessories area, bed linens, table linens, draperies, 

upholstery and slipcover fabric, and towels frequently are made from cotton (Tortora & Collier, 

1997). In fact, cotton makes up I 00% of the towel and washcloth markets (NCCA, n.d.d). 

Natural fibers--mohair. Mohair is the hair that has been clipped from the Angora goat. 

Mohair traditionally has been regarded as a specialty or luxury animal fiber, represents less than 

0.05% of the total world fiber production, and is viewed as being special because of perceived 

qualities such as superior softness, brightness, and luster (Hunter, 1993). As a result, the high 

quality image of this specialty fiber is enhanced by a price ranging from high to extremely high 

(Day & McGregor, 1993). The highest prices are generally paid for mohair used in apparel, 

particularly fashion clothing, with lower prices paid for fibers used in carpets and upholstery 

(Hunter, 1993 ). 

The exact origins of the Angora goat are unknown, however, the Angora goat is believed 

to have originated in the Asian Himalayas and later migrated to Turkey after the Middle Ages. 

The goat derived its name from the province of Angora, Turkey, where it was raised for 
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thousands of years. Today, Angora goats are raised in the southwestern United States and South 

Africa, as well as in Turkey (Tortora & Merkel, 1996). 

Originally, in Turkey, a closely guarded mohair industry existed, with the export of 

unprocessed mohair being forbidden by the government. However, in 1838, under pressure from 

England, the ban was lifted and a few bales of fiber were shipped to Europe. In the same year, 

the first Angora goats to leave Turkey went to South Africa, and in 1849, seven does and two 

bucks were exported to the United States from Turkey (Hatch, 1993). By 1853, mohair spinning 

was started in England, and by 1865, mohair exports from South Africa to the United Kingdom 

finally reached to a measurable level (Hunter, 1993). 

During the next 100 years, the mohair industry slowly grew in the United States but was 

developed further when the National Wool Act was founded in 1954. The National Wool Act 

was founded in the wake of the Korean War and provided wool and mohair subsidies programs to 

created a stockpile of wool products for use in military uniforms. The subsidies programs 

provided direct payments to domestic producers. Payments were based on the percentage needed 

to bring the average return (market price plus payment) up to an announced support level, which 

was based on average market prices (Congressional Quarterly Almanac, 1993). 

One of the main features of the program was to encourage the production and aggressive 

marketing of wool and mohair by aiming higher direct payments to producers to get higher 

market prices for products. There was also a duty on imported apparel wool , which helped give 

domestic wool a pricing advantage. The costs of the subsidies were covered by tariffs collected 

on imported wool and mohair with no cost to the taxpayers (Congressional Quarterly Almanac, 

1993). 
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In the United States, partially as a result of the subsidies programs, the number of Angora 

goats reached a record high of more than 4.5 million in 1965, when mohair production was 

31,584,000 pounds. Herd sizes and mohair production declined steadily afterwards, however, in 

response to fluctuating market demand, and declined to 1,270,000 animals in 1976. The industry 

began rebounding in 1981, and by 1992, the number of Angora goats had again reached two 

million and ranchers produced 14.2 million pounds of mohair valued at more than $12 million 

(The Handbook of Texas Online, n.d.b ). 

In 1993, the 103rd U.S. Congress decided to phase out the wool and mohair subsidies 

programs over a period of three years, contending the programs yielded few benefits because of 

the costs. The first of these reductions in incentive payments took place in April of 1995, the 

second in April of 1996, and the last in April of 1997, finally marking the end of the programs 

(Hearing before the House of Representatives, 1995). Subsequently, the production of U.S. 

mohair fiber began to decline. 

Recent statistics reported by the National Agricultural Statistics Service (1999, 2000) and 

the Natural Fibers Information Center (1999, 2000) indicated an 18% decrease in the total U. S. 

Angora goat population from 1999/2000 to 2000/2001, from 436,000 to 359,000 animals. During 

the same time frame, the number of Angora goats in Texas decreased 28% from 370,000 head in 

the 1999/2000 reporting period to 300,000 head during the 2000/2001 reporting period. 

Today, regardless of a decline in the worldwide production of mohair fiber, the United 

States is still one of the biggest producers of mohair in the world (Walters, 1998). Within the 

United States, about 90% f the mohair cli originates in Texas, however, the goats are raised 

over wide areas of the enti re Uni le Stai -:; , particularly in Arizona, New Mexico, Oklahoma, and 

Michigan (National Agricultural Statistics Service, 2001). Specifically, the Navajo Indian 
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reservation of Arizona-New Mexico has the second largest concentration of Angora goats in the 

United States (Kreckel, 1993). 

Numerous interacting factors and potential constraints influence prospects for expanding 

mohair and cashmere production and processing in the United States. These include the prospect 

that the goat and textile industries may no longer be profitable in the absence of clear government 

policies and support. Future demand is unknown, but with increasing world population and 

affluence, prospects for long-term improved demand for luxury fibers seem good. To emerge 

from the uncertainty of erratic raw material prices and to better control profitability, domestic 

goat-fiber producers have been encouraged to consider innovative, cooperative, retained 

ownership business ventures that will permit them to profit-share up to the retail level (Lupton, 

1996). 

The most valuable characteristic of the Angora goat, as compared to other goats, is the 

value of the mohair that is clipped, with kid mohair, a finer fiber, being much more valuable than 

adult mohair. Angora goats are sheared twice a year, before breeding and before kidding. The 

hair grows about 3/4 of an inch a month, and adult and kid hair should be at least four inches long 

at shearing (Walters, 1998). To obtain a supply of slightly longer fiber, some goats are sheared 

only once a year when the fibers are 9 to 12 inches in length (Tortora & Collier, 1997). 

Regardless of when the goats are clipped, an adult goat usually will produce 8 to 16 pounds of 

mohair a year, while a kid goat will yiel nly 3 to 5 pounds a year (Walters, 1998). 

Once removed from the goat and cleaned, mohair clip is graded, with hair from kids or 

young goats being graded more highly, primarily because of fi neness, luster, and curl (Tortora & 

Collier, 1997). Once cleaned, or scoured, mohair fibers become white in color, smooth, silky, 
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and fine in feel and appearance; cleaned mohair has a wide range of fineness varying from eleven 

to ninety microns (The New Encyclopedia of Textiles, 1980). 

After the mohair is scoured and combed, the fiber is then sold in tops and noils. Top is 

made up of fibers taken in the combing operation and is found in worsted stock either as all

worsted or worsted-mixes. The fibers found in top are smooth, uniform, even, and have no 

foreign matter. Noils are the short fibers that are taken from the carding or combing operations 

involved in the processing of textile fibers. These are used as substitute fiber and may be high or 

low in quality. The stock may be high in quality but short in length, probably too short to be 

manipulated into yam on its own. Thus, noil is worked in with longer staple fibers to make yam 

(The New Encyclopedia of Textiles, 1980). 

Although mohair is one of the oldest of fibers and a great deal of published information 

exists on mohair, much of the specialized know-how required to convert the fiber into yams used 

to create highly desirable fabrics of superb quality so characteristic of mohair, remains 

unpublished and a closely guarded secret (Hunter, 1993). The English have obtained the highest 

success in spinning mohair on the Bradford system, a method of spinning developed in Bradford, 

England (Tortora & Merkel, 1996). 

Because the American textile industry is generally geared toward the use of shorter 

fibers, spinning machines typically are not set up for the greater fiber length and slipperiness of 

the mohair fiber. Thus, most spinning machinery in the United States is not set to handle mohair 

fiber and, as a result, very little commercial spinning of mohair occurs at U.S. spinning 

operations. Ultimately, most of the mohair harvested in the United States in purchased for 

offshore processing and then returned in a variety of finished forms (Kreckel, 1993). 
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Most of the physical and chemical properties of mohair are very similar to those of wool, 

but, when viewed under the microscope, mohair shows fewer scales than does wool (Tortora & 

Collier, 1997). As a result, compared to sheep's wool, mohair has a higher luster, tenacity, and 

resilience and is more resistant to abrasion (Hunter, 1993). 

The very high luster of mohair is one of the most desirable properties of the fiber. The 

less-definitive, flatter scale structure of mohair is believed to confer this desirable luster to mohair 

fibers. Mohair's famous luster can even be improved by careful processing and dyeing (Day & 

McGregor, 1993). 

Because mohair's structure is pliable rather than solid, it can be bent and twisted without 

damage to the fiber, thus, mohair is extremely elastic, an average mohair fiber can be stretched to 

30% of its normal length and will still spring back in shape. Because of the fiber resilience, 

mohair garments resist wrinkling, stretching, and sagging during wear. In addition, helped by its 

pliability, mohair is claimed to be the world's most durable animal fiber. (Day & McGregor, 

1993), primarily because mohair's slippery, smooth surface makes the fiber especially resistant to 

abrasion (Tortora & Collier, 1997). 

In addition to these very positive attributes, mohair fiber non-flammable, does not soil 

easily, is water resistant, moisture and odor absorbing, and easy to dye. Mohair, more than any 

other animal textile fiber, has the ability to be dyed brilliant colors that resist time, the elements, 

and hard wear 

Mohair is almost non-flammable. When exposed to flame, it bums at a low temperature 

and tends to shrink. The flame produces a bead-like ash, but the fiber will stop burning almost as 

soon as it is taken away from the flame (Day & McGregor,1993). 
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Because of its general smoothness and low static propensity, except under dry conditions, 

mohair does not collect dust or soil easily and stains are easily removed (Hunter, 1993). Because 

dust does not rest on mohair's slippery fiber, the fiber's use in furnishing fabrics and hangings is 

advocated. Dust, which adheres at the intersections of woven fabrics, is easily removed from 

mohair by shaking or brushing (Hunter, 1993). 

Mohair is easier to launder than wool (Tortora & Collier, 1997). Washable apparel made 

from mohair fabrics should be washed in tepid water and mild hand washing detergent. After 

squeezing water out, apparel can be laid flat on a towel to dry or tumble dried in a pillow case as 

long as a low and gentle setting is used. Mohair upholstery fabrics need occasional brushing so 

the pile will maintain its luster. Stains such as fruit juice, beer and coffee need to be treated 

immediately with a dry foam cleanser or mild detergent. Liquor and spirit stains should be 

treated with pure alcohol, and when cleaned, the fabric may be rinsed in cool water, dried and 

carefully brushed in the direction of the pile. Steaming may solve any irregularities in pile. To 

reduce shedding, garments may be placed in a dryer on the air fluff setting and tumbled for 10 to 

15 minutes (Mohair Council of America, n.d.b ). 

Mohair remains one of the most important specialty animal fibers, finding application in 

a wide range of textile end-uses, most notably apparel and household textiles, however, mohair 

also is used extensively in industries such as carpet, upholstery, window treatments, and 

automobile cloth (Hunter, 1993). In the apparel industry, mohair is used to produce sweaters, 

tropical worsteds, coats, socks, and imitation furs, (The New Encyclopedia of Textiles, 1980). 

Mohair is sought after for its comfort because it is warm in winter and cool in summer. For 

example, in lean worsted type lightweight tropical suiting, mohair is regarded as a cool fiber, but 
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in brushed fiber products, such as shawls, stoles, and sweaters, mohair provides warmth and bulk 

without weight (Hunter, 1993). 

Mohair also is used for braids, theatrical wigs, doll hair (Hunter, 1993), and home 

knitting yams (Tortora & Merkel, 1996). Novelty yams, such as looped or boucle yams, are 

often made of mohair and mohair blends with other fibers because mohair is more adaptable to 

the formation of lightweight fancy yams and fancy weave fabrics than wool (Hatch, 1993; 

Tortora & Collier, 1997). Overall, mohair blends very well with other fibers and has been 

blended with wool, alpaca, ramie, linen, cotton, silk, cashmere, and mink, with wool being the 

most popular (Hunter, 1993). 

Natural fibers--wool. Traditionally, the term wool has meant fibers covering the skin of 

sheep. However, as defined in the Wool Products Labeling Act of 1939, the term wool is more 

inclusive, describing the fiber from the fleece of the sheep or lamb, and the undercoat hair of the 

angora goat or cashmere goat which has never been reclaimed from any woven or felted wool 

product. In fact, wool may include the specialty fibers from the hair of the alpaca, camel, llama, 

and vicuna. Wool is distinguished from hair and kemp because the latter two are more coarse and 

stiff and do not possess much ability to felt or spin (Tortora & Merkel, 1996). 

Fiber taken from domesticated sheep makes up the largest quantity of fiber sold under the 

name of wool (Tortora & Merkel, 1996). Sheep's wool is by far the more important type of wool 

fiber because it is the most plentiful. Around the world, there are approximately 200 different 

breeds and crossbreeds of sheep : 1at pr duce wool fiber. Within the 200 breeds, there are 

approximately 40 major breeds of sheep and 20 distinct grades of wool with crossbreeds included 

(Tortora & Merkel, 1996). The fiber produced by these animals varies widely in quality, not only 

because of the conditions under which the sheep may graze and the quality of the pastureland, but 
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also because some breeds of sheep produce finer quality wool than do others (Tortora & Collier, 

1997). 

The sheep breeds that produce the most valuable and finest wool are the Merino variety. 

This type of wool accounts for about 30% of wool production in the world. Merino sheep 

originated in Spain but are now prevalent all over the world with the largest proportion of Merino 

fleeces today coming from Australia. French Rambouillet sheep, descendents of the Merino 

bloodline, were imported to the United States in 1840 and make up 27% of all the sheep in the 

United States. These sheep also produce fine, high quality wool (Tortora & Collier, 1997). 

Currently, sheep's wool is produced all over the world, with Australia, New Zealand, 

Russia and its neighboring countries, Argentina, and South Africa being the foremost producers. 

In the United States, wool production has existed for several centuries, but was at an all time high 

during the 1930s and 1940s with an average of 30 million sheep being used for wool production 

annually. After World War II, the United States began to experience a declining number of sheep 

being used for wool production, and since 1980, numbers consistently have been below 10 

million head with only a total of 6.14 million head in 2001 (NASS, 2001). Currently, in the 

United States, the states that produce the largest quantities of wool are Texas (18% ), California 

(9%), and Wyoming (8.5%), Colorado (7%), Montana (6%), and Utah (5%). These six states 

account for over 53% of the total numb · >f sheerJ shorn in the United States (Tortora & Collier, 

1997). 

Sheep are sheared to remove the fleece in the spring season. Expert shearers move from 

place to place, removing fleece or clip wool. In Australia, fleece is removed in sections with the 

underbelly section kept separate from the sides. This is done because the fleece from the 

undersection and legs tends to be inferior in quality to that of the sides; it contains more vegetable 
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matter and is more tangled, matted, and tom. In the United States, shearers remove the fleece in 

one piece. Fleece that is sheared from sheep at 8 months of age or younger is called lamb's wool. 

Because this is the first growth of hair, it tends to be softer and finer. Products made from this 

soft, fine wool are generally labeled as lamb's wool. An average of 8 pounds of wool per year is 

clipped from a sheep (Tortora & Collier, 1997). 

Once sheared, wool is graded and classified in order to judge the fleece for its overall 

fiber fineness and length (Tortora & Collier, 1997). One of the traditional methods of grading 

classifies wool fiber into one of five classes with each class containing fibers of varying types, 

including different lengths and diameters; the diameter of wool fibers varies greatly, even in the 

same fleece. Class one wools include fibers with a 1 to 5 inch staple length, class two wools 

include fibers with a 2 to 8 inch staple length, class three wools include fibers with a 4 to 12 inch 

staple length, class four wools include irregular length staple from mongrel sheep, and class five 

wools include fiber from animals akin to domestic sheep. Fleeces of different classes normally 

are separated before being baled and sold (Tortora & Merkel, 1996). 

Once sheared and classified, in order to prepare the fleece for use, it must be scoured to 

remove oil, grease, perspiration, and some of the dirt and impurities. The fleece is washed a 

number of times in a warm, soapy, alkaline solution. A fleece of about 8 pounds in weight will 

be reduced by scouring to about 3 to 4 pounds. Much of the weight loss results from the removal 

of lanolin, a natural oil secreted by the sheep, which keeps the fleece soft and waterproof. The 

lanolin is recovered for use in cosmetics and other oil-based preparations (Tortora & Collier, 

1997). 

If wool retains significant quantities of vegetable matter after scouring, it must be 

carbonized to remove this substance. Carbonization is the treatment of the fleece or fabric with 
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sulfuric acid to destroy burrs, sticks, or other cellulosic material. An alternative method is to 

lower the temperature of the fleece below freezing so that dirt, burrs, or vegetable matter become 

brittle and can be knocked or brushed from the fleece. As a result of these processes, the wool 

may become overly dry and brittle. To avoid this, a small amount of oil is added to the fiber to 

keep it flexible, and the wool is kept somewhat moist during handling (Tortora & Collier, 1997). 

Once cleaned, wool fibers are carded in order to prepare the fibers for spinning. To card 

the fibers , fine wire teeth mounted on a cylinder separate the fibers and make them somewhat, 

although not completely, parallel. This procedure also helps to remove remaining vegetable 

matter from the fiber (Tortora & Collier, 1997). Once carded, fibers are spun into yams and then 

woven, knitted, or felted in textures ranging from soft and sheer to sturdy overcoating for cold 

weather wear (Tortora & Merkel, 1996). 

Wool is the major fiber in the protein fiber group, and protein fibers tend to be weaker 

overall than cellulosic fibers, such as cotton. In addition, protein fibers do not become stronger 

when wet like cellulosic fibers , but do have greater resilience than cellulosic fibers (Tortora & 

Collier, 1997). Wool is a very resilient fiber that can be stretched as much as 30% beyond its 

relaxed length without permanent damage if the duration of the strain is short (Tortora & Merkel, 

1996). Because of the good resiliency, apparel made from wool fabrics are more resistant to 

wrinkling and hold their shape better than products made from other fibers (Tortora & Collier, 

1997). 

While wool fiber may not be very strong, wool fabrics may be very durable because the 

length, crimp, and scale structure of wool fibers increase cohesiveness within yams and between 

yams in fabrics (Hyde, 1988). In addition, the felting properties of wool make it appropriate for 

use in blends, especially in combination with fibers that have smooth surfaces. The outer scales 
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on wool fibers tend to interlock with each other binding the fibers together and binding non

felting fibers firmly within the felted wool structure (Tortora & Merkel, 1996). 

One of the most positive attributes of wool fabric is that it acts as an insulator. When 

constructed into a fabric, the outer scales of the fiber interlock so that pockets of air are trapped 

between the fibers. Wool fibers are particularly unique in their ability to form fabrics with high 

thermal insulative capability; the three-dimensional crimp of the wool fiber reduces fiber packing 

and creates an air-filled fabric (Hyde, 1988). 

Finally, wool fiber has a broad affinity for various classes of dyes. While in a natural 

state, wool fibers vary in natural color from white to creamy white to light beige, yellow, brown, 

and black, but wool may be dyed easily into a wide array of colors. The only color of wool that 

tends to be problematic is white as it tends to yellow over time and through exposure to sunlight 

(Tortora & Collier, 1997). Sunlight discolors white fabrics made from protein fibers , turning 

them yellow after extended exposure. Although wool has better resistance to sunlight than 

cotton, it will degrade on prolonged exposure (Tortora & Collier, 1997). 

Wool fabrics can be laundered or dry-cleaned, although dry cleaning is preferable for 

wool fabrics that have not been especially finished to make them washable. Dry cleaning 

minimizes shrinkage problems and is the recommended care procedure for wool fabric due to its 

tendency to felt and be degraded by alkaline laundry detergents (Hyde, 1988). In addition, 

commercial dry-cleaning solvents may include mothproof finishes that will protect wool 

garments from moth attack during storage (Tortora & Collier, 1997). 

Care in laundering wool is required to avoid damaging fibers with strong alkaline soaps 

and detergents, and chlorine bleach. Chemical properties common to most protein fibers include 

susceptibility to damage by bases and by oxidizing agents, especially chlorine bleach. While 
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wool fabrics are damaged by chlorine bleach, they can be bleached safely with hydrogen 

peroxide. Solvents used for spot and stain removal do not harm wool fabrics, however, care 

should be taken in the application of spot remover; excessive friction or rubbing on the fabric 

surface may cause matting and felting of fibers in the treated spot (Tortora & Collier, 1997). 

When laundering, wool products should be washed in lukewarm water by hand or 

machine and the wool fabrics should not be agitated for more than three minutes. Agitation and 

friction produced in handling wool are more detrimental to the fabric than are high washing 

temperatures, so care must taken to avoid placing undue stress on wool fabrics during laundering 

(Tortora & Collier, 1997). 

Wool fabrics should be dried flat and not in an automatic dryer. In a dryer, the pounding 

action caused by tumbling damp fabrics may cause excessive shrinkage of the fabrics because the 

dryer provides all the conditions conducive to felting: heat, moisture, and friction. In contrast, 

drying garments flat will prevent strain on any one part of the item (Tortora & Merkel, 1996). 

When ironing and pressing to remove any wrinkles, protein fibers tend to be damaged by 

dry heat and should be ironed with a press cloth or steam. In addition, wool requires lower 

ironing temperatures than do cotton and linen because of the detrimental effect that heat has on 

wool fibers (Tortora & Collier, 1997). 

By using different kinds of wool yams and variations in weave, a wide variety of 

attractive apparel, accessory, and home furnishings proL ucts are manufactured from wool 

(Tortora & Collier, 1997) with over three-quarters of wool production used for the apparel 

markets and the rest for carpets and other household products (Tortora & Merkel, 1996). 

The excellent insulating qualities of wool lead to its use for cold-weather clothing. 

Winter coats, warm sweaters, and suits are frequently made of worsted or woolen fabrics or 
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blends of wool and other fabrics. In addition, the capacity of wool for temporary setting makes 

the fabric ideal for tailored garments that are shaped through pressing techniques. In the home, 

wool fabrics are made into carpets, blankets, upholstery fabrics, and sometimes draperies. 

Special coarse, resilient, durable wool fibers are produced for manufacture into carpets. Blankets 

of wool are warm without excessive weight and have the advantage of inherent flame resistance 

(Tortora & Collier, 1997). 

The disadvantages of wool used for apparel and home furnishings include the tendency of 

wool fabrics to shrink and the susceptibility of wool to moth damage. Fabrics that have been 

finished to overcome both these problems are available, and appropriate handling during use and 

care will minimize these disadvantages. A disadvantage of wool for some individuals is that they 

may have allergic reactions from contact with the fiber. Finally, some wool fabrics may have a 

rough or scratchy feel (Tortora & Collier, 1997). 

The Secondary Level 

At the secondary level of the fashion industry are companies that perform design, 

production, and sales activities from six months to two years ahead of the time that goods are 

available to the consumer. These companies include those that produce apparel and accessory 

items for men, women, and children as well as home furnishings. Apparel includes both 

outerwear and innerwear while accessories are items used to complete a fashion look such as hats, 

gloves, jewelry, scarves, belts, handbags, small leather goods, footwear, and hosiery (Jernigan & 

Easterling, 1990). Home furnishings include products within the seven main product categories 

of bed linens, bath linens, table linens, window treatments, upholstery fabric, area rugs, and 

miscellaneous which includes throws, kitchen towels, appliance covers. In addition, to these core 

32 



companies, companies exist that are peripheral to the fashion industry, such as fashion 

forecasters, specialists, consultants, and trade associations (Stone, 2000). 

Design companies or departments develop products for the consumer marketplace, either 

new or adapted from previous designs. Designers must be able to identify their customers, and 

develop products that meet the needs of those customers; if designers are not market driven, then 

the company will not be profitable. Many designers seek to develop a unique style that continues 

over time while at the same time, incorporating current trends into the style. In addition, 

designers tend to specialize in designing for a particular size category, price range, or styling 

category. When designing products, designers must be sure to incorporate into each item, a 

pleasing and appropriate combination of all of the elements of good design which include color, 

line, shape, and fabric or material (Frings, 1994). 

Designers of fashion goods can be divided into five groups, differentiated by styling and 

pnce. One group includes firms that produce innovative, high fashion apparel that is very 

expensive. Another group bridges the price range between custom designs and high quality, but 

less expensive merchandise, hence the name, bridge market. Some high-fashion designers also 

produce bridge lines. The next group designs for the better market, with a price range just below 

that of the bridge lines. A fourth group of firms sometimes produces originals, but usually turns 

out adaptations of styles that have survived the introduction stage and are in the rise stage of their 

fashion life cycle. This group of firms is usually identified as the moderate-priced market. A 

fifth group of manufacturers makes no attempt to offer new or unusual styling. Rather, these 

firms mass-produce close copies or adaptations of styles that have proved their acceptance in 

higher-priced markets. This group is usually identified as the budget market (Stone, 2000). 
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Companies that perform production activities include manufacturers and contractors that 

make semi-finished or finished goods from materials produced at the primary level (Stone, 2000). 

Individuals working in production positions must determine costs in order to price products for 

resale, purchase materials (including fabrics) necessary to produce goods, produce patterns and 

markers, schedule production, cut materials to prepare for product assembly, assemble products, 

and prepare completed products for shipping by labeling and packaging the goods (Frings, 1994). 

Once goods are ready, products are shipped to retailers that have purchased the products 

through the sales link in the secondary level chain. Typically, products are sold either at a market 

at a place and time when buyers and sellers meet to transact business or through corporate selling 

that is done management to management. However, products may be sold to retailers through 

direct sales representatives that operate on the road, catalogs, or private label development 

agreements. During the sales process, sales representatives communicate design and 

merchandising concepts to retailers, and even recommend what products should be purchased 

based on stores' customers and images (Frings, 1994). 

Retailers 

The retail level is the ultimate distribution level. At this level are different retail formats 

that buy goods from the secondary level and then sell directly to the consumer (Stone, 2000). 

Differing retail formats exist to service different types of consumers and include department 

stores, specialty stores, boutiques, off-price stores, discounters, mass merchandisers, 

manufacturers' outlets, mail order firms, Internet shopping sites, and direct marketers (Jernigan & 

Easterling, 1990). Although retailers usually do not create fashion, they can encourage or retard 

its progress by the degree of accuracy with which they anticipate the demands of their customers. 
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They seek out styles from manufacturers that they believe are most likely to win acceptance from 

target groups (Stone, 2000). 

In many cases, merchandisers at the retail level work with members of both the primary 

and secondary levels to ensure a coordinated approach to consumer wants (Stone, 2000). Some 

retailers work directly with manufacturers and firms at the primary level to develop styles, 

generically known as private-label goods, for exclusive sale at their stores. As a result, some 

retailers sell only private-label merchandise while others sell private label in addition to national 

brands (Stone, 2000). 

Whether or not retailers are selling national brands or private-label goods, retail 

merchandisers must identify their target customers and then determine how to fill the wants and 

needs of those customers. Target customers tend to be within a general age range, have similar 

lifestyles, and thus, have similar needs and tastes. In addition, customers of a retail store often 

are drawn to the store because of that store's fashion leadership and image. Sometimes, because 

of their constant and intimate contact with their customers, retailers are so intuitive or creative 

that they lead their suppliers in anticipating the styles their customers will accept. Such retailers 

accelerate the introduction and progress of new fashions by persuading manufacturers to produce 

styles that answer an upcoming need or demand. Because of this ability, retailers are doing more 

and more product development for their customers (Stone, 2000). 

Consumers 

The scope of the fashion industry is broad and diversified. All segments of the business 

are interrelated, and all have the same ultimate goal, to identify what goods the consumer will 

want to buy and to make a profit by producing and selling those goods. Ultimately, it is the 

consumer who determines the success of the fashion business. Through acceptance or rejection 
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of the goods offered, the consumer decides what items will be in fashion (Jernigan & Easterling, 

1990). 

Consumers accept and reject products for many reasons, but primarily because of 

aesthetic and practical considerations. Aesthetic considerations include appearance, color, style, 

and texture while practical considerations include fit, appropriateness, brand, fit, convenience, 

quality, comfort, and fabric performance and care. When searching for products, a negative 

evaluation on any of these factors, typically based on experience and product knowledge, can 

cause consumers to reject the product (Frings, 1994). 

Consumers have different levels and types of product knowledge used in making 

purchase decisions and they obtain product knowledge and information from a variety of sources. 

Formal product information is available from a broad range of sources including print and 

broadcast media, advertising, consumer and trade publications, in-store point-of-purchase 

displays, and the Internet, while informal information is available from word of mouth and 

personal experience (Peter & Olson, 1999). 

According to Peter and Olson (1999), the amount of product knowledge required to make 

a purchase will vary according to the type of product being purchased. As different types of 

purchases are made, a different set or ranking of product attributes are involved. Consumers 

possess knowledge about product attributes or characteristics, values the product helps to satisfy 

or achieve, and benefits or consequences of using the product. 

Product attributes. Attributes are basically the characteristics or qualities of products or 

services. Mason (1993) noted that consumers depend on attributes during product evaluation and 

selection, attributes that are concrete and abstract as well as intrinsic and extrinsic. The simplest 

of products may have several attributes while those of complex products are numerous. The 
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importance of attributes varies among consumers and with the type of purchase made (Mason, 

1993). Peter and Olson (1999) stated, 

marketers need to know which product attributes are most important to consumers, what 
those attributes mean to consumers, and how consumers use this knowledge in cognitive 
processes such as comprehension and decision making (p. 68). 

According to Hirschman ( 1980), attributes can have layers of meaning resulting in 

consumers having knowledge about both concrete and abstract attributes of a product. A 

product's physical characteristics are referred to as concrete attributes, however, consumers 

cannot experience abstract attributes directly for they are intangible and must be judged 

subjectively (Peter and Olson, 1999). 

Researchers have used intrinsic and extrinsic attributes related to textiles and apparel to 

investigate overall judgments made by consumers. Intrinsic cues refer to product attributes that 

are inherent in the product (e.g., color/pattern/texture, fiber content, style, construction, 

workmanship). Extrinsic cues are attributes that do not form part of the physical product but are 

added by retailers and manufacturers ( e.g. brand name, price, package/presentation, store/catalog, 

country of origin, care label, advertising). Heisey (1990) determined that both intrinsic and 

extrinsic cues are used by consumers in forming perceptions of product quality. 

Results of a study conducted by Abraham-Murali and Littrell (1995) revealed that the 

intrinsic cues used by consumers when evaluating apparel were ranked in importance in the 

following order: styling, fabric appearance ( content, weight, construction and structure), 

construction, color/pattern/texture appearance, care, fabric performance, workmanship, and color 

performance. The fiber content of the fabric was often a reason for choosing to purchase or reject 

an apparel product. Study results also revealed that the extrinsic cues used by consumers were 
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ranked in descending order of importance as price, store/catalog, brand, country of origin, and 

care label. 

Female apparel shoppers were found to have definite fiber content preferences for various 

items of apparel in results of the Forsythe and Thomas (1989) study of natural, synthetic, and 

blended fibers. Study results further revealed consumers' perceptions of the fiber content were 

generally consistent with actual fiber performance, which suggested that consumers are indeed 

knowledgeable with regard to fiber performance. These findings suggested that although 

women's fiber preferences differed for various items of apparel, these preferences generally were 

not related to age, education, income, or occupational status (Forsythe and Thomas, 1989). 

Research results on the global textile consumer by Cotton Incorporated (n.d.c) indicated 

that before purchasing a garment, consumers considered several factors, such as price, color, 

quality, and fiber with 75% of participants in the survey citing fiber content as one of their top 

concerns. When given a choice between knowing the fiber content or brand name of a garment, 

67% chose fiber content, and 65% said they would pay more for items made from natural fibers. 

The percentage of U.S. consumers who usually or always check fiber content labels on garments 

remains 50%. Similarly, more than half of consumers avoid particular fibers when buying 

clothes. 

Summary 

The apparel and home furnishing industry is highly diverse and competitive. To 

establish and maintain a target market and customer base, manufacturers and retailers must 

understand and attend to apparel and home furnishings attributes considered important by 

consumers. Manufacturers and retailers need information about how consumers react to apparel 
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and home furnishings sewn products so that important attributes can be emphasized through 

merchandise development, selection, promotion, and display. 

Apparel and home furnishings manufacturers and retailers need to know which products 

consumers prefer and how consumers perceive individual products in order to offer products that 

better match consumers' interests. Fiber content is one of the important criteria influencing 

apparel and/or home furnishings purchase decisions; therefore, an understanding of consumer 

perceptions of and preferences for particular fiber contents is important for apparel and home 

furnishings manufacturers and retailers. Understanding preferences for particular fiber contents 

will guide product offerings, whereas knowledge of consumer perceptions of various fiber 

contents will guide marketing and promotional strategies. If fiber content preferences can be 

linked with particular apparel and or home furnishings market segments, then marketers can 

match product offerings to the market segment(s) showing preference for that fiber content. 

With the lines between market levels becoming more blurred, it is harder to maintain and 

develop customer loyalty. To remain competitive, it is becoming more important for producers 

and manufacturers of sewn products to focus their efforts on maintaining the customer markets 

they currently hold, promoting the strengths and characteristics of their product, and researching 

new and/or modified end uses of their product. 

Leaming how to meet consumer needs and wants more effectively involves researching 

the factors consumers use in making purchasing decisions. It is essential that apparel and home 

furnishings manufacturers and retailers provide products and/or services that consumers actually 

need and want. By determining whether distinct identifiable segments exist based on customer 

expectations, manufacturers and retailers can more accurately identify target markets that could 

lead to increased retail sales and, hopefully, customer loyalty. 
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CHAPTER III 

PROCEDURE 

The procedure followed in this study was divided into the following sections: 

(a) research design, (b) selection of sample, ( c) research instrument, ( d) pilot test, ( e) collection of 

the research data, and (f) proposed procedures for statistical analysis of data. 

Research Design 

A descriptive research design was used for this study. The primary purpose of this study 

was to analyze and compare levels of knowledge about the characteristics, care, utilization, and 

product labeling of cotton, mohair, and wool among Texas manufacturers and U.S. retailers of 

apparel and home furnishings sewn products. A secondary purpose was to investigate 

manufacturers' and retailers' beliefs about what consumers want from products made from 

textiles, and what consumers think'is important when purchasing apparel and/or home furnishing 

sewn products. The study also collected basic descriptive data. 

The demographic information collected was studied to determine if there is a relationship 

between any of the factors and knowledge of the natural fibers. All variables in the study were 

identified through a review of the relevant related research and literature. 

The avoidance of sampling bias was a consideration when determining the sample 

selection for the survey. The term bias, when used in connection with sampling, simply means 

those selected for the sample are not "typical" or "representative" of the large populations they 

have been chosen from. Sampling error, beyond the control of the researcher, can exist. 

Sampling bias is different and should be avoided if at all possible. Sampling bias is systematic 
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and is generally the fault of the researcher. The use of systematic sampling within the two 

groups, manufacturers and retailers, helped in the avoidance of sampling bias (Babbie, 1992). 

Selection of Sample 

This study utilized two populations, (a) apparel and home furnishings manufacturers in 

Texas, and (b) apparel and home furnishings retailers in the United States. Two subject lists were 

obtained. 

The manufacturer participants in this study consisted of a statewide cross-section of 

apparel and home furnishings manufacturers. The subject list was obtained from the 1999 

Directory of Texas Manufacturers developed and made available by the Bureau of Business 

Research, Graduate School of Business, The University of Texas at Austin. Within the list, 

owners/managers of companies engaged in the manufacture of sewn products were selected 

through the use of Standard Industrial Classification (SIC) codes, specifically the codes that 

identified manufacturers of textile mill products and apparel and other finished products made 

from purchased fabric or similar materials. Participants were systemically selected from the pool 

of 1,133 eligible manufacturers. A sample size of 350 was used. 

The retail participants in this study consisted of a national cross-section of companies. 

The subject list was obtained from Chain Store Guide Information Services. A sample of 3,000 

companies was randomly selected, by CSGIS, from a database of 8,577 apparel, department, 

discount department, general merchandise, and home furnishings stores. The number of subjects 

for the study was divided evenly between apparel and home furnishings products retailers and all 

had an equal and independent chance of being selected for the sample. From within the 3,000 

names, a sample of 650 was drawn by systematic selection. 
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Research Instrument 

Two questionnaires were developed for data collection using information collected 

through the review of literature and written using an adaptation of Dillman's (1978) Total Design 

Method (TDM). One instrument was developed for distribution to manufacturers and one 

instrument was developed for distribution to retailers. The only difference between the 

instruments for the two sample groups was terminology differences (a) on the front cover and the 

inside front page, and (b) within certain questions contained in the general company information 

section. All questions basically were identical in both instruments. 

The questionnaire was printed in booklet format, containing no questions on the front or 

back pages, and in a photographically reproduced form on white paper. Procedures for proper 

ordering of the questions, formulating of the pages, designing the front cover, and designing the 

back cover was followed as per Dillman's TDM. 

The instrument was designed to elicit responses from apparel and home furnishings 

manufacturers and retailers. A self-administered mail questionnaire was constructed to obtain 

information regarding participants' (a) knowledge about 100% cotton products, (b) knowledge 

about 100% mohair products, ( c) knowledge about 100% wool products, ( d) beliefs about what 

consumers want from products made from textiles, ( e) beliefs about what is important to 

consumers when purchasing apparel or home furnishings products, (f) company profiles, and 

(g) individual demographic profiles. 

The first section of the questionnaire elicited general company information. For the 

manufacturers' questionnaire, the first 10 questions included the following items: (a) how many 

years the company has been in operation, (b) the company's average sales per year, (c) the 

primary type of retail stores to which the company sells, ( d) how the company distributes 
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merchandise, ( e) the predominant fibers found in the fabrics used in production of apparel and/or 

home furnishings, (f) apparel price ranges manufactured, (g) apparel size categories produced, 

(h) apparel merchandise categories produced, (i) home furnishings price ranges produced, and 

U) home furnishings merchandise categories produced. After question 5, participants were 

instructed to answer questions 6 through 8 if engaged in apparel production, and questions 9 

through 10 if engaged in home furnishings production. 

For the retailers' questionnaire, there were 10 questions that include the following items: 

(a) how many years the company has been in operation, (b) the company's average sales per year, 

( c) the primary type of retail format used by the company, ( d) from where the company sources 

merchandise, ( e) the predominant fibers found in the fabrics the company normally purchases for 

apparel and/or home furnishings, (f) apparel price ranges sold, (g) apparel size categories sold, 

(h) apparel merchandise categories sold, (i) home furnishings price ranges sold, and (j) home 

furnishings merchandise categories sold. After question 5, participants were instructed to answer 

questions 6 through 8 if engaged in apparel buying and selling, and questions 9 through 10 if 

engaged in home furnishings buying and selling. 

The second section was partially adapted from previous research (Abraham-Murali, & 

Littrel, 1995); however, parts of this section have been developed specifically for this study. This 

section elicited information about (a) knowledge about products made from 100% cotton, 

(b) knowledge about products made from 100% mohair, (c) knowledge about products made from 

100% wool ( d) beliefs about what consumers want from products made from textiles, and 

( e) beliefs about what consumers want when purchasing apparel or home furnishings. Questions 

1 through 20 under What do you know about cotton?, What do you know about mohair?, and 

What do you know about wool? required participants to respond to 20 statements regarding 
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knowledge of products, in general, made from cotton, mohair, and wool. The statements will 

specifically 

focus on product performance and care characteristics. Participants rated each statement to the 

extent the statement applies to their levels of knowledge about products on a modified Likert 

scale listing five responses ranging from strongly agree to strongly disagree. 

Questions 1 through 20 under What do you think consumers want from products made 

from textiles? required participants to respond to 20 statements regarding beliefs about what 

consumers want, in general, when purchasing apparel or home furnishings products. Specifically, 

questions focused on performance and care characteristics. Participants rated each statement to 

the extent the statement applied to their beliefs about what consumers want on a modified Likert 

scale listing five responses ranging from strongly agree to strongly disagree. 

Questions 1 through 23 under What do you think is important to consumers? required 

participants to respond to 23 statements regarding beliefs about what consumers think are 

important when purchasing apparel or home furnishings products. This set of statements 

addressed more extrinsic factors such as value, brand name, fashion level, country of origin, 

price, care labeling, expressiveness and appropriateness than the previous section. 

The third section of the questionnaire elicited demographic information about the 

participants. These seven questions inquired about (a) current position in the company, (b) age, 

( c) gender, ( d) years of experience in the industry, ( e) highest level of education attained, 

(f) textiles, design, and business courses taken at a college/university as part of a degree program, 

and (g) textiles, design, and business courses or workshops taken as continuing education. (See 

Appendix A for the manufacturer questionnaire and Appendix B for the retailer questionnaire.) 
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Pilot Test 

A pilot study was conducted to pre-test the questionnaire for comprehension of the 

instructions and terminology of the research instrument prior the mass mailing. The population 

of the pilot study was randomly selected names from the same mailing lists as the study sample. 

The pilot test sample included 50 names drawn prior to the main study. The pilot test sample 

group was not part of the main study and pilot test data was not analyzed as part of the main 

study. 

Collection of the Research Data 

In conjunction with the questionnaire design, collection of the research data was made 

using an adaptation of the TDM for implementing mail surveys. A self-administered mail 

questionnaire was sent to a systematically chosen sample of manufacturers in Texas and retailers 

in the United States. A complete implementation theme was followed for collection of the 

research data. A total of 900 questionnaires, with accompanying cover letter and stamped and 

business reply return envelopes were mailed. See Appendix C for the cover letter to 

manufacturers and Appendix D for the cover letter to retailers. One week after the initial mailing, 

a postcard follow-up reminder card was sent to all recipients of the first mailing. See Appendix E 

for reminder card. A second follow-up, consisting of a replacement copy of the questionnaire, a 

cover letter, and another return envelope, was mailed to nonrespondents exactly three weeks after 

the original mailout. See Appendix F for follow-up cover letter to manufacturers and Appendix 

G for follow-up cover letter to retailers. The questionnaires were processed as soon as received, 

and data was tabulated and subjected to statistical analysis within four weeks of mailing the 

second follow-up. 
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All correspondence was personalized when possible and all questionnaires were 

numbered so the non-respondent, follow-up procedures were economically implemented. 

Participants were informed of the confidentiality of the investigation and of rights as human 

subjects in both cover letters. 

Statistical Analysis of Data 

Data were analyzed to determine if significant relationships exist between apparel 

manufacturers, home furnishings manufacturers, apparel retailers, and home furnishings retailers 

with respect to knowledge about fiber characteristics and care, as well as to beliefs about what is 

important to consumers. Data were analyzed through the use of frequencies, percentages, and 

descriptive statistics to determine what industry members think consumers want from products 

made from textiles, and what industry members think is important to consumers when purchasing 

apparel or home furnishings products. Data also were analyzed through the use of frequencies 

and percentages to develop a profile of the participant groups. 

Prior to administration of the statistical tests, mean scores were tabulated on each 

knowledge and belief statement for each subject group based on data collected. The Kruskal

Wallis one-way ANOVA test and the Mann-Whitney Utest were used to evaluate whether or not 

mean scores differed between groups on the knowledge and belief statements. Nonparametric 

tests were used rather than parametric tests, because they are better suited to unequal group size 

and non-normality, both of which can seriously bias parametric tests such as analysis of variance 

(Huck, 2000). 

Friedman Two-Way Rank ANOV A is a non-parametric analogue to the repeated 

measures ANOV A reveals the significance of median differences among repeated measures on 

one variable, or matched samples each measured once on the same variable. The attempt is to 
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discover if the sample response on one or more items is stronger or weaker than on the other 

items (Huck, 2000). 

The Friedman Two-Way Analysis of Variance was used to determine that significant 

relationships exist between responses to the 23 statements questioning (a) beliefs about what 

consumers want from products made from textiles, and the responses to the 23 statements 

questioning (b) knowledge about cotton, (c) knowledge about mohair, and (d) knowledge about 

wool among apparel manufacturers, home furnishings manufacturers, apparel retailers, and home 

furnishings retailers. The same subject groups and their responses were further compared using 

the Wilcoxon Signed Ranks tests to determine where the differences occurred within each group 

and on each of the 23 statements. 

Hypothesis 1 

There will be significant differences in knowledge of the performance and care 

characteristics of products made from 100% cotton between the following groups: 

a. apparel retailers 

b. apparel manufacturers 

c. home furnishings retailers 

d. home furnishing manufacturers 

Hypothesis 2 

There will be significant differences in knowledge of the performance and care 

characteristics of products made from 100% mohair between the following groups: 

a. apparel retailers 

b. home furnishings retailers 

c. apparel manufacturers 
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d. home furnishing manufacturers 

Hypothesis 3 

There will be significant differences in knowledge of the performance and care 

characteristics of products made from 100% wool between the following groups: 

a. apparel retailers 

b. home furnishings retailers 

c. apparel manufacturers 

d. home furnishing manufacturers 

Hypothesis 4 

There will be significant differences in beliefs about what consumers want from products 

made from textiles when purchasing apparel or home furnishings products between the following 

groups: 

a. apparel retailers 

b. home furnishings retailers 

c. apparel manufacturers 

d. home furnishing manufacturers 

Hypothesis 5 

There will be significant differences in beliefs about what is important to consumers 

when purchasing apparel or home furnishings products between the following groups: 

a. apparel retailers 

b. home furnishings retailers 

c. apparel manufacturers 

d. home furnishing manufacturers 
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Hypothesis 6 

There will be significant differences between (a) beliefs about what performance and care 

characteristics consumers want from textile products, and (b) knowledge of the performance and 

care characteristics of products made from 100% cotton, 100% mohair, and 100% wool among 

the following groups: 

a. apparel retailers 

b. home furnishings retailers 

c. apparel manufacturers 

d. home furnishing manufacturers 
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CHAPTER IV 

ANALYSIS OF THE DATA 

The primary purpose of this study was to analyze and compare levels of knowledge about 

the fiber utilization, characteristics, and care of cotton, mohair, and wool among Texas 

manufacturers and U. S. retailers of apparel and home furnishings sewn products. It was 

hypothesized that participants' levels of knowledge will vary according to fiber type. A 

secondary purpose was to investigate manufacturers' and retailers' beliefs about what consumers 

want from products made from textiles, and what is important to consumers when purchasing 

apparel and/or home furnishing sewn products. It was hypothesized that participants will have 

differing beliefs about what consumers want from products made from textiles and what is 

important to consumers when purchasing apparel and/or home furnishings sewn products. 

Information regarding Texas manufacturers' and U. S. retailers' levels of knowledge were 

obtained through responses to self-administered questionnaires developed specifically for each 

group. The manufacturers' questionnaire for the study can be found in Appendix A and the 

retailers' questionnaire can be found in Appendix B. 

Description of the Sample 

Data was collected in the summer of 2001 through self-administered mail questionnaires 

sent to a representative sample of manufacturers in Texas and retailers in the United States. A 

total of 934 questionnaires were mailed to companies chosen through systematic sampling to 

participate in the investigation, of which 74 were returned undeliverable. Participants were 
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informed of the confidentiality of the investigation and of rights of human subjects. A total of 

159 questionnaires were returned by participants, of which 153 were usable, yielding a response 

rate of 17.79%. For each participant, general company and demographic information was 

collected. This participant data was analyzed to determine an overall profile of the participants 

by group, including apparel manufacturers, home furnishings manufacturers, apparel retailers, 

and home furnishings retailers. 

Demographic Profiles of Participants 

Data were analyzed through the use of frequencies, percentages, and descriptive statistics 

to determine what industry members think consumers want from products made from textiles, and 

what industry members think is important to consumers when purchasing apparel or home 

furnishings products. Data also were analyzed thro ,1gh the use of frequencies and percentages to 

develop a profile of the participant groups. 

General Company Information 

Manufacturers. General company information about manufacturers was described by 

responses regarding how many years the company had been in business, the company's average 

sales per year, the primary types of retail stores to whom products were sold, how the company 

distributes merchandise, the predominant fibers found in fabrics normally used in production of 

apparel and/or home furnishings, apparel price ranges produced, apparel size categories produced, 

apparel merchandise categories produced, home furnishings price ranges produced, and home 

furnishings categories produced. Company information data were analyzed utilizing frequencies 

and percentages to develop profiles describing participants for each of the two manufacturer 

groups in the study (see Table 1). Demographic profile information about the actual participants 
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Table 1 

General Company Information: Manufacturers 

Specific Company Characteristics Apparel Home Totalc 
Manufacturera Furnishings 

Manufacturerb 
n % n % n % 

Years in operation 

0 to 5 1 4.0 5 29.4 6 14.3 

6 to 10 5 20.0 2 11.8 7 16.6 

11 to 20 6 24.0 2 11.8 8 19.0 

2 1 to 30 3 12.0 5 29.4 8 19.0 

3 1 to 40 3 12.0 5.9 4 9.5 

41 to 50 4.0 0 0 2.4 

51 to 74 3 12.0 2 11.8 5 11.9 

75 to 99 3 12.0 0 0 3 7.1 

100 + 0 0 0 0 0 0 

Company's Average Yearly Sales 

Under $5 million 19 76.0 15 88.2 34 80.9 

$5 million to $49 million 4 16.0 2 11.8 6 14.3 

$50 million to $99 million 0 0 0 0 0 0 

$100 million to $249 million 1 4.0 0 0 2.4 

$250 million to $499 million 0 0 0 0 0 0 

Over $500 million 0 0 0 0 0 0 

Primary Type of Retail Format 

Department Store 4 16.0 2 11.8 6 14.3 

Specialty Department Store 4 16.0 4 23.5 8 19.0 

Specialty Store 18 72.0 12 70.6 30 71.4 

Discount Store 2 8.0 5.9 3 7.1 
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Table 1 (Continued) 

Specific Company Characteristics Apparel Home Totalc 
Manufacturera Furnishings 

Manufacturerb 
n % n % n % 

Boutique 7 28.0 3 17.6 10 23.8 

Warehouse Store 4.0 1 5.9 2 4.8 

Nonstore 7 28.0 7 41.2 14 33.3 

Other 0 0 0 0 0 0 

Merchandise Distributed Through 

Resident Buying Office 0 0 1 5.9 1 2.4 

Retailer's Corporate Buying Office 1 4.0 2 11.8 3 7.1 

Direct to Retailer 14 56.0 10 58.8 24 57.1 

Wholesaler 2 8.0 5.9 3 7.1 

Independent Sales Representative 8 32.0 4 23.5 12 28.6 

Manufacturer's Representative 1 4.0 3 17.6 4 9.5 

Other 5 20.0 4 16.0 9 21.4 

Predominant Fibers Used 

Cotton 20 80.0 16 94.1 36 85.7 

Mohair 1 4.0 2 11.8 3 7.1 

Wool 3 12.0 4 23.5 7 16.6 

Silk 3 12.0 5 29.4 8 19.0 

Other Natural 1 4.0 4 23.5 5 11.9 

Acetate 2 8.0 5.9 3 7.1 

Acrylic 3 12.0 2 11.8 5 11.9 

Nylon 5 20.0 3 17.6 8 19.0 

Polyester 15 60.0 8 47.1 23 54.8 

Rayon 7 28.0 3 17.6 10 23.8 

Spandex 6 24.0 0 0 6 14.3 

Other Manufactured 2 8.0 3 17.6 5 11.9 
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Table 1 (Continued) 

Specific Company Characteristics Apparel Home Totat 
Manufacturera Furnishings 

Manufacturerb 

!! % !! % !! % 

Apparel Price Range(s) Produced 

Couture 1 4.0 

Bridge 4 16.0 

Better 14 56.0 

Moderate 18 72.0 

Budget 4 16.0 

Apparel Size Categories Produced 

Infant's 5 20.0 

Girl's 10 40.0 

Junior's 6 24.0 

Misses 13 52.0 

Women's 17 68.0 

Petites 5 20.0 

Men's 12 48.0 

Boy's 11 44.0 

Other 4.0 

Merchandise Categories Sold 

Activewear 2 8.0 

Business/career 2 8.0 

Casual wear 9 36.0 

Outerwear 6 25.0 

Sleepwear 0 0 

Sportswear 6 25.0 

Western wear 5 20.0 

Evening wear 4 16.0 
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Table 1 (Continued) 

Specific Company Characteristics Apparel Home Totalc 
Manufacturera Furnishings 

Manufacturerb 

!! % !! % !! % 

Bridal 3 12.0 

Foundations 0 0 

Separates 3 12.0 

Uniforms 11 44.0 

Other 5 20.0 

Home Furnishings Price Range( s) 

High 7 41.2 

Medium 11 64.7 

Promotional/low 2 11.8 

Home Furnishings Categories 

Upholstery fabric 2 11.8 

Upholstered furniture 2 11.8 

Soft goods: bedding ensembles 14 82.4 

Soft goods: towels 5.9 

Soft goods: slipcovers 3 17.6 

Soft goods: window treatments 7 41.2 

Soft goods: throw pillows 10 58.8 

Soft goods: throws 7 41.2 

Bedding: mattresses/box springs 0 0 

Floor treatments: carpets/rugs 5.9 

Trim: tassels/ cording/braiding 5.9 

Wall hangings 2 11.8 

Other 1 5.9 

aN=25 
'N= 17 
CN=42 
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was described by responses regarding current position in the company; age; gender; years of 

experience in the industry; highest level of education attained; textiles, design, and business 

courses taken at a college/university as part of a degree program; and textiles, design, and 

business courses taken as continuing education. The demographic data for both manufacturer 

groups were analyzed utilizing frequencies and percentages (see Table 2). 

Apparel manufacturers. Based on all responses by apparel manufacturers, 24% of the 

companies had been in business for 11 to 20 years, 20% for 6 to 10 years, and 12% for each of 21 

to 30 years, 31 to 40 years, 51 to 74 years, and 75 to 99 years. Seventy-six percent of the 

companies had average sales per year of under $5 million. They primarily sold products to 

specialty stores (48%) and boutiques (28%), either directly to the retailer (48%) or through an 

independent sales representative (32%). 

The predominant fiber found in the fabrics they normally use in production was cotton 

(80%). However, 60% used polyester, 28% used rayon, 24% used spandex, and 20% used nylon. 

Wool (12%) and mohair (4%) were used infrequently. When asked what apparel price ranges 

were manufactured, 72% indicated moderate while 56% indicated better. Sixty percent of the 

companies produced women's apparel while 52% produced misses, 48% produced men's, 44% 

produced boys, and 40% produced girls apparel. Regarding of apparel merchandise categories 

produced, 36% produced casual wear, 28% produced uniforms, 24% produced outerwear, and 

20% each produced sportswear and western wear. 

The participants featured 52% who were owners of the company, 36% that were 56 to 65 

years old, 56% that were female, and 28% that had 21 to 25 years of experience in the industry. 

Thirty-two percent of the participants had some college as the highest level of education attained, 

while 28% had graduated from a four-year college/university and 20% had completed a graduate 
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Table 2 

Demographic Information: Manufacturers 

Demographic Characteristics Apparel Home Totalc 
Manufacturers a Furnishings 

Manufacturers b 

!! % !! % !! % 
Current Position in Company 

Owner/Co-owner 14 56.0 10 58.8 24 57.1 

Chairman 0 0.0 0 0.0 0 0.0 

CEO 0 0.0 0 0.0 0 0.0 

President 4 16.0 3 17.6 7 16.6 

Vice President 0 0.0 2 11.8 2 4.8 

General Manager 2 8.0 5.9 3 7.1 

Plant Manager 2 8.0 0 0.0 2 4.8 

Production Manager 0 0.0 0 0.0 0 0.0 

Department Manager 4.0 0 0.0 1 2.4 

Designer 0 0.0 0 0.0 0 0.0 

Product Developer 1 4.0 0 0.0 2.4 

Buyer/ Assistant Buyer 0 0.0 0 0.0 0 0.0 

Other 1 4.0 5.9 2 4.8 

Age 

Under 25 0 0.0 0 0.0 0 0.0 

26 to 35 4.0 0 0.0 2.4 

36 to 45 6 24.0 3 17.6 9 21.4 

46 to 55 5 20.0 9 52.9 14 33.3 

56 to 65 9 36.0 4 23.5 13 31.0 

Over 65 4 16.0 5.9 5 11.9 

Gender 

Female 14 56.0 11 64.7 25 59.5 

Male 11 44.0 6 35.3 17 40.5 
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Table 2 (Continued) 

Demographic Characteristics Apparel Home Totalc 
Manufacturers a Furnishings 

Manufacturers b 

!! % !! % !! % 

Years of Industry Experience 
0 to 5 2 8.0 5.9 3 7.1 

6 to 10 5 20.0 0 0.0 5 11.9 

11 to 15 3 12.0 5 29.4 8 19.0 

16 to 20 2 8.0 2 11.8 4 9.5 

21 to 25 7 28.0 2 11.8 9 21.4 

26 to 30 4.0 4 23.5 5 11.9 

31 to 35 2 8.0 2 11.8 4 9.5 

36 to 40 4.0 0 0.0 1 2.4 

41+ 2 8.0 5.9 3 7.1 

Level of Education 

Graduated high school 1 4.0 2 11.8 3 7.1 

Some college 8 32.0 7 41.2 15 35 .7 

Graduated business college 4.0 0 0.0 1 2.4 

Graduated community college 4.0 0 0.0 1 2.4 

Graduated 4-year college 7 28.0 6 35.3 13 30.9 

Some graduate work 2 8.0 0 0.0 2 4.8 

Completed graduate degree 5 20.0 2 11.8 7 16.7 

Courses Taken Toward a Degree 
at a College/University 

Apparel construction 3 12.0 0 0.0 3 7.1 

Introduction to textiles 3 12.0 2 11.8 5 11.9 

Advanced textiles 1 ·· 4.0 5 .9 2 4.8 

Fashion/retail merchandising 2 8.0 5 .9 3 7.1 

Merchandise/product development 0 0.0 5.9 1 2.4 
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Table 2 (Continued) 

Demographic Characteristics Apparel Home Totalc 
Manufacturers a Furnishings 

Manufacturers b 

n % !! % n % 

Product evaluation 0 0.0 5.9 1 2.4 

Textile testing 4.0 2 11.8 3 7.1 

Retail buying 4.0 5.9 2 4.8 

Retailing 4.0 5.9 2 4.8 

Marketing 6 24.0 4 23.5 10 23.8 

Merchandise planning and control 4.0 2 11.8 3 7.1 

Plant management 4 16.0 2 11.8 6 14.3 

International business 4.0 1 5.9 2 4.8 

Courses, Workshops, or Seminars 
Taken as Continuing Education 

Apparel construction 4 16.0 3 17.6 7 16.7 

Introduction to textiles 5 20.0 2 11.8 7 16.7 

Advanced textiles 3 12.0 1 5.9 4 9.5 

Textile testing 0 0.0 1 5.9 0 0.0 

Fashion/retail merchandising 4.0 0 0 .0 1 2.4 

Merchandise/product development 0 0.0 0 0.0 0 0.0 

Product evaluation 4.0 5.9 2 4.8 

Retail buying 4.0 0 0 1 2.4 

Retailing 4.0 2 11.8 2 4.8 

Marketing 2 8.0 1 5.9 3 7.1 

Merchandise planning and control 0 0.0 0 0.0 0 0.0 

Plant management 2 8.0 0 0 2 4.8 

International business 1 4.0 5.9 2 4.8 

aN =25 
~= 17 
CN =42 
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degree. When asked about courses taken at a college/university as part of a degree program, 24% 

reported marketing, 16% indicated plant management, and 12% stated apparel construction as 

well as introduction to textiles. For courses, workshops, programs, and seminars taken as 

continuing education, 20% indicated introduction to textiles and 16% indicated apparel 

construction. 

Home furnishings manufacturers. Based on all responses by home furnishings 

manufacturers, almost a third of the companies had been in business for Oto 5 years (29.4%) or 

21 to 30 years (29.4%). Eighty-eight percent of the companies had average sales per year of 

under $5 million. They primarily sold products to specialty stores ( 4 7 .1 % ) and specialty 

department stores (23.5%), either directly to the retailer (58.8%) or through an independent sales 

representative (23.5%). 

The predominant fiber found in the fabrics they normally use in production was cotton 

(94.1 %). However, 47.1 % used polyester and 29.4% used silk. Wool was used by 23.5% of the 

group while mohair was used by only 11.8% of the participants. When asked what home 

furnishings price ranges were manufactured, 64.7% indicated medium while 41.2% indicated 

high. More than half of the companies produced bedding ensembles (64.7%) and throw pillows 

(58.8%) while 41.2% produced window treatments and 41.2% produced throws. 

The participants included 52.9% who were owners of the company, 52.9% that were 46 

to 55 years old, 64.7% that were female, and 29.4% that had 11 to 15 years of experience in the 

industry. Forty-one percent of the participants had some college as the highest level of education 

attained, while 35.3% had graduated from a four-year college/university. When asked about 

courses taken at a college/university as part of a degree program, 23.5% reported marketing and 

11.8% each for introduction to textiles and textiles testing. For courses, workshops, programs, 
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and seminars taken as continuing education, 17 .6% stated apparel construction, with 11.8% for 

each of introduction to textiles and retailing. 

Retailers. General company information about retailers was described by responses 

regarding how many years the company had been in business, the company's average sales per 

year, the primary types of retail formats used, how the company sourced merchandise, the 

predominant fibers found in fabrics normally purchased for apparel and/or home furnishings, 

apparel prices ranges sold, apparel size categories sold, apparel merchandise categories sold, 

home furnishings price ranges sold, and home furnishings categories sold. Company information 

data were analyzed utilizing frequencies and percentages to develop a profile of participants for 

each of the two retailer groups in the study (see Table 3). Demographic profile information about 

the actual participants was described by information regarding current position in the company; 

age; gender; years of experience in the industry; highest level of education attained; textiles, 

design, and business courses taken at a college/university as part of a degree program; and 

textiles, design, and business courses taken as continuing education. The demographic data for 

both retailer groups were analyzed utilizing frequencies and percentages (see Table 4). 

Apparel retailers. Based on all responses by apparel retailers, 24.6% of the companies 

had been in business for 21 to 30 years, and 18% for 51 to 74 years. Ninety percent of the 

companies had average sales per year of under $5 million. Three-fourths (75.4%) of the 

participants indicated specialty store as the primary type of retail format used by the company. 

Participants most often sourced merchandise from manufacturer's representatives (72.1 %), 

independent sales representatives (52.5%), and wholesalers (45.9%). 

The predominant fiber found in the fabrics they normally purchased for apparel was 

cotton (93.4%), however, 82% purchased polyester, 54.1 % purchased silk, 41 % purchased 
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Table 3 

General Company Information: Retailers 

Specific Company Characteristics Apparel Home Totalc 
Retail era Furnishings 

Retailerb 

!! % !! % !! % 

Years in operation 

0 to 5 2 3.3 2 4.0 4 3.6 

6 to 10 1.6 0 0.0 0.9 

11 to 20 5 8.2 4 8.0 9 8.1 

21 to 30 15 24.6 8 16.0 23 20.7 

31 to 40 6 9.8 2.0 7 6.3 

41 to 50 9 14.8 13 26.0 22 19.8 

51 to 74 11 18.0 17 34.0 28 25.2 

75 to 99 9 14.8 3 6.0 12 10.8 

100 + 3 4.9 2 4.0 5 4.5 

Company's Average Yearly Sales 

Under $50 million 55 90.2 47 94.0 102 91.9 

$50 million to $99 million 0 0.0 0 0.0 0 0.0 

$100 million to $249 million 1.6 2.0 2 1.8 

$250 million to $499 million 0 0 2.0 .9 

$500 million to $749 million 1.6 2.0 2 1.8 

$700 million + 0 0.0 0 0.0 0 0.0 

Primary Type of Retail Format 

Department store 3 4.9 3 6.0 6 5.4 

Specialty department store 4 6.6 2.0 5 4.5 

Specialty store 45 73.8 41 82.0 86 77.5 

Discount store 1.6 0 0 1 0.9 

Boutique 6 9.8 4 8.0 10 9.0 

Warehouse store 2 3.3 2.0 3 2.7 
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Table 3 (Continued) 

Specific Company Characteristics Apparel Home Totalc 
Retail era Furnishings 

Retailerb 
g % g % g % 

Nonstore 0 0.0 0 0.0 0 0.0 

Other 0 0.0 0 0.0 0 0.0 

Source of Merchandise 

Resident Buying Office 8 13.1 0 0.0 8 7.2 

Retailer's Corporate Buying Office 5 8.2 3 6.0 8 7.2 

Direct to Retailer 14 23.0 6 12.0 20 18.0 

Wholesaler 28 45.9 28 56.0 56 50.5 

Independent Sales Representative 32 52.5 23 46.0 55 49.5 

Manufacturer's Representative 44 72.1 39 78.0 83 74.8 

Other 1.6 4 8.0 5 4.5 

Predominant Fibers Sold 

Cotton 57 93.4 47 94.0 104 93.7 

Mohair 3 4.9 3 6.0 6 5.4 

Wool 41 67.2 12 24.0 53 47.7 

Silk 33 54.1 8 16.0 41 36.9 

Other Natural 4 6.6 2.0 5 4.5 

Acetate 6 9.8 5 10.0 11 9.9 

Acrylic 25 41.0 30 60.0 55 49.5 

Nylon 12 19.7 41 82.0 53 47.7 

Polyester 50 82.0 46 92.0 96 86.5 

Rayon 22 36.1 26 52.0 48 43.2 

Spandex 9 14.8 2.0 10 9.0 

Other Manufactured 7 11.5 5 10.0 12 10.8 
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Table 3 (Continued) 

Specific Company Characteristics Apparel Home Totalc 
Retail era Furnishings 

Retailerb 

!! % !! % !! % 

Apparel Price Range(s) Sold 

Couture 9 14.8 

Bridge 11 18.0 

Better 41 67.2 

Moderate 39 63.9 

Budget 5 8.2 

Apparel Size Categories 

Infant's 19 31.1 

Girl's 17 27.9 

Junior's 13 21.3 

Misses 22 36.1 

Women's 23 37.7 

Petites 14 23.0 

Men's 42 68.9 

Boy's 24 39.3 

Other 5 8.2 

Merchandise Categories Sold 

Activewear 35 57.4 

Business/ career 40 65.6 

Casual wear 52 85 .2 

Outerwear 42 68.9 

Sleepwear 31 50.8 

Sportswear 47 77.0 
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Table 3 (Continued) 

Specific Company Characteristics Apparel Home 
Retail era Furnishings 

Retailerb 

!! % !! % 

Westernwear 7 11.5 

Eveningwear 25 40.9 

Bridal 5 8.2 

Foundations 12 19.7 

Separates 16 26.2 

Uniforms 9 14.8 

Other 2 3.3 

Home Furnishings Price Range(s) 

High 23 46.0 

Medium 38 76.0 

Promotional/low 8 16.0 

Home Furnishings Merchandise 
Categories 

Upholstery fabric 25 50.0 

Upholstered furniture 42 84.0 

Soft goods: bedding ensembles 20 40.0 

Soft goods: towels 4 8.0 

Soft goods: slipcovers 2 4.0 

Soft goods: window treatments 14 28.0 

Soft goods: throw pillows 21 42 .0 

Soft goods: throws 18 36.0 

Bedding: mattresses/box springs 41 82.0 

Floor treatments: carpets/rugs 26 52.0 
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Table 3 (Continued) 

Specific Company Characteristics 

Trim: tassels/cording/braiding 

Wall hangings 

Other 

aN = 61 
~= 50 
CN= 111 

Apparel 
Retail era 

!l 

66 

Home 
Furnishings 

Retailerb 
% !l % 

13 26.0 

17 34.0 

3 6.0 



Table 4 

Demographic Information: Retailers 

Demographic Characteristics Apparel Home Totalc 
Retailers a Furnishings 

Retailersb 
g % g % g % 

Current Position in Company 

Owner 30 49.2 18 36.0 48 43.2 

President 8 13.1 10 20.0 18 16.2 

Vice President 4 6.6 4 8.0 8 7.2 

General Merchandise Manager 5 8.2 3 6.0 8 7.2 

Divisional Merchandise Manager 0 0 0 0 0 0 

Designer 0 0 3 6.0 3 2.7 

Product Developer 0 0 0 0 0 0 

Buyer 10 16.4 7 14.0 17 15.3 

Assistant Buyer 1.6 2 4 .0 3 2.7 

Other 1.6 2 4.0 3 2.7 

Age 

Under 25 0 0 0 0 0 0 

26 to 35 3 4.9 20.0 4 3.6 

36 to 45 14 23.0 14 28.0 28 25.2 

46 to 55 19 31.1 18 36.0 37 33.3 

56 to 65 17 27.9 13 26.0 30 27.0 

Over 65 5 8.2 3 6.0 8 7.2 

Gender 

Female 21 34.4 24 48.0 45 40.5 

Male 38 62.3 25 50.0 63 56.8 
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Table 4 (Continued) 

Demographic Characteristics Apparel Home Totalc 
Retailers a Furnishings 

Retailers6 

!l % !l % !l % 

Years of Industry Experience 

0 to 5 1.6 0 0 .9 

6 to 10 4 6.6 4 8.0 8 7.2 

11 to 15 3 4.9 5 10.0 8 7.2 

16 to 20 6 9.8 3 6.0 9 8.1 

2 1 to 25 15 24.6 12 24.0 27 24.3 

26 to 30 10 16.4 13 26.0 23 20.7 

31 to 35 6 9.8 11 22.0 17 15.3 

36 to 40 8 13 .1 2.0 9 8.1 

41 + 7 11.5 0 0 7 6.3 

Level of Education 

Graduated high school 5 8.2 7 14.0 12 10.8 

Some college 12 19.7 11 22.0 23 20.7 

Graduated business college 3 4.9 0 0 3 2.7 

Graduated community college 2 3.3 2.0 3 2.7 

Graduated 4-year college 28 45.9 20 40.0 48 43.2 

Some graduate work 5 8.2 5 10.0 10 9.0 

Completed graduate degree 4 6.6 4 8.0 8 7.2 

Courses Toward a Degree 
at a College/University 

Apparel construction 6 9.8 4 8.0 10 9.0 

Introduction to textiles 8 13.1 8 16.0 16 14.4 

Advanced textiles 4 6.6 1 2.0 5 4.5 

Fashion/retail merchandising 14 23 .0 7 14.0 21 18.9 
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Table 4 (Continued) 

Demographic Characteristics Apparel Home Totat 
Retailersa Furnishings 

Retailersb 

!l % !l % !l % 

Merchandise/product development 6 9.8 4 8.0 10 9.0 

Product evaluation 2 3.3 0 0 2 1.8 

Textile testing 3 4.9 2 4.0 5 4.5 

Retail buying 8 13.1 6 12.0 14 12.6 

Retailing 13 21.3 14 28.0 27 24.3 

Marketing 33 54.1 23 46.0 56 50.5 

Merchandise planning and control 9 14.8 4 8.0 13 11.7 

Plant management 3 4.9 2 4.0 5 4.5 

International business 8 13.1 3 6.0 11 9.9 

Courses, Workshops, or Seminars 
Taken as Continuing Education 

Apparel construction 8 13.1 2.0 9 8.1 

Introduction to textiles 2 3.3 3 6.0 5 4.5 

Advanced textiles 0 0 2.0 .9 

Textile testing 1 1.6 1 2.0 2 1.8 

Fashion/retail merchandising 14 23.0 9 18.0 23 20.7 

Merchandise/product development 3 4.9 4 8.0 7 6.3 

Product evaluation 3 4.9 4 8.0 7 6.3 
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Table 4 (Continued) 

Demographic Characteristics Apparel Home Totalc 
Retailers a Furnishings 

Retailersb 

!! % !! % !! % 

Retail buying 11 18.0 13 26.0 24 21.6 

Retailing 15 24.6 21 42.0 36 32.4 

Marketing 17 27.9 16 32.0 33 29.7 

Merchandise planning and control 15 24.6 9 18.0 24 21.6 

Plant management 1.6 2.0 2 1.8 

International business 1.6 3 6.0 4 3.6 

aN = 61 
bN = 50 
CN = lll 
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acrylic, and 36.1 % purchased rayon. Wool was purchased by 67.2%, but mohair was purchased 

by only 4.9% of the participants. When asked what apparel price ranges were sold, 67.2% 

indicated moderate while 67.2% indicated better. Almost sixty-nine percent of the apparel 

retailers sold men's apparel (68.9%) while 39.3% sold boys, 37.7% sold women's, and 36.1 % 

sold misses apparel sizes. When asked what apparel merchandise categories were sold by the 

company, 83.6% responded casual wear, while sportswear (77%), outerwear (68.9%), 

business/career (65.6%), and active wear (55.7%) were other popular responses. 

The participants featured 36.1 % who were owners of the company and 19.7% that were 

buyers. Over a third of the participants were 46 to 55 years of age (31.1 %) and 62.3% were 

female; 24.6% had 21 to 25 years of experience in the industry. Almost 46.0% had graduated 

from a four-year college/university, while 19. 7% had some college as the highest level of 

education attained. When asked about courses taken at a college/university as part of a degree 

program, 54.1% reported marketing, 23.0% indicated fashion/retail merchandising, and 21.0% 

stated retailing. For courses, workshops, programs, and seminars taken as continuing education, 

27.9% indicated marketing, 24.6% reported both retailing and merchandising planning and 

control, and 23.0% indicated fashion/retail merchandising. 

Home furnishings retailers. Based on all responses by home furnishings retailers, 34.0% 

of the companies had been in business for 51 to 74 years, and 26.0% for 41 to 50 years. Ninety

four percent of the companies had average sales per year of under $5 million. Forty-two percent 

of the participants indicated other and specified furniture store as the primary type of retail format 

used by the company, while 28% indicated specialty store. Participants most often sourced 

merchandise from manufacturer's representatives (78.0%), wholesalers (56.0%), and independent 

sales representatives ( 46.0%). 
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The predominant fiber found in the fabrics they normally purchased for home 

furnishings was cotton (94.0%), however, 92% purchased polyester, 82.0% purchased nylon, 

60.0% purchased acrylic, and 52.0% purchased rayon. Wool was purchased by 24.0%, but 

mohair was purchased by only 6.0% of the participants. When asked what home furnishings 

price ranges were sold, 7 6. 0% indicated medium while 46. 0% indicated high. When asked what 

home furnishings merchandise categories were sold, 84. 0% indicated upholstered furniture and 

other popular responses were mattresses/box springs (82 .0%) carpets/rugs (52 .0%), throw pillows 

(42.0%), bedding ensembles (40%), and wall hangings (34.0%). 

The participants featured 30.0% who were owners of the company, 20.0% who were the 

president of the company, and 18.0% who were buyers. More than a third of the participants 

were 46 to 55 years of age (36.0%) and 50.0% were male; 26.0% had 26 to 30 years of 

experience in the industry. Forty percent had graduated from a four-year college/university, 

while 22.0% had some college as the highest level of education attained. When asked about 

courses taken at a college/university as part of a degree program, 46. 0% reported marketing and 

28 .0% stated retailing. For courses, workshops, programs, and seminars taken as continuing 

education, 42 .0% indicated retailing, 32.0% indicated marketing, and 26.0% indicated retail 

buying. 

Knowledge About Products Made from Cotton, Mohair, and Wool 

Participants were asked about their knowledge about products made from I 00% cotton, 

100% mohair, and 100% wool. Questions I through 23 under What do you know about cotton?, 

What do you know about mohair?, and What do you know about wool? required participants to 

respond to 23 statements regarding knowledge about products, in general, made from cotton, 
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mohair, and wool. Specifically, questions focused on product characteristics and product care. 

Participants rated each statement to the extent the statement applied to their levels of knowledge 

about products on a modified Likert scale listing five responses ranging from strongly agree to 

strongly disagree. 

Knowledge about products, in general, made from 100% cotton was elicited and 

responses were summarized from participants in all sample groups (see Table 5, Table 6, Table 7, 

and Table 8) . Regarding overall knowledge of products made from 100% cotton among the four 

subject groups, the greatest percentage of participants accurately indicated strongly agree/agree to 

the statements are not itchy or irritating to the skin (87.4%), are soft and can be worn year round 

(85 .1 %), do need a proper care label (83.8%), are cool (82 .6%), are a good value (82 .1 %), do 

have a wide range and depth to color (81.8%), can be machine washed (79 .0%), can be safely 

treated for stains (74. 7%), are easy to care for (73 . 7%), look good after several washings 

(66.4%), can be dry cleaned (64.7%), do need ironing, (64.%), provide warmth (62.0%), do not 

f orm pills in use (61.9%), do hang well (53 .0%), do not have shiny marks (49.5%), and can 

saf ely be bleached (48 .2%). In contrast, the greatest percentage of participants responded 

strongly disagree/disagree to the statements do not wrinkle (75 .8%), do not shrink (72.2%), do 

not have color fading (59.4%), and do not soil easily (45 .0%). 

Knowledge about products, in general, made from 100% mohair was elicited and 

responses were summarized from participants in all sample groups (see Table 9, Table 10, Table 

11 , and Table 12). Regarding overall knowledge of products made from 100% mohair among the 

four subject groups, a relatively small number of participants accurately indicated strongly 

agree/agree to the statements provide warmth (51.3%), do need a proper care label (47.8%), are 

soft (47.7%), can be dry cleaned (41 .7%), and do not wrinkle (35 .0%), and strongly 
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Table 5 

Apparel Manufacturers' Knowledge about Products, in General, Made from 100% Cotton 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not shrink 2 8.0 4 16.0 0 0.0 10 40.0 5 20.0 

Do hang well 5 2.0 11 44.0 4 16.0 1 4.0 0 0.0 

Do not stretch out in use 3 12.0 10 40.0 1 4.0 4 16.0 3 12.0 

Do not wrinkle 1 4.0 1 4.0 3 12.0 9 36.0 8 32.0 

Do not soil easily 1 4.0 4 16.0 8 32.0 6 24.0 2 8.0 

--i Are not itchy or irritating to the skin 10 40.0 11 44.0 0 0.0 0 0.0 1 4.0 
~ 

Do not form pills in use 7 28.0 8 32.0 5 20.0 0 0.0 1 4.0 

Are soft 7 28.0 12 48.0 2 8.0 1 4.0 0 0.0 

Provide warmth 5 20.0 5 20.0 7 28.0 3 12.0 1 4.0 

Are cool 9 36.0 10 40.0 2 8.0 1 4.0 0 0.0 

Can be worn year round 12 48.0 9 36.0 0 0.0 1 4.0 0 0.0 

Look good after several washings 6 24.0 10 40.0 2 8.0 2 8.0 0 0.0 

Can be machine-washed 8 32.0 10 40.0 1 4.0 1 4.0 0 0.0 

Can be dry cleaned 7 28.0 9 36.0 2 8.0 1 4.0 0 0.0 

Can be safely treated for stains 7 28.0 11 44.0 2 8.0 0 0.0 1 4.0 

Do need ironing 8 32.0 6 24.0 1 4.0 5 20.0 1 4.0 



Table 5 (Continued) 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not have shiny marks after ironing 14 4.0 8 32.0 6 24.0 5 20.0 0 0.0 

Can safely be bleached 6 16.0 3 12.0 9 36.0 4 16.0 1 4.0 

Are easy to care for 6 24.0 12 48.0 2 8.0 1 4.0 0 0.0 

Do not have color fading 0 0.0 5 20.0 6 24.0 9 36.0 0 0.0 

Do have wide range and depth to color 7 28.0 12 48.0 2 8.0 0 0.0 0 0.0 

Do need a proper care label 10 40.0 9 36.0 1 4.0 1 4.0 0 0.0 

Are a good value 8 32.0 9 36.0 3 12.0 1 4.0 0 0.0 

-......) 
v-. 

N=25 



Table 6 

Home Furnishings Manufacturers ' Knowledge about Products, in General, Made from 100% Cotton 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not shrink 1 5.9 1 5.9 2 11.8 7 41.2 5 29.4 

Do hang well 3 17.6 7 41.2 1 5.9 4 23.5 0 0.0 

Do not stretch out in use 1 5.9 9 52.9 1 5.9 5 29.4 0 0.0 

Do not wrinkle 0 0.0 2 11.8 0 0.0 9 52.9 5 29.4 

Do not soil easily 1 5.9 2 11.8 5 29.4 7 41.2 1 5.9 

Are not itchy or irritating to the skin 9 52.9 5 29.4 0 0.0 0 0.0 1 5.9 

.....J Do not form pills in use 2 11.8 8 47.1 0 0.0 4 23 .5 1 5.9 
0\ 

Are soft 5 29.4 8 47.1 0 0.0 0 0.0 1 5.9 

Provide warmth 4 23.5 8 47.1 2 11.8 0 0.0 1 5.9 

Are cool 4 23.5 9 52.9 1 5.9 0 0.0 1 5.9 

Can be worn year round 7 41.2 6 35.3 1 5.9 0 0.0 1 5.9 

Look good after several washings 2 11.8 9 52.9 1 5.9 1 5.9 1 5.9 

Can be machine-washed 6 35.3 6 35.3 1 5.9 1 5.9 1 5.9 

Can be dry cleaned 4 23.5 6 35.3 2 11.8 2 11.8 1 5.9 

Can be safely treated for stains 3 17.6 9 52.9 0 0.0 1 5.9 1 5.9 

Do need ironing 6 35.3 6 35.3 0 0.0 1 5.9 2 11.8 



Table 6 (Continued) 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not have shiny marks after ironing 2_ 11.8 6 35.3 2 I 1.8 5 29.4 0 0.0 

Can safely be bleached 2 11.8 7 41.2 1 5.9 4 23.5 1 5.9 

Are easy to care for 3 17.6 10 58.8 1 5.9 0 0.0 1 5.9 

Do not have color fading 0 0.0 2 11.8 1 5.9 9 52.9 3 17.6 

Do have wide range and depth to color 5 29.4 9 52.9 0 0.0 0 0.0 1 5.9 

Do need a proper care label 4 23.5 9 52.9 1 5.9 1 5.9 0 0.0 

Are a good value 7 41.2 7 41.2 0 0.0 0 0.0 1 5.9 

--..J 
--..J 

N= 17 



Table 7 

Apparel Retailers' Knowledge about Products, in General, Made from 100% Cotton 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not shrink 1 1.6 6 9.8 1 1.6 31 50.8 18 29.5 

Do hang well 3 4.9 32 52.5 5 8.2 15 24.6 1 1.6 

Do not stretch out in use 4 6.6 19 31.1 7 11.5 25 41.0 2 3.3 

Do not wrinkle 0 0.0 6 9.8 4 6.6 36 59.0 12 19.7 

Do not soil easily 0 0.0 17 27.9 16 26.2 19 31.1 6 9.8 

Are not itchy or irritating to the skin 33 54.1 24 39.3 0 0.0 1 1.6 1 1.6 
-..) 
00 Do not form pills in use 15 24.6 28 45.9 0 0.0 7 11.5 8 13.1 

Are soft 22 36.1 34 55.7 0 0.0 3 4.9 0 0.0 

Provide warmth 11 18.0 29 47.5 7 11.5 10 16.4 0 0.0 

Are cool 13 21.3 43 70.5 2 3.3 1 1.6 0 0.0 

Can be worn year round 18 29.5 38 62.3 2 3.3 1 1.6 0 0.0 

Look good after several washings 9 14.8 33 54.1 7 11.5 8 13.1 0 0.0 

Can be machine-washed 12 19.7 45 73.8 1 1.6 1 1.6 0 0.0 

Can be dry cleaned 9 14.8 36 59.0 6 9.8 6 9.8 2 3.3 

Can be safely treated for stains 9 14.8 40 65.6 6 9.8 4 6.6 0 0.0 

Do need ironing 10 16.4 35 57.4 4 6.6 7 11.5 2 3.3 



Table 7 (Continued) 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not have shiny marks after ironing 9 14.8 33 54.1 5 8.2 10 16.4 0 0.0 

Can safely be bleached 6 9.8 33 54.1 7 11.5 11 18.0 1 1.6 

Are easy to care for 4 6.6 39 63.9 2 3.3 11 18.0 2 3.3 

Do not have color fading 0 0.0 12 19.7 6 9.8 35 57.4 6 9.8 

Do have wide range and depth to color 11 18.0 47 77.0 1 1.6 0 0.0 0 0.0 

Do need a proper care label 20 32.8 39 63 .9 1 1.6 0 0.0 0 0.0 

Are a good value 13 21.3 43 70.5 4 6.6 0 0.0 0 0.0 

-....J 
\0 

N=61 



Table 8 

Home Furnishings Retailers ' Knowledge about Products, in General, Made from 100% Cotton 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not shrink 0 0.0 8 16.0 1 2.0 26 52.0 13 26.0 

Do hang well 4 8.0 21 42.0 12 24.0 9 18.0 3 6.0 

Do not stretch out in use 2 4.0 16 32.0 10 20.0 17 34.0 3 6.0 

Do not wrinkle 1 2.0 8 16.0 3 6.0 24 48.0 13 26.0 

Do not soil easily 0 0.0 8 16.0 10 20.0 22 44.0 8 16.0 

Are not itchy or irritating to the skin 27 54.0 18 36.0 1 2.0 4 8.0 0 0.0 
00 
0 Do not form pills in use 15 30.0 14 28.0 5 10.0 13 26.0 2 4.0 

Are soft 23 46.0 25 50.0 1 2.0 1 2.0 0 0.0 

Provide warmth 10 20.0 26 52.0 8 16.0 5 10.0 0 0.0 

Are cool 14 28.0 29 58.0 2 4.0 0 0.0 2 4.0 

Can be worn year round 15 30.0 29 58.0 3 6.0 1 2.0 0 0.0 

Look good after several washings 7 14.0 27 54.0 9 18.0 5 10.0 0 0.0 

Can be machine-washed 10 20.0 30 60.0 3 6.0 2 4.0 3 6.0 

Can be dry cleaned 9 18.0 22 44.0 13 26.0 4 8.0 0 0.0 

Can be safely treated for stains 11 22.0 27 54.0 7 14.0 4 8.0 1 2.0 

Do need ironing 7 14.0 21 42.0 9 18.0 7 14.0 4 8.0 



Table 8 (Continued) 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not have shiny marks after ironing 8 16.0 15 30.0 15 30.0 9 18.0 0 0.0 

Can safely be bleached 3 6.0 21 42.0 11 22.0 7 14.0 4 8.0 

Are easy to care for 6 12.0 32 64.0 4 8.0 6 12.0 1 2.0 

Do not have color fading 1 2.0 10 20.0 7 14.0 27 54.0 5 10.0 

Do have wide range and depth to color 17 34.0 25 50.0 2 4.0 5 10.0 0 0.0 

Do need a proper care label 16 32.0 27 54.0 5 10.0 1 2.0 1 2.0 

Are a good value 13 26.0 30 60.0 5 10.0 2 4.0 0 0.0 

00 - N=50 



Table 9 

Apparel Manufacturers' Knowledge about Products, in General, Made from 100% Mohair 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not shrink 0 0.0 1 4.0 11 44.0 2 8.0 2 8.0 

Do hang well 2 8.0 4 16.0 10 40.0 0 0.0 0 0.0 

Do not stretch out in use 0 0.0 1 4.0 12 48.0 3 12.0 0 0.0 

Do not wrinkle 0 0.0 6 24.0 9 36.0 1 4.0 0 0.0 

Do not soil easily 0 0.0 5 20.0 10 40.0 1 4.0 0 0.0 

00 Are not itchy or irritating to the skin 0 0.0 1 4.0 8 32.0 5 20.0 2 8.0 
N 

Do not form pills in use 0 0.0 0 0.0 11 44.0 5 20.0 0 0.0 

Are soft 3 12.0 7 28.0 6 24.0 0 0.0 0 0.0 

Provide warmth 4 16.0 6 24.0 6 24.0 0 0.0 0 0.0 

Are cool 0 0.0 1 4.0 10 40.0 2 8.0 3 12.0 

Can be worn year round 0 0.0 1 4.0 9 36.0 5 20.0 1 4.0 

Look good after several washings 0 0.0 1 4.0 12 48 .0 3 12.0 0 0.0 

Can be machine-washed 0 0.0 1 4.0 12 48.0 2 8.0 1 4.0 

Can be dry cleaned 5 20.0 4 16.0 7 28.0 0 0.0 0 0.0 

Can be safely treated for stains 0 0.0 1 4.0 14 56.0 0 0.0 1 4.0 

Do need ironing 0 0.0 2 8.0 10 40.0 3 12.0 1 4.0 



Table 9 (Continued) 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not have shiny marks after ironing 0 0.0 0 0.0 13 52.0 2 8.0 1 4.0 

Can safely be bleached 0 0.0 0 0.0 12 48.0 2 8.0 2 8.0 

Are easy to care for 0 0.0 0 0.0 13 52.0 3 12.0 0 0.0 

Do not have color fading 0 0.0 2 8.0 13 52.0 1 4.0 0 0.0 

Do have wide range and depth to color 3 12.0 3 12.0 10 40.0 0 0.0 0 0.0 

Do need a proper care label 5 20.0 3 12.0 8 32.0 0 0.0 0 0.0 

Are a good value 0 0.0 2 8.0 13 52.0 0 0.0 1 4.0 
00 
v.) 

N=25 



Table 10 

Home Furnishings Manufacturers ' Knowledge about Products, in General, Made from 100% Mohair 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not shrink 1 5.9 2 11.8 5 29.4 4 23 .5 2 11.8 

Do hang well 1 5.9 1 5.9 7 41.2 5 29.4 0 0.0 

Do not stretch out in use 1 5.9 2 11.8 7 41.2 3 17.6 1 5.9 

Do not wrinkle 0 0.0 6 35.3 5 29.4 0 0.0 2 11.8 

Do not soil easily 0 0.0 5 29.4 7 41.2 0 0.0 2 11.8 

00 Are not itchy or irritating to the skin 0 0.0 0 0.0 6 35.3 5 29.4 3 17.6 
~ 

Do not form pills in use 0 0.0 3 17.6 7 41.2 2 11.8 1 5.9 

Are soft 2 11.8 7 41.2 4 23.5 1 5.9 0 0.0 

Provide warmth 2 11.8 7 41.2 4 23.5 0 0.0 1 5.9 

Are cool 1 5.9 2 11.8 6 35.3 4 23.5 1 5.9 

Can be worn year round 0 0.0 2 11.8 6 35.3 5 29.4 1 5.9 

Look good after several washings 0 0.0 2 11.8 6 35.3 3 17.6 2 11.8 

Can be machine-washed 0 0.0 1 5.9 6 35.3 4 23.5 2 11.8 

Can be dry cleaned 3 17.6 6 35.3 5 29.4 0 0.0 0 0.0 

Can be safely treated for stains 0 0.0 3 17.6 8 47.1 2 11.8 1 5.9 

Do need ironing 0 0.0 2 11.8 6 35.3 5 29.4 1 5.9 



Table 10 (Continued) 

Statement 

Do not have shiny marks after ironing 

Can safely be bleached 

Are easy to care for 

Do not have color fading 

Do have wide range and depth to color 

Do need a proper care label 

00 Are a good value 
Vl 

N = 17 

Strongly 
Agree 

n % 

0 0.0 

0 0.0 

0 0.0 

1 5.9 

1 5.9 

2 11.8 

0 0.0 

Agree 

n % 

1 5.9 

0 0.0 

3 17.6 

2 11.8 

6 35.3 

6 35.3 

3 17.6 

Undecided/ 
Do Not Know 

n % 

9 52.9 

8 47.1 

8 47.1 

9 52.9 

7 41.2 

6 35.3 

8 47.1 

Disagree 

n % 

3 17.6 

5 29.4 

3 17.6 

2 11.8 

0 0.0 

0 0.0 

3 17.6 

Strongly 
Disagree 
n % 

1 5.9 

1 5.9 

0 0.0 

0 0.0 

0 0.0 

0 0.0 

0 0.0 



Table 11 

Apparel Retailers' Knowledge about Products, in General, Made from 100% Mohair 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not shrink 1 1.6 9 14.8 20 32.8 10 16.4 13 21.3 

Do hang well 4 6.6 19 31.1 20 32.8 6 9.8 4 6.6 

Do not stretch out in use 3 4.9 11 18.0 21 34.4 16 26.2 2 3.3 

Do not wrinkle 4 6.6 22 36.1 20 32.8 7 11.5 0 0.0 

Do not soil easily 3 4.9 20 32.8 24 39.3 6 9.8 0 0.0 

00 
Are not itchy or irritating to the skin 2 3.3 7 11.5 20 32.8 20 32.8 4 6.6 

0\ 
Do not form pills in use 2 3.3 17 27.9 24 39.3 9 14.8 1 1.6 

Are soft 5 8.2 29 47.5 14 23 .0 4 6.6 1 1.6 

Provide warmth 9 14.8 30 49.2 14 23.0 0 0.0 0 0.0 

Are cool 5 8.2 9 14.8 22 36.1 15 24.6 2 3.3 

Can be worn year round 5 8.2 10 16.4 17 27.9 18 29.5 3 4.9 

Look good after several washings 1 1.6 3 4.9 27 44.3 15 24.6 7 11.5 

Can be machine-washed 0 0.0 4 6.6 22 36.1 15 24.6 12 19.7 

Can be dry cleaned 10 16.4 29 47.5 13 21.3 0 0.0 1 1.6 

Can be safely treated for stains 2 3.3 16 26.2 27 44.3 7 11.5 1 1.6 

Do need ironing 2 3.3 9 14.8 27 44.3 14 23.1 1 1.6 



Table 11 (Continued) 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not have shiny marks after ironing 1 1.6 9 14.8 31 50.8 8 13.1 4 6.6 

Can safely be bleached 0 0.0 0 0.0 22 36.1 22 36.1 9 14.8 

Are easy to care for 1 1.6 14 23.0 23 37.7 11 18.0 4 6.6 

Do not have color fading 2 3.3 18 29.5 27 44.3 6 9.8 0 0.0 

Do have wide range and depth to color 3 4.9 27 44.3 20 32.8 3 4.9 0 0.0 

Do need a proper care label 12 19.7 27 44.3 12 19.7 1 1.6 1 1.6 

Are a good value 1 1.6 16 26.2 29 47.5 7 11.5 0 0.0 

00 
-....J 

N=61 



Table 12 

Home Furnishings Retailers' Knowledge about Products, in General, Made from 100% Mohair 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not shrink 1 2.0 2 4.0 27 54.0 8 16.0 10 20.0 

Do hang well 2 4.0 13 26.0 26 52.0 1 2.0 4 8.0 

Do not stretch out in use 1 2.0 5 10.0 31 62.0 6 12.0 4 8.0 

Do not wrinkle 1 2.0 18 36.0 0 0.0 28 56.0 1 2.0 

Do not soil easily 2 4.0 14 28.0 30 60.0 1 2.0 1 2.0 

00 Are not itchy or irritating to the skin 1 2.0 5 10.0 23 46.0 14 28.0 5 10.0 
00 

Do not form pills in use 1 2.0 7 14.0 33 66.0 5 10.0 2 4.0 

Are soft 7 14.0 14 28.0 24 48.0 3 6.0 0 o.o 

Provide warmth 11 22.0 13 26.0 23 46.0 1 2.0 0 0.0 

Are cool 1 2.0 5 10.0 30 60.0 7 14.0 5 10.0 

Can be worn year round 2 4.0 7 14.0 26 52.0 8 16.0 4 8.0 

Look good after several washings 2 4.0 2 4.0 32 64.0 8 16.0 3 6.0 

Can be machine-washed 1 2.0 2 4.0 30 60.0 9 18.0 5 10.0 

Can be dry cleaned 0 0.0 7 14.0 24 48.0 0 0.0 3 6.0 

Can be safely treated for stains 2 4.0 4 8.0 37 74.0 3 6.0 2 4.0 

Do need ironing 0 0.0 4 8.0 32 64.0 8 16.0 2 4.0 



Table 12 (Continued) 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not have shiny marks after ironing 0 0.0 6 12.0 36 72.0 5 10.0 0 0.0 

Can safely be bleached 1 2.0 1 2.0 29 58.0 9 18.0 7 14.0 

Are easy to care for 1 2.0 13 26.0 31 62.0 2 4.0 1 2.0 

Do not have color fading 1 2.0 3 6.0 30 60.0 9 18.0 4 8.0 

Do have wide range and depth to color 3 6.0 16 32.0 26 52.0 3 6.0 0 0.0 

Do need a proper care label 11 22.0 13 26.0 22 44.0 0 0.0 2 4.0 

Are a good value 2 4.0 15 30.0 29 58.0 1 2.0 1 2.0 

00 
\.0 

N=50 



disagree/agree to the statement are not itchy or irritating to the skin (38.0%). Subsequently, the 

majority of participants responded undecided/do not know to the remaining statements about 

mohair. 

Knowledge about products, in general, made from 100% wool was elicited and responses 

were summarized from participants in all sample groups (see Table 13, Table 14, Table 15, and 

Table 16). Regarding overall knowledge of products made from 100% wool among the four 

subject groups, the greatest percentage of participants accurately indicated strongly agree/agree to 

the statements provide warmth (78.7%), do need a proper care label (69.5%), do have wide 

range and depth to color (67.3%), do hang well (60.0%), are a good value (59.0%), are soft 

(57.3%), can be safely treated/or stains (43.7%), do need ironing (43.2%), do not have color 

fading (43. I%), are easy to care/or (40.3%), do not soil easily (39.2%) do not stretch out in use 

(37.9%), and do not wrinkle (37.6%). In contrast, the greatest percentage of participants 

responded strongly disagree/disagree to the statements are not itchy or irritating to the skin 

(59.7%), can safely be bleached (54.1 %), and do not shrink (52.7%). 

Overall responses indicated high levels of knowledge about the characteristics and care of 

products, in general, made from 100% cotton, while indicating varying levels of knowledge about 

I 00% wool and low levels of knowledge about 100% mohair. Responses about levels of 

knowledge about products made from cotton, mohair, and wool, seemed to mirror usage levels 

for both manufacturers and retailers. 

What Consumers Want From Products Made From Textiles 

Participants were asked their beliefs about what consumers want when purchasing 

products made from textiles. Questions I through 23 under What do you think consumers want 

90 



Table 13 

Apparel Manufacturers' Knowledge about Products, in General, Made from 100% Wool 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not shrink 0 0.0 3 12.0 6 24.0 3 12.0 0 0.0 

Do hang well 2 8.0 10 40.0 5 20.0 0 0.0 0 0.0 

Do not stretch out in use 0 0.0 7 28.0 4 16.0 5 20.0 1 4.0 

Do not wrinkle 0 0.0 4 16.0 7 28.0 6 24.0 0 0.0 

Do not soil easily 0 0.0 5 20.0 7 28.0 5 20.0 0 0.0 

\0 Are not itchy or irritating to the skin 0 0.0 1 4.0 5 20.0 6 24.0 5 20.0 - Do not form pills in use 0 0.0 2 8.0 6 24.0 6 24.0 3 12.0 

Are soft 3 12.0 5 20.0 6 24.0 2 8.0 0 0.0 

Provide warmth 7 28.0 7 28.0 3 12.0 0 0.0 0 0.0 

Are cool 0 0.0 0 0.0 6 24.0 5 20.0 4 16.0 

Can be worn year round 1 4.0 3 12.0 5 20.0 5 20.0 3 12.0 

Look good after several washings 1 4.0 3 12.0 6 24.0 4 16.0 3 12.0 

Can be machine-washed 0 0.0 4 16.0 6 24.0 2 8.0 5 20.0 

Can be dry cleaned 7 28.0 7 28.0 3 12.0 0 0.0 0 0.0 

Can be safely treated for stains 2 8.0 7 28.0 7 28.0 0 0.0 1 4.0 

Do need ironing 2 8.0 6 24.0 7 28.0 2 8.0 0 0.0 



Table 13 (Continued) 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not have shiny marks after ironing 0 0.0 2 8.0 7 28.0 6 24.0 2 8.0 

Can safely be bleached 1 4.0 0 0.0 7 28.0 5 20.0 4 16.0 

Are easy to care for 1 4.0 4 16.0 7 28.0 4 16.0 1 4.0 

Do not have color fading 1 4.0 6 24.0 6 24.0 4 16.0 0 0.0 

Do have wide range and depth to color 4 16.0 8 32.0 5 20.0 0 0.0 0 0.0 

Do need a proper care label 7 28.0 5 20.0 5 20.0 0 0.0 0 0.0 

Are a good value 1 4.0 8 32.0 8 32.0 0 0.0 0 0.0 

\0 
N 

N=25 



Table 14 

Home Furnishings Manufacturers' Knowledge about Products, in General, Made from 100% Wool 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not shrink 1 5.9 1 5.9 2 11.8 8 47.1 3 17.6 

Do hang well 2 11.8 8 47.1 2 11.8 3 17.6 0 0.0 

Do not stretch out in use 0 0.0 4 23.5 3 17.6 7 41.2 0 0.0 

Do not wrinkle 1 5.9 7 41.2 4 23.5 3 17.6 0 0.0 

Do not soil easily 0 0.0 5 29.4 5 29.4 5 29.4 0 0.0 

\0 Are not itchy or irritating to the skin 0 0.0 2 11.8 3 17.6 8 47.1 2 11.8 
v..> 

Do not form pills in use 0 0.0 1 5.9 3 17.6 9 52.9 1 5.9 

Are soft 2 11.8 9 52.9 2 11.8 1 5.9 0 0.0 

Provide warmth 6 35.3 8 47.1 1 5.9 0 0.0 0 0.0 

Are cool 1 5.9 · 3 17.6 4 23.5 7 41.2 0 0.0 

Can be worn year round 1 5.9 3 17.6 3 17.6 7 41.2 1 5.9 

Look good after several washings 0 0.0 2 11.8 7 41.2 6 35.3 0 0.0 

Can be machine-washed 0 0.0 3 17.6 5 29.4 7 41.2 0 0.0 

Can be dry cleaned 3 17.6 7 41.2 4 23.5 1 5.9 0 0.0 

Can be safely treated for stains 1 5.9 4 23.5 7 41.2 3 17.6 0 0.0 

Do need ironing 1 5.9 7 41.2 4 23.5 3 17.6 0 0.0 



Table 14 (Continued) 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not have shiny marks after ironing 0 0.0 4 23.5 3 17.6 7 41.2 1 5.9 

Can safely be bleached 0 0.0 1 5.9 5 29.4 7 41.2 2 11.8 

Are easy to care for 0 0.0 7 41.2 3 17.6 4 23.5 1 5.9 

Do not have color fading 0 0.0 7 41.2 4 23.5 3 17.6 1 5.9 

Do have wide range and depth to color 4 23.5 8 47.1 2 11.8 1 5.9 0 0.0 

Do need a proper care label 4 23.5 7 41.2 4 23.5 0 0.0 0 0.0 

Are a good value 3 17.6 6 35.3 4 23.5 2 11.8 0 0.0 

\0 
~ 

N= 17 



Table 15 

Apparel Retailers ' Knowledge about Products, in General, Made from 100% Wool 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not shrink 5 8.2 7 11.5 5 8.2 27 44.3 12 19.7 

Do hang well 9 14.8 37 60.1 4 6.6 4 6.6 2 3.3 

Do not stretch out in use 8 13.1 25 41.0 3 4.9 18 29.5 2 3.3 

Do not wrinkle 1 1.6 23 37.7 9 14.8 22 36.1 2 3.3 

Do not soil easily 2 3.3 33 54.1 10 16.4 8 13.1 1 1.6 

"° 
Are not itchy or irritating to the skin 2 3.3 15 24.6 4 6.6 27 44.3 8 13.1 

Vl 

Do not form pills in use 4 6.6 20 32.8 3 4.9 24 39.3 5 8.2 

Are soft 7 11.5 36 59.0 8 13.1 2 3.3 2 3.3 

Provide warmth 18 29.5 36 59.0 1 1.6 1 1.6 0 0.0 

Are cool 6 9.8 18 29.5 8 13.1 18 29.5 5 8.2 

Can be worn year round 9 14.8 27 44.3 4 6.6 12 19.7 3 4.9 

Look good after several washings 5 8.2 11 18.0 12 19.7 17 27.9 11 18.0 

Can be machine-washed 0 0.0 6 9.8 12 19.7 22 36.1 16 26.2 

Can be dry cleaned 20 32.8 34 55 .7 2 3.3 I 1.6 0 0.0 

Can be safely treated for stains 9 14.8 32 52.5 14 23.0 I 1.6 1 1.6 

Do need ironing 7 11.5 27 44.3 8 13 .1 14 23.0 0 0.0 



Table 15 (Continued) 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not have shiny marks after ironing 2 3.3 20 32.8 14 23.0 19 31.1 2 3.3 

Can safely be bleached 1 1.6 3 4.9 11 18.0 28 45.9 13 21.3 

Are easy to care for 4 6.6 29 47.5 8 13.0 12 19.7 4 6.6 

Do not have color fading 4 6.6 31 50.8 11 18.0 9 14.8 2 3.3 

Do have wide range and depth to color 7 11.5 41 67.2 7 11.5 2 3.3 0 0.0 

Do need a proper care label 21 34.4 31 50.8 1 1.6 2 3.3 2 3.3 

Are a good value 14 23.0 33 54.1 5 8.2 4 6.6 1 1.6 

\0 
O'\ 

N=61 



Table 16 

Home Furnishings Retailers' Knowledge about Products, in General, Made from 100% Wool 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not shrink 2 4.0 7 14.0 5 10.0 21 42.0 14 28.0 

Do hang well 9 18.0 20 40.0 10 20.0 5 10.0 4 8.0 

Do not stretch out in use 3 6.0 20 40.0 6 12.0 13 26.0 5 10.0 

Do not wrinkle 6 12.0 18 36.0 12 24.0 9 18.0 3 6.0 

Do not soil easily 4 8.0 21 42.0 14 28.0 7 14.0 1 2.0 

\0 Are not itchy or irritating to the skin 1 2.0 5 10.0 4 8.0 24 48.0 15 30.0 
-..J 

Do not form pills in use 0 0.0 12 24.0 15 30.0 15 30.0 6 12.0 

Are soft 5 10.0 26 52.0 3 6.0 10 20.0 3 6.0 

Provide warmth 18 36.0 26 52.0 2 4.0 0 0.0 2 4.0 

Are cool 3 6.0 10 20.0 10 20.0 18 36.0 7 14.0 

Can be worn year round 4 8.0 16 32.0 6 12.0 19 38.0 4 8.0 

Look good after several washings 3 6.0 16 32.0 13 26.0 10 20.0 6 12.0 

Can be machine-washed 0 0.0 10 20.0 10 20.0 19 38.0 9 18.0 

Can be dry cleaned 17 34.0 24 48.0 6 12.0 1 2.0 1 2.0 

Can be safely treated for stains 5 10.0 16 32.0 19 38.0 5 10.0 0 0.0 

Do need ironing 6 12.0 13 26.0 19 38.0 9 18.0 1 2.0 



Table 16 (Continued) 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not have shiny marks after ironing 1 2.0 8 16.0 27 54.0 10 20.0 2 4.0 

Can safely be bleached 1 2.0 2 4.0 15 30.0 15 30.0 15 30.0 

Are easy to care for 3 6.0 20 40.0 15 30.0 8 16.0 2 4.0 

Do not have color fading 6 12.0 17 34.0 16 32.0 8 16.0 1 2.0 

Do have wide range and depth to color 9 18.0 27 54.0 9 18.0 2 4.0 1 2.0 

Do need a proper care label 18 36.0 22 44.0 4 8.0 3 6.0 2 4.0 

Are a good value 7 14.0 28 56.0 11 22.0 3 6.0 0 0.0 

\.0 
00 

N=50 



from products made from textiles? required participants to respond to 23 statements regarding 

beliefs about what consumers want, in general, when purchasing apparel or home furnishings 

products made from textiles. Specifically, questions focused on product characteristics and 

product care. Participants rated each statement to the extent the statement applied to their levels 

of beliefs about products on a modified Likert scale listing five responses ranging from strongly 

agree to strongly disagree. Beliefs about what consumers want, in general, when purchasing 

apparel or home furnishings products made from textiles was elicited and responses summarized 

from all participants in each sample group (see Table 17, Table 18, Table 19, and Table 20). 

Regarding overall beliefs about what consumers want from products made from textiles 

among the four subject groups, the greatest percentage of participants indicated strongly 

agree/agree to the statements are a good value (95.1 %), do not shrink (94.1 %), do hang well 

(93.8%), are not itchy/irritating to the skin (93.1 %), do not stretch out in use, do not have color 

fading, and do have wide range/depth to color (91.7%), can be safely treated/or stains (89.4%), 

look good after several washings (89.3%), do not soil easily (88.5%), do not form pills in use, and 

are soft (87.1 %) can be machine washed (86.7%), do not wrinkle (86.6%), do need a proper care 

label (85.1%), are easy to care/or (84.7%), are cool (82.7%) , provide warmth (81.4%), can be 

worn year round (77.8%), do not have shiny marks (73.0%), can safely be bleached (62.5%), and 

can be dry cleaned (53.6%). In contrast, the greatest percentage of participants responded 

strongly disagree/disagree to the statement do need ironing (53.8%). 

What is Important to Consumers 

Participants were asked their beliefs about what is important to consumers when 

purchasing apparel or home furnishings sewn products. Questions 1 through 22 under What do 

99 



Table 17 

Apparel Manufacturers' Beliefs About What Consumers Want When Purchasing Apparel and Textiles Products 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not shrink 16 64.0 7 28.0 0 0.0 0 0.0 0 0.0 

Do hang well 14 56.0 8 32.0 0 0.0 1 4.0 0 0.0 

Do not stretch out in use 14 56.0 8 32.0 1 4.0 0 0.0 0 0.0 

Do not wrinkle 12 48.0 7 28.0 3 12.0 0 0.0 1 4.0 

Do not soil easily 11 44.0 10 40.0 2 8.0 0 0.0 0 0.0 

...... Are not itchy or irritating to the skin 18 72.0 5 20.0 0 0.0 0 0.0 0 0.0 
0 
0 

Do not form pills in use 12 48.0 8 32.0 2 8.0 1 4.0 0 0.0 

Are soft 12 48.0 8 32.0 1 4.0 1 4.0 0 0.0 

Provide warmth 7 28.0 14 56.0 1 4.0 1 4.0 0 0.0 

Are cool 11 44.0 11 44.0 1 4.0 0 0.0 0 0.0 

Can be worn year round 11 44.0 7 28.0 2 8.0 3 12.0 0 0.0 

Look good after several washings 15 60.0 8 32.0 0 0.0 0 0.0 0 0.0 

Can be machine-washed 13 52.0 9 36.0 1 4.0 0 0.0 0 0.0 

Can be dry cleaned 5 20.0 11 44.0 1 4.0 4 16.0 2 8.0 

Can be safely treated for stains 11 44.0 9 36.0 1 4.0 1 4.0 1 4.0 

Do need ironing 3 12.0 4 16.0 2 8.0 9 36.0 5 20.0 



Table 17 (Continued) 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not have shiny marks after ironing 9 36.0 11 44.0 0 0.0 2 8.0 1 4.0 

Can safely be bleached 10 40.0 7 28.0 5 20.0 1 4.0 0 0.0 

Are easy to care for 16 64.0 7 28.0 0 0.0 0 0.0 0 0.0 

Do not have color fading 16 64.0 6 24.0 0 0.0 1 4.0 0 0.0 

Do have wide range and depth to color 12 48.0 8 32.0 3 12.0 0 0.0 0 0.0 

Do need a proper care label 14 56.0 7 28.0 2 8.0 0 0.0 0 0.0 

Are a good value 17 68.0 6 24.0 0 0.0 0 0.0 0 0.0 

-0 - N=25 



Table 18 

Home Furnishings Manufacturers' Beliefs About What Consumers Want When Purchasing Apparel and Textiles Products 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not shrink 11 64.7 6 35.3 0 0.0 0 0.0 0 0.0 

Do hang well 11 64.7 6 35.3 0 0.0 0 0.0 0 0.0 

Do not stretch out in use 9 52.9 7 41.2 1 5.9 0 0.0 0 0.0 

Do not wrinkle 9 52.9 7 41.2 0 0.0 0 0.0 0 0.0 

Do not soil easily 10 58.8 6 35.3 1 5.9 0 0.0 0 0.0 

- Are not itchy or irritating to the skin 10 58.8 6 35.3 0 0.0 0 0.0 0 0.0 
0 
N 

Do not form pills in use 10 58.8 5 29.4 1 5.9 0 0.0 0 0.0 

Are soft 9 52.9 6 35.3 1 5.9 0 0.0 0 0.0 

Provide warmth 8 47.1 7 41.2 1 5.9 0 0.0 0 0.0 

Are cool 9 52.9 5 29.4 0 0.0 1 5.9 0 0.0 

Can be worn year round 8 47.1 5 29.4 2 11.8 1 5.9 0 0.0 

Look good after several washings 10 58.8 5 29.4 0 0.0 0 0.0 0 0.0 

Can be machine-washed 10 58.8 6 35.3 0 0.0 0 0.0 0 0.0 

Can be dry cleaned 4 23.5 4 23.5 2 11.8 5 29.4 1 5.9 

Can be safely treated for stains 10 58.8 7 41.2 0 0.0 0 0.0 0 0.0 

Do need ironing 3 17.6 4 23.5 0 0.0 6 35.3 2 11.8 



Table 18 (Continued) 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not have shiny marks after ironing 5 29.4 6 35.3 1 5.9 4 23.5 0 0.0 

Can safely be bleached 4 23.5 7 41.2 5 29.4 0 0.0 0 0.0 

Are easy to care for 10 58.8 6 35.3 0 0.0 0 0.0 0 0.0 

Do not have color fading 9 52.9 7 41.2 0 0.0 0 0.0 0 0.0 

Do have wide range and depth to color 10 58.8 7 41.2 0 0.0 0 0.0 0 0.0 

Do need a proper care label 8 47.1 7 41.2 1 5.9 0 0.0 0 0.0 

Are a good value 12 70.6 5 29.4 0 0.0 0 0.0 0 0.0 

i,...o 

0 
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Table 19 

Apparel Retailers' Beliefs About What Consumers Want When Purchasing Apparel and Textiles Products 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not shrink 32 52.5 28 45.9 0 0.0 0 0.0 0 0.0 

Do hang well 30 49.2 30 50.0 0 0.0 0 0.0 0 0.0 

Do not stretch out in use 31 50.8 28 45.9 0 0.0 0 0.0 0 0.0 

Do not wrinkle 30 49.2 26 42.6 3 4.9 0 0.0 0 0.0 

Do not soil easily 27 44.3 29 47.5 1 1.6 3 4.9 0 0.0 

_.. Are not itchy or irritating to the skin 37 60.7 23 37.7 0 0.0 0 0.0 0 0.0 
0 
~ 

Do not form pills in use 34 55.7 25 41.0 1 1.6 0 0.0 0 0.0 

Are soft 29 47.5 30 49.2 0 0.0 0 0.0 0 0.0 

Provide warmth 28 45.9 24 39.3 5 8.2 2 3.3 0 0.0 

Are cool 28 45.9 26 42.6 5 8.2 1 1.6 0 0.0 

Can be worn year round 26 42.6 28 45.9 5 8.2 1 1.6 0 0.0 

Look good after several washings 29 47.5 29 47.5 0 0.0 0 0.0 1 1.6 

Can be machine-washed 24 39.3 30 49.2 3 4.9 2 3.3 1 1.6 

Can be dry cleaned 12 19.7 23 37.7 9 14.8 12 19.7 3 4.9 

Can be safely treated for stains 28 45.9 29 47.5 2 3.3 1 1.6 0 0.0 

Do need ironing 6 9.8 7 11.5 8 13.1 32 52.5 7 11.5 



Table 19 (Continued) 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not have shiny marks after ironing 26 42.6 26 42.6 3 4.9 3 4.9 2 3.3 

Can safely be bleached 14 23.0 27 44.3 11 18.0 3 4.9 4 6.6 

Are easy to care for 32 52.5 27 44.3 1 1.6 0 0.0 0 0.0 

Do not have color fading 33 54.1 26 42.6 0 0.0 1 1.6 0 0.0 

Do have wide range and depth to color 29 47.5 30 49.2 0 0.0 0 0.0 1 1.6 

Do need a proper care label 26 42.6 29 47.5 5 8.2 0 0.0 0 0.0 

Are a good value 32 52.5 28 45.9 0 0.0 0 0.0 0 0.0 

1---' 

0 
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Table 20 

Home Furnishings Retailers' Beliefs About What Consumers Want When Purchasing Apparel and Textiles Products 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not shrink 24 48.0 19 38.0 1 2.0 0 0.0 1 2.0 

Do hang well 24 48.0 20 40.0 1 2.0 0 0.0 0 0.0 

Do not stretch out in use 23 46.0 21 42.0 1 2.0 0 0.0 0 0.0 

Do not wrinkle 22 44.5 20 40.0 2 4.0 1 2.0 0 0.0 

Do not soil easily 24 48.0 18 36.0 2 4.0 0 0.0 0 0.0 

..... Are not itchy or irritating to the skin 24 48.0 20 40.0 1 2.0 0 0.0 0 0.0 
0 
O'\ 

Do not form pills in use 27 54.0 13 26.0 4 8.0 1 2.0 0 0.0 

Are soft 22 44.0 21 42.0 1 2.0 1 2.0 0 0.0 

Provide warmth 17 34.0 17 34.0 5 10.0 5 10.0 0 0.0 

Are cool 18 36.0 18 36.0 4 8.0 5 10.0 0 0.0 

Can be worn year round 18 36.0 19 38.0 4 8.0 2 4.0 1 2.0 

Look good after several washings 20 40.0 19 38.0 4 8.0 1 2.0 0 0.0 

Can be machine-washed 18 36.0 20 40.0 4 8.0 0 0.0 2 4.0 

Can be dry cleaned 10 20.0 13 26.0 7 14.0 8 16.0 5 10.0 

Can be safely treated for stains 23 46.0 19 38.0 1 2.0 2 4.0 0 0.0 

Do need ironing 7 14.0 8 16.0 5 10.0 18 36.0 6 12.0 



Table 20 (Continued) 

Statement Strongly Agree Undecided/ Disagree Strongly 
Agree Do Not Know Disagree 

n % n % n % n % n % 

Do not have shiny marks after ironing 16 32.0 15 30.0 7 14.0 5 10.0 2 4.0 

Can safely be bleached 10 20.0 15 30.0 12 24.0 3 6.0 3 6.0 

Are easy to care for 24 48.0 19 38.0 1 2.0 0 0.0 0 0.0 

Do not have color fading 23 46.0 21 42.0 1 2.0 1 2.0 0 0.0 

Do have wide range and depth to color 25 50.0 20 40.0 1 2.0 0 0.0 0 0.0 

Do need a proper care label 22 44.0 17 34.0 4 8.0 3 6.0 0 0.0 

Are a good value 27 54.0 18 36.0 1 2.0 0 0.0 0 0.0 

....... 
0 
--.J N=50 



you think is important to consumers? required participants to respond to 22 statements regarding 

beliefs about what consumers think are important when purchasing apparel or home furnishings 

products. Specifically, questions focused on beliefs about factors such as value, brand name, 

fashion level, country oforigin, and appropriateness. Participants rated each statement to the 

extent the statement applied to their levels of knowledge about products on a modified Likert 

scale listing five responses ranging from always important to never important. Beliefs about what 

is important to consumers when purchasing apparel or home furnishings products was elicited 

and responses summarized from all participants in each sample group (see Table 21, Table 22, 

Table 23, and Table 24). 

Regarding overall beliefs about what do you think is important to consumers when 

purchasing products made from textiles among the four subject groups, participants indicated 

always important to the statements color of the item (55.4%), quality of construction (53.7%), 

good value for the money (49.9%), appropriate for the climate (46.8%), and appropriate for 

lifestyle (47.5%). Participants indicated often important to the statements how fashionable the 

item is (50.5%),pattern or design ofthefabric (45.1%), cost of the item (45.0%), reputation of 

the retailer (44.8%),fiber content of the fabric (44.4%), brand name or label of the item (40.5%), 

allows for individual creativity (39.8%), is unique or different (38.0%), reputation of the 

manufacturer (37.1 %), information on the care label (36.5%), and prestige of the item (35.4%). 

Participants indicated sometimes important to the statement specific blend in fabric (40.4%). In 

contrast participants indicated rarely important to the statements country where fiber was 

produced (42.7%), country where item was made (36.0%), location of the care label (30.9%), 

product or sample actually tested (30.5%), and crafted in pride in the USA (30.0%). The greatest 
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Table 21 

Apparel Manufacturers' Beliefs About What is Important to Consumers When Purchasing Apparel or Home Furnishings 

Statement Always Often Sometimes Rarely Never 
Important Important Important Important Important 
n % n % n % n % n % 

Color of the item 11 44.0 12 48.0 0 0.0 1 4.0 0 0.0 

How fashionable the item is 8 32.0 12 48.0 4 16.0 0 0.0 0 0.0 

Allows individual creativity 5 20.0 7 28.0 7 28.0 4 16.0 0 0.0 

Appropriate for lifestyle 12 48.0 8 32.0 2 8.0 1 4.0 0 0.0 

Appropriate for climate 14 56.0 8 32.0 1 4.0 1 4.0 0 0.0 

- Is unique or different 5 20.0 10 40.0 5 20.0 3 12.0 1 4.0 
0 
\0 

Cost of the item 12 48.0 10 40.0 2 8.0 0 0.0 0 0.0 

Good value for the money 15 60.0 8 32.0 1 4.0 0 0.0 0 0.0 

Brand name/label of the item 4 16.0 8 32.0 10 40.0 2 8.0 0 0.0 

Reputation of the manufacturer 9 36.0 7 28.0 6 24.0 2 8.0 0 0.0 

Reputation of the retailer 6 24.0 10 40.0 5 20.0 2 8.0 0 0.0 

Prestige of the item 4 16.0 5 20.0 11 44.0 4 16.0 0 0.0 

Fiber content of the fabric 5 20.0 9 36.0 7 28.0 3 12.0 0 0.0 

Specific fiber blend in the fabric 3 12.0 6 24.0 7 28.0 6 24.0 0 0.0 

Pattern or design of the fabric 6 24.0 9 36.0 4 16.0 2 8.0 1 4.0 

Country where item was made 5 20.0 5 20.0 3 12.0 8 32.0 2 8.0 



Table 21 (Continued) 

Statement Always Often Sometimes Rarely Never 
Important Important Important Important Important 
n % n % n % n % n % 

Country where fiber was produced 3 12.0 2 8.0 3 12.0 11 44.0 4 16.0 

Crafted with pride in USA 7 28.0 3 12.0 5 20.0 8 32.0 0 0.0 

Product/sample actually tested 8 32.0 1 4.0 3 12.0 8 32.0 2 8.0 

Location of the care label 6 24.0 5 20.0 3 12.0 7 28.0 3 12.0 

Information on the care label 8 32.0 7 28.0 5 20.0 3 12.0 0 0.0 

Quality of construction 14 56.0 8 32.0 1 4.0 0 0.0 1 4.0 

...... N=25 ...... 
0 



Table 22 

Home Furnishings Manufacturers ' Beliefs About What is Important to Consumers When Purchasing 
Apparel or Home Furnishings 

Statement Always Often Sometimes Rarely Never 
Important Important Important Important Important 
n % n % n % n % n % 

Color of the item 12 70.6 5 29.4 0 0.0 0 0.0 0 0.0 

How fashionable the item is 6 35.3 9 52.9 2 11.8 0 0.0 0 0.0 

Allows individual creativity 4 23.5 9 52.9 4 23.5 0 0.0 0 0.0 

Appropriate for lifestyle 8 47.1 7 41.2 2 11.8 0 0.0 0 0.0 

Appropriate for climate 7 41.2 10 58.8 0 0.0 0 0.0 0 0.0 

Is unique or different 6 35 .3 7 41.2 4 23 .5 0 0.0 0 0.0 
...... 
...... Cost of the item 8 47.1 8 47.1 1 5.9 0 0.0 0 0.0 ...... 

Good value for the money 7 41.2 7 41.2 3 17.6 0 0.0 0 0.0 

Brand name/label of the item 1 5.9 10 58.8 4 23 .5 2 11.8 0 0.0 

Reputation of the manufacturer 3 17.6 7 41.2 7 41.2 0 0.0 0 0.0 

Reputation of the retailer 3 17.6 7 41.2 6 35.3 1 5.9 0 0.0 

Prestige of the item 1 5.9 9 52.9 5 29.4 2 11.8 0 0.0 

Fiber content of the fabric 3 17.6 7 41.2 6 35.3 1 5.9 0 0.0 

Specific fiber blend in the fabric 2 11.8 5 29.4 9 52.9 1 5.9 0 0.0 

Pattern or design of the fabric 8 47.1 7 41.2 2 11.8 0 0.0 0 0.0 

Country where item was made 2 11.8 5 29.4 3 17.6 7 41.2 0 0.0 



Table 22 (Continued) 

Statement Always Often Sometimes Rarely Never 
Important Important Important Important Important 
n % n % n % n % n % 

Country where fiber was produced 2 11.8 5 29.4 2 11.8 6 35.3 0 0.0 

Crafted with pride in USA 6 35.3 2 11.8 3 17.6 6 35.3 0 0.0 

Product/sample actually tested 1 5.9 3 17.6 5 29.4 6 35.3 1 5.9 

Location of the care label 3 17.6 6 35.3 2 11.8 6 35.3 0 0.0 

Information on the care label 5 29.4 7 41.2 2 11.8 3 17.6 0 0.0 

Quality of construction 11 64.7 4 23.5 2 11.8 0 0.0 0 0.0 

_. N= 17 _. 
N 



Table 23 

Apparel Retailers' Beliefs About What is Important to Consumers When Purchasing Apparel or Home Furnishings 

Statement Always Often Sometimes Rarely Never 
Important Important Important Important Important 
n % n % n % n % n % 

Color of the item 25 41.1 32 52.5 3 4.9 0 0.0 0 0.0 

How fashionable the item is 13 21.3 36 59.0 11 18.0 0 0.0 0 0.0 

Allows individual creativity 8 13.1 27 44.3 19 31.1 5 8.2 0 0.0 

Appropriate for lifestyle 26 42.6 30 49.2 4 6.6 0 0.0 0 0.0 

Appropriate for climate 33 54.1 26 42.6 1 1.6 0 0.0 0 0.0 

I--' Is unique or different 7 11.5 26 42.6 22 36.1 5 8.2 0 0.0 
I--' 
(.;.) 

Cost of the item 16 26.2 31 50.8 11 18.0 2 3.3 0 0.0 

Good value for the money 27 44.3 28 45.9 3 4.9 1 1.6 0 0.0 

Brand name/label of the item 5 8.2 25 41.0 26 42.6 4 6.6 0 0.0 

Reputation of the manufacturer 1 9.8 25 41.0 23 37.7 5 8.2 1 1.6 

Reputation of the retailer 20 32.8 33 54.1 6 9.8 1 1.6 0 0.0 

Prestige of the item 7 11.5 26 42.6 20 32.8 6 9.8 0 0.0 

Fiber content of the fabric 10 16.4 32 52.5 14 23.0 4 6.6 0 0.0 

Specific fiber blend in the fabric 5 8.2 19 31.1 26 42.6 9 14.3 1 1.6 

Pattern or design of the fabric 13 21.3 36 59.0 10 16.4 1 1.6 0 0.0 

Country where item was made 5 8.2 15 24.6 19 31.1 20 32.8 1 1.6 



Table 23 (Continued) 

Statement Always Often Sometimes Rarely Never 
Important Important Important Important Important 
n % n % n % n % n % 

Country where fiber was produced 3 4.9 4 6.6 18 29.5 29 47.5 6 9.8 

Crafted with pride in USA 9 14.8 16 26.2 20 32.8 12 19.7 3 4.9 

Product/sample actually tested 2 3.3 13 21.3 17 27.9 20 32.8 8 13.1 

Location of the care label 6 9.8 9 14.8 20 32.8 21 34.4 4 6.6 

Information on the care label 13 21.8 26 42.6 16 26.2 5 8.2 0 0.0 

Quality of construction 28 45.9 28 45.9 3 4.9 1 1.6 0 0.0 

- N=61 -~ 



Table 24 

Home Furnishings Retailers' Beliefs About What is Important to Consumers When Purchasing Apparel or Home Furnishings 

Statement Always Often Sometimes Rarely Never 
Important Important Important Important Important 
n % n % n % n % n % 

Color of the item 33 66.0 15 30.0 1 2.0 0 0.0 0 0.0 

How fashionable the item is 16 32.0 21 42.0 11 22.0 1 2.0 0 0.0 

Allows individual creativity 11 22.0 17 34.0 16 32.0 3 6.0 0 0.0 

Appropriate for lifestyle 27 54.0 20 40.0 1 2.0 0 0.0 0 0.0 

Appropriate for climate 18 36.0 25 50.0 3 6.0 2 4.0 0 0.0 

Is unique or different 11 22.0 14 28.0 20 40.0 2 4.0 0 0.0 

- Cost of the item 16 32.0 21 42.0 7 14.0 1 2.0 0 0.0 -Vl Good value for the money 27 54.0 20 40.0 1 2.0 1 2.0 0 0.0 

Brand name/label of the item 2 4.0 15 30.0 23 46.0 6 12.0 2 4.0 

Reputation of the manufacturer 8 16.0 19 38.0 14 28.0 7 14.0 0 0.0 

Reputation of the retailer 17 34.0 22 44.0 6 12.0 4 8.0 0 0.0 

Prestige of the item 5 10.0 13 26.0 16 32.0 11 22.0 2 4.0 

Fiber content of the fabric 4 8.0 24 48.0 15 30.0 4 8.0 0 0.0 

Specific fiber blend in the fabric 1 2.0 18 36.0 19 38.0 7 14.0 3 6.0 

Pattern or design of the fabric 13 26.0 22 44.0 9 18.0 2 4.0 0 0.0 

Country where item was made 3 6.0 11 22.0 11 22.0 19 38.0 3 6.0 

Country where fiber was produced I 2.0 6 12.0 12 24.0 22 44.0 6 12.0 



Table 24 (Continued) 

Statement Always Often Sometimes Rarely Never 
Important Important Important Important Important 
n % n % n % n % n % 

Crafted with pride in USA 6 12.0 11 22.0 17 34.0 13 26.0 1 2.0 

Product/sample actually tested 6 12.0 11 22.0 15 30.0 11 22.0 4 8.0 

Location of the care label 5 10.0 12 24.0 13 26.0 13 26.0 4 8.0 

Information on the care label 11 22.0 17 34.0 12 24.0 7 14.0 1 2.0 

Quality of construction 24 48.0 21 42.0 4 8.0 0 0.0 0 0.0 

N=50 
I-" 
I-" 
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majority of participants indicated always, often, sometimes, or rarely as responses to the 

statements, the selection never was the least selected response. 

Testing of Hypotheses 

Data were tested to determine if significant relationships existed between apparel 

manufacturers, home furnishings manufacturers, apparel retailers, and home furnishings retailers 

with respect to knowledge about fiber characteristics and care, as well as to beliefs about what is 

important to consumers. Prior to administration of the statistical tests, mean scores were 

calculated on each knowledge and belief statement for each subject group based on data 

collected. Six hypotheses were designed for this study and the statistical results are presented for 

each. Hypotheses 1 through 5 were tested using the Kruskal-Wallis test and the Mann-Whitney U 

test to evaluate whether or not mean scores differed between groups on the knowledge and belief 

statements. For all statistical tests, differences were considered representative of significant 

results at the .05 probability level. Hypothesis 6 used a Friedman non-parametric test and the 

Wilcoxon Signed Ranks post-hoc test. When analyzing the results of Hypothesis 6, the 

Bonferroni adjustment for significance levels technique was used to adjust the alpha, meaning 

that a revised alpha of .008 was the critical value against which post-hoc test results were 

compared. 

Hypothesis 1 

Hypothesis 1 read as follows: There will be significant differences in knowledge of the 

performance and care characteristics of products made from 100% cotton between the following 

groups: 

a. apparel retailers 
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b. apparel manufacturers 

c. home furnishings retailers 

d. home furnishing manufacturers 

Knowledge about products, in general, made from 100% cotton was elicited and 

responses were summarized from participants in all sample groups. Observation of all of the 

tables indicates apparel manufacturers', home furnishings', manufacturers', apparel retailers', and 

home furnishings retailers' high levels of knowledge about products made from 100% cotton. 

The majority has realistic understandings about characteristics and care methods for cotton. 

When comparing the four groups, retailers, in particular, appear to have very high levels of 

knowledge of cotton. 

A Kruskal-Wallis nonparametric analysis of variance was used to compare the medians 

for the four subject groups on all statements under What do you know about cotton?. Post-hoc 

analyses utilized the Mann-Whitney test to determine from which group statistical significance 

was attained (see Table 25). For the statement, are easy to care for, there were significant 

differences between the four groups on the mean scores (H (3) = 8.732, p = .033). Post-hoc 

results (see Table 26) indicated that apparel manufacturers were significantly more likely to agree 

to the statement than apparel retailers (Z = -2.639, p = .008). For all other statements, there were 

no significant differences between the groups. Hypothesis 1 was partially accepted. 

Hypothesis 2 

Hypothesis 2 read as follows: There will be significant differences in knowledge of the 

performance and care characteristics of products made from 100% mohair between the following 

groups: 

a. apparel retailers 
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Table 25 

Kruskal-Wallis Test of Mean Ranks Results: Beliefs About Characteristics of Products Made from 100% Cotton 

Statement 

Are easy to care fora 

aH(3) = 8.732, p= .033; n = 127 

Table 26 

Apparel 
Retailers 

56.77 

Home Furnishings 
Retailers 

62.27 

Apparel 
Manufacturers 

78.97 

Home Furnishings 
Manufacturers 

74.11 

Mann-Whitney Post-Hoc Investigation Results: Beliefs About Characteristics of Products Made from 100% Cotton 

Statement 

Are easy to care fora 

az = -2.639, p = .008; n = 71 

Apparel 
Retailers 

32.52 

Home Furnishings 
Retailers 

Apparel 
Manufacturers 

44.88 

Home Furnishings 
Manufacturers 



b. home furnishings retailers 

c. apparel manufacturers 

d. home furnishing manufacturers 

Knowledge about products, in general, made from 100% mohair was elicited and 

responses were summarized from participants in all sample groups. Observation of all of the 

tables indicates apparel manufacturers', home furnishings manufacturers', apparel retailers', and 

home furnishings retailers' low levels of knowledge about products made from 100% mohair. 

The majority indicated undecided or do not know about the majority of statements regarding the 

characteristics and care of products made from mohair fibers. When comparing groups, apparel 

retailers appear to have the highest level of knowledge among the groups while apparel 

manufacturers appear to have very low levels of knowledge of mohair. 

A Kruskal-Wallis nonparametric analysis of variance was used to compare the medians 

for the four subject groups on all statements under What do you know about mohair?. For all 

statements, there were no significant differences between the groups as all groups tended to 

respond to statements in the same way, thus demonstrating the same levels of knowledge about 

mohair. Hypothesis 2 was rejected. 

Hypothesis 3 

Hypothesis 3 read as follows: There will be significant differences in knowledge of the 

performance and care characteristics of products made from 100% wool between the following 

groups: 

a. apparel retailers 

b. home furnishings retailers 
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c. apparel manufacturers 

d. home furnishing manufacturers 

Knowledge about products, in general, made from I 00% wool was elicited and responses 

were summarized from participants in all sample groups. Observation of all of the tables 

indicates apparel manufacturers', home furnishings manufacturers', apparel retailers', and home 

furnishings retailers' moderate levels of knowledge about products made from 100% wool. The 

majority had realistic understandings about the characteristics and care methods for wool. 

Between the four groups, retailers appeared to have very high levels of knowledge of wool. 

A Kruskal-Wallis nonparametric analysis of variance was used to compare the medians 

for the four subject groups on all statements under What do you know about wool?. Post-hoc 

analyses utilized the Mann-Whitney test to determine from which group statistical significance 

was attained (see Table 27). For the statement, do not soil easily, there were significant 

differences between the four groups on the mean scores (H (3) = 10.548, p = .014). Post-hoc 

results indicated that apparel retailers were significantly more likely to agree to the statement than 

apparel manufacturers (Z = -2.660, p = .008) (see Table 28). Additional post hoc results 

indicated that home furnishings retailers were significantly more likely to agree to the statement 

than apparel manufacturers (Z = -1.999, p = .046), and that apparel retailers were significantly 

more likely to agree to the statement than home furnishings manufacturers (Z = -2.456, p = .014). 

For the statement, are not itchy or irritating to the skin, there were significant differences 

between the four groups on the mean scores (H (3) = 7.973, p = .047). Post hoc results indicated 

that home furnishings retailers were significantly more likely to agree to the statement than 

apparel retailers (Z = -2.585, p = .010). 
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Table 27 

Kruskal-Wallis Test of Mean Ranks Results: Beliefs About Characteristics of Products Made from 100% Wool 

Statement 

Can be worn year rounda 

Can be safely treated for stainsb 

Are a good valuec 

aH(3) = 12.861, p = .005; n = 120 
bH(3) = 12.391, p = .006; n = 118 
c H(3) = 8.386, p = .007; n = 122 

Apparel 
Retailers 

73.22 

70.51 

70.05 

Home Furnishings 
Retailers 

55.80 

53.74 

60.11 

Apparel Home Furnishings 
Manufacturers Manufacturers 

45.84 47.75 

55.47 40.43 

45.56 53.36 

~ Table 28 

Mann-Whitney Post-Hoc Investigation Results: Beliefs About Characteristics of Products Made from 100% Wool 

Statement 

Can be worn year rounda 

Can be safely treated for stainsb 

Are a good valuec 

az = 2.867, p = .004; n = 64 
bz = -3.111, p = .002; n = 64 
cz = -2.683, p = .007; n = 66 

Apparel 
Retailers 

36.19 

36.03 

36.75 

Home Furnishings 
Retailers 

Apparel 
Manufacturers 

21.44 

23.34 

Home Furnishings 
Manufacturers 

19.89 



For the statement, can be worn year round, there were significant differences between the 

four groups on the mean scores (H (3) = 12.861, p =.005). Post hoc results indicated that apparel 

retailers were significantly more likely to agree to the statement than home furnishings retailers 

(Z = -2.461, p = .014). Additional post hoc results indicated that apparel retailers were 

significantly more likely to agree to the statement than apparel manufacturers (Z = -2.867, 

p = .004), and that apparel retailers were significantly more likely to agree to the statement than 

home furnishings manufacturers (Z = -2.550, p = .011). 

For the statement, can safely be treated for stains, there were significant differences 

between the four groups on the mean scores (H (3) = 12.391, p = .006). Post hoc results indicated 

that apparel retailers were significantly more likely to agree to the statement than home 

furnishings retailers (Z = -2.455, p = .014). Additional post hoc results indicated that apparel 

retailers were significantly more likely to agree to the statement than home furnishings 

manufacturers (Z = -3.111, p = .002). 

For the statement, are a good value, there were significant differences between the four 

groups on the mean scores (H (3) = 8.386, p = .039). Post-hoc results indicated that apparel 

retailers were significantly more likely to agree to the statement than apparel manufacturers 

(Z = -2.683, p = .007). For all other statements, there were no significant differences between the 

groups. Hypothesis 3 was partially accepted. 

Hypothesis 4 

Hypothesis 4 read as follows: There will be significant differences in beliefs about what 

consumers want from products made from textiles when purchasing apparel or home furnishings 

products between the following groups: 
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a. apparel retailers 

b. home furnishings retailers 

c. apparel manufacturers 

d. home furnishings manufacturer 

Participants were asked their beliefs about what consumers want when purchasing 

products made from textiles. Questions 1 through 23 under What do you think consumers want 

from products made from textiles? required participants to respond to 23 statements regarding 

beliefs about what consumers want, in general, when purchasing apparel or home furnishings 

products made from textiles. Specifically, questions focused on product characteristics and 

product care. Participants rated each statement to the extent the statement applied to their levels 

of beliefs about products on a modified Likert scale listing five responses ranging from strongly 

agree to strongly disagree. Beliefs about what consumers want, in general, when purchasing 

apparel or home furnishings products made from textiles was elicited and responses summarized 

from all participants in each sample group. 

A Kruskal-Wallis nonparametric analysis of variance was used to compare the medians 

for the four subject groups on all statements under What do you think consumers want from 

products made from textiles?. For all statements, there were no significant differences between 

the groups as all groups tended to respond to statements in the same way, thus demonstrating that 

all four sample groups had similar beliefs about what they think consumers want from products 

made from textiles. Hypothesis 4 was rejected. 
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Hypothesis 5 

Hypothesis 5 read as follows: There will be significant differences in beliefs about what 

is important to consumers when purchasing apparel or home furnishings products between the 

following groups: 

a. apparel retailers 

b. home furnishings retailers 

c. apparel manufacturers 

d. home furnishing manufacturers 

Participants were asked their beliefs about what is important to consumers when 

purchasing apparel or home furnishings sewn products. Questions 1 through 22 under What do 

you think is important to consumers? required participants to respond to 22 statements regarding 

beliefs about what consumers think are important when purchasing apparel or home furnishings 

products. Specifically, questions focused on beliefs about factors such as value, brand name, 

fashion level, country of origin, and appropriateness. Participants rated each statement to the 

extent the statement applied to their levels of knowledge about products on a modified Likert 

scale listing five responses ranging from always important to never important. Beliefs about what 

is important to consumers when purchasing apparel or home furnishings products was elicited 

and responses summarized from all participants in each sample group. 

A Kruskal-Wallis nonparametric analysis of variance was used to compare the medians 

for the four subject groups on all statements under What do you think is important to consumers?. 

Post-hoc analyses utilized the Mann-Whitney test to determine from which group statistical 

significance was attained (see Table 29). For the statement, color of the item, there were 

significant differences between the four groups on the mean scores (H (3) = 11.886, p =.008). 
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Table 29 

Kruskal-Wallis Test of Mean Ranks Results: Beliefs About What is Important to Consumers 

Statement 

Color of the item a 

aH(3) = 11.886, p = .008; n = 132 

Table 30 

Apparel 
Retailers 

75.82 

Home 
Furnishings 

Retailers 

55.43 

Apparel 
Manufacturers 

73.57 

~ Mann-Whitney Post-Hoc Investigation Results: Beliefs About What is Important to Consumers 

Statement 

Color of the item a 

Color of the itemb 

Color of the itemc 

az = -2.974, p = .003; n = 95 
bz = -2.114, p = .034; n = 68 
cz = -2.197, p = .028; n = 64 

Apparel 
Retailers 

54.51 

36.96 

Home Furnishings 
Retailers 

39.79 

29.50 

Apparel 
Manufacturers 

38.23 

Home 
Furnishings 

Manufacturers 

54.20 

Home Furnishings 
Manufacturers 

25.80 



Post hoc results indicated that apparel retailers were significantly more likely to agree to the 

statement than home furnishings retailers (Z = -2.974, p = .003) (see Table 30). Additional post 

hoc results indicated that apparel manufacturers were significantly more likely to agree to the 

statement than home furnishings retailers (Z = -2.114, p = .034), and apparel retailers were 

significantly more likely to agree to the statement than home furnishings manufacturers 

(Z = -2.197, p = .028). For all other statements, there were no significant differences between the 

groups. Hypothesis 5 was partially accepted. 

Hypothesis 6 

Hypothesis 6 read as follows: There will be significant differences between (a) beliefs 

about what performance and care characteristics consumers want from textile products, and 

(b) knowledge of the performance and care characteristics of products made from 100% cotton, 

100% mohair, and I 00% wool among the following groups: 

a. apparel retailers 

b. home furnishings retailers 

c. apparel manufacturers 

d. home furnishing manufacturers 

Hypothesis 6 determined if there were significant differences between the responses 

given by each sample group for (a) beliefs about what performance and care characteristics 

consumers want from textile products that were analyzed for Hypothesis 4, and (b) knowledge of 

the performance and care characteristics of products made from I 00% cotton that were analyzed 

for Hypothesis 1, knowledge of the performance and care characteristics of products made from 
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100% mohair that were analyzed for Hypothesis 2, and knowledge of the performance and care 

characteristics of products made from 100% wool that were analyzed for Hypothesis 3. 

A Friedman nonparametric test was used to develop mean ranks for each statement in 

order to compare medians since nonparametric tests are designed to be comparisons of medians, 

not means (Huck, 2000). Post-hoc analyses utilized the Wilcoxon Signed Ranks test to 

determine, between the four statements, from where significant differences occurred within each 

of the sample groups. When analyzing the results of Hypothesis 6, the Bonferroni adjustment for 

significance levels technique was used to adjust the alpha, meaning that a revised alpha of .008 

was the critical value against which post-hoc test results were compared 

Do not shrink. When comparing responses to the statements, products made from J 00% 

cotton: Do not shrink, products made from 100% mohair: Do not shrink, products made from 

100% wool: Do not shrink, and consumers want products that: Do not shrink within each sample 

group, a Friedman test of median ranks indicated statistically significant differences within each 

of the four sample groups of apparel retailers (x 2 (3,n = 45) = 54.302, p = .000), home 

furnishings retailers, (x2 (3,n = 42) = 62.691, p =.000), apparel manufacturers (x2 (3,n = 15) 

= 26.516, p = .000), and home furnishings manufacturers (x2 (3,n = 13) = 19.309, p = .000) 

(see Table 31). The Wilcoxon Signed Ranks post-hoc analysis was used to determine, between 

the four statements, from where significant differences occurred within each of the sample groups 

(see Table 32). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products made from textiles that: Do not 

shrink and products made from 100% cotton: Do not shrink (T = 57 .00, n = 50, p = .005), 
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Table 31 

Friedman Test: DO NOT SHRINK 

Split Groups 100% 
Cotton 

Median 

Apparel 
4.00 Retailersa 

Home Furnishings 
4.00 

Retailersb 

Apparel 
4.00 

Manufacturersc 

Home Furnishings 4.00 
Manufacturersd 

a x2 (3, n = 45) = 54.302, p = .000 
b x2 (3, n = 42) = 62.691, p = .000 
c x2 (3, n = 15) = 26.516, p = .000 
d x2 (3, n = 13) = 19.309, p = .000 

100% 
Mohair 

Mean Median 
Rank 

2.81 3.00 

2.57 3.00 

2.83 3.00 

2.58 3.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

1.56 4.00 2.39 5.00 3.24 

1.39 4.00 2.67 5.00 3.37 

1.37 3.00 2.30 5.00 3.50 

1.50 4.00 2.54 5.00 3.38 



Table 32 

Wilcoxon Signed Ranks Post-Hoc Test: DO NOT SHRINK 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: DO NOT SHRINK Negative Ranks 6 9.50 57.00 
Products made from 100% Cotton: DO NOT SHRINK a Positive Ranks 18 13.50 243.00 

Ties 26 
Total 50 

Consumers want products made from textiles that: DO NOT SHRINK Negative Ranks 0 .00 .00 

Products made from 100% Mohair: DO NOT SHRINKb Positive Ranks 42 21.50 903.00 
~ 

v.l Ties 5 
0 Total 47 

Consumers want products made from textiles that: DO NOT SHRINK Negative Ranks 5 8.50 42.50 

Products made from 100% Wool: DO NOT SHRINKc Positive Ranks 26 17.44 453.50 
Ties 18 

Total 49 

Home Furnishings Retailers 

Consumers want products made from textiles that: DO NOT SHRINK Negative Ranks 5 13.40 67.00 

Products made from 100% Cotton: DO NOT SHRINKd Positive Ranks 22 14.14 311.00 

Ties 16 
Total 43 



Table 32 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Consumers want products made from textiles that: DO NOT SHRINK Negative Ranks 0 .00 .00 
Products made from 100% Mohair: DO NOT SHRINKe Positive Ranks 40 20.50 820.00 

Ties 3 
Total 43 

Consumers want products made from textiles that: DO NOT SHRINK Negative Ranks 4 12.38 49.50 
Products made from 100% Wool: DO NOT SHRINK.r Positive Ranks 21 13.12 275.50 

Ties 19 
Total 44 

,__. Apparel Manufacturers 
VJ ,__. 

Consumers want products made from textiles that: DO NOT SHRINK Negative Ranks 1 4.00 4.00 

Products made from 100% Cotton: DO NOT SHRINKg Positive Ranks 10 6.20 62.00 
Ties 8 

Total 19 

Consumers want products made from textiles that: DO NOT SHRINK Negative Ranks 0 .00 .00 

Products made from 100% Mohair: DO NOT SHRINKh Positive Ranks 15 8.00 120.00 
Ties 1 

Total 16 

Consumers want products made from textiles that: DO NOT SHRINK Negative Ranks 1 4.00 4.00 

Products made from 100% Wool: DO NOT SHRINK.i Positive Ranks 12 7.25 87.00 

Ties 4 
Total 17 
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Table 32 (Continued) 

Home Furnishings Manufacturers 

Consumers want products made from textiles that: DO NOT SHRINK 
Products made from 100% Mohair: DO NOT SH~ 

\T = 57.00, N = 50, p = .005) 
\T = .00, N = 47, p = .000) 
\T = 42.50, N = 49, p = .000) 
d(T = 67.00, N = 43, p = .002) 
\T = .00, N = 43, p = .000) 
r(T = 49.50, N = 44, p = .002) 
g(T = 4.00, N = 19, p = .008) 
h(T = .00, N = 16, p = .001) 
\T = 4.00, N = 17, p = .003) 
\T = .00, N = 13, p = .003) 

Ranks 

Negative Ranks 
Positive Ranks 

Ties 
Total 

N Mean Sum of 

0 
11 
2 

13 

Rank Ranks 

.00 
6.00 

.00 
66.00 



(b) consumers want products made from textiles that: Do not shrink and products made from 

100% mohair: Do not shrink (T = .00, n = 47, p = .000), and (c) consumers want products made 

from textiles that: do not shrink and products made from 100% wool: Do not shrink (T = 42.50, n 

= 49, p. = .000). For all three statement comparisons, there were more positive ranks over the 

median than negative ranks below the median, thereby suggesting that participants tended to 

agree that consumers want products made from textiles that do not shrink more than agreeing 

with the statements, products made from 100% cotton do not shrink, products made from 100% 

wool do not shrink, and products made from 100% mohair do not shrink. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Do not shrink and products made from 100% cotton: Do not shrink (T = 67.00, n = 43, 

p = .002), (b) consumers want products made from textiles that: Do not shrink and products made 

from JOO% mohair: Do not shrink (T = .00, n = 43, p = .000), and (c) consumers want products 

made from textiles that: Do not shrink and products made from 100% wool: Do not shrink. 

(T = 49.50, n = 44, p = .002). For all three statement comparisons, there were more positive 

ranks over the median than negative ranks below the median, thereby suggesting that participants 

tended to agree that consumers want products made from textiles that do not shrink more than 

agreeing with the statements, products made from 100% cotton do not shrink, products made 

from 100% wool do not shrink, and products made from 100% mohair do not shrink. 

Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Do not shrink and products made from 100% cotton: Do not shrink (T = 4.00, n = 19, 
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p = .008), (b) consumers want products made from textiles that: Do not shrink and products made 

from 100% mohair: Do not shrink (T = .00, n = 16, p = .001), and (c) consumers want products 

made from textiles that: Do not shrink and products made from 100% wool: Do not shrink. 

(T = 4.00, n = 17, p = .003). For all three statement comparisons, there were more positive ranks 

over the median than negative ranks below the median, thereby suggesting that participants 

tended to agree that consumers want products made from textiles that do not shrink more than 

agreeing with the statements, products made from 100% cotton do not shrink, products made 

from 100% wool do not shrink, and products made from 100% mohair do not shrink. 

Among home furnishings manufacturers, post-hoc results indicated statistically 

significant differences between responses on the statement consumers want products made from 

textiles that: Do not shrink and products made from 100% mohair: Do not shrink (T = .00, 

n = 13, p = .003). For the one statement comparison, there were more positive ranks over the 

median than negative ranks below the median, thereby suggesting that participants tended to 

agree that consumers want products made from textiles that do not shrink more than agreeing 

with the statement, products made from 100% mohair do not shrink. 

Do hang well. When comparing responses to the statements, products made from J 00% 

cotton: Do hang well, products made from 100% mohair: Do hang well, products made from 

100% wool: Do hang well, and consumers want products that: Do hang well within each sample 

group, a Friedman test of median ranks indicated statistically significant differences within each 

of the four sample groups of apparel retailers (x 2 (3,n = 46) = 49.187, p = .000), home 

furnishings retailers (x2 (3,n = 40) = 48.608, p = .000), apparel manufacturers (x2 (3,n = 15) 

= 20.103, p = .000), and home furnishings manufacturers (x2 (3,n = 13) = 17.579, p = .001) (see 

Table 33). The Wilcoxon Signed Ranks post-hoc analysis was used to determine, between the 
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Table 33 

Friedman Test: DO HANG WELL 

Split Groups 100% 
Cotton 

Median 

Apparel 4.00 
Retailersa 

Home Furnishings 4.00 
Retailersb 

Apparel 4.00 
Manufacturersc 

Home Furnishings 4.00 
Manufacturersd 

a x2 (3 , n = 46) = 49.187, p = .000 
b x2 (3, n = 40) = 48.608, p = .000 
c x2 (3 , n = 15) = 20.103, p = .000 
d x2 (3 , Il = 13) = 17.579, p = .001 

100% 
Mohair 

Mean Median 
Rank 

2.09 3.00 

2.15 3.00 

2.40 3.00 

2.31 3.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

1.95 4.00 2.60 5.00 3.37 

1.89 4.00 2.47 5.00 3.47 

1.83 4.00 2.23 5.00 3.53 

1.69 4.00 2.42 5.00 3.58 



four statements, from where significant differences occurred within each of the sample groups 

(see Table 34). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements, (a) consumers want products made from textiles that,· Do 

hang well and products made from 100% cotton: Do hang well (T = 43.50, n = 50, p = .000), 

(b) consumers want products made from textiles that: Do hang well and products made from 

100% mohair: Do hang well (T = .00, n = 47, p = .000), and (c) consumers want products made 

from textiles that: Do hang well and products made from 100% wool: Do hang well (T = 8.50, 

n = 50, p = .000). For all three statement comparisons, there were more positive ranks over the 

median than negative ranks below the median, thereby suggesting that participants tended to 

agree that consumers want products made from textiles that do hang well more than agreeing with 

the statements, products made from 100% cotton do hang well, products made from 100% 

mohair do hang well, and products made from 100% wool do hang well. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Do hang well and products made from 100% mohair: Do hang well (T = .00, n = 41, 

p = . 000) and (b) consumers want products made from textiles that: Do hang well and products 

made from 100% wool: Do hang well (T = 5.50, n = 43, p = .000). For the two statement 

comparisons, there were more positive ranks over the median than negative ranks below the 

median, thereby suggesting that participants tended to agree that consumers want products made 

from textiles that do hang well more than agreeing with the statements products made from 100% 

mohair do hang well and products made from 100% wool do hang well. 
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Table 34 

Wilcoxon Signed Ranks Post-Hoc Test: DO HANG WELL 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: DO HANG WELL Negative Ranks 2 21.75 43.50 
Products made from 100% Cotton: DO HANG WELL a Positive Ranks 33 17.77 586.00 

Ties 15 
Total 50 

Consumers want products made from textiles that: DO HANG WELL Negative Ranks 0 .00 .00 

~ 
Products made from 100% Mohair: DO HANG WELLb Positive Ranks 36 18.50 666.00 

VJ Ties 11 
-.J 

Total 47 

Consumers want products made from textiles that: DO HANG WELL Negative Ranks 5 8.50 8.50 

Products made from 100% Wool: DO HANG WELLc Positive Ranks 21 11.64 244.50 
Ties 28 

Total 50 

Home Furnishings Retailers 

Consumers want products made from textiles that: DO HANG WELL Negative Ranks 0 .00 .00 

Products made from 100% Mohair: DO HANG WELL <l Positive Ranks 33 17.00 561.00 

Ties 8 
Total 41 



Table 34 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Consumers want products made from textiles that: DO NOT SHRINK Negative Ranks 1 5.50 5.50 
Products made from 100% Wool: DO HANG WELLe Positive Ranks 21 11.79 247.50 

Ties 21 
Total 43 

Apparel Manufacturers 

Consumers want products made from textiles that: DO NOT SHRINK Negative Ranks 1 4.50 4.50 

Products made from 100% Cotton: DO HANG WELe Positive Ranks 11 6.68 73.50 
..... 
u.) 

Ties 8 
00 Total 20 

Consumers want products made from textiles that: DO HANG WELL Negative Ranks 0 .00 .00 

Products made from 100% Mohair: DO HANG WELL g Positive Ranks 12 6.50 78.00 
Ties 4 

Total 16 

Consumers want products made from textiles that: DO HANG WELL Negative Ranks 1 5.50 5.50 

Products made from 100% Wool: DO HANG WELL h Positive Ranks 11 6.59 72.50 

Ties 5 
Total 17 
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Table 34 (Continued) 

Home Furnishings Manufacturers 

Consumers want products made from textiles that: DO HANG WELL 
Products made from 100% Mohair: DO HANG WELL i 

\T = 43.50, N = 50, p = .000) 
\T = .00, N = 47, p = .000) 
c(T = 8.50, N = 50, p = .000) 
d(T = .00, N = 41, p = .000) 
\T = 5.50, N = 43, p = .000) 
r(T = 4.50, N = 20, p = .005) 
g(T = .00, N = 16, p = .002) 
h(T = 5.50, N = 17, p = .005) 
i(T = .00, N = 14, p = .002) 

Ranks 

Negative Ranks , 
Positive Ranks 

Ties 
Total 

N Mean Sum of 

0 
12 

1 
13 

Rank Ranks 

.00 
6.50 

.00 
78.00 



Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Do hang well and products made from 100% cotton: Do hang well (T = 4.50, n = 20, 

p = . 005), (b) consumers want products made from textiles that: Do hang well and products made 

from 100% mohair: Do hang well (T = .00, n = 16, p = .002), and (c) consumers want products 

made from textiles that: Do hang well and products made from 100% wool: Do hang well (T = 

5.50, n = 17, p = .005). For all three statement comparisons, there were more positive 

ranks over the median than negative ranks below the median, thereby suggesting that participants 

tended to agree that consumers want products made from textiles that do hang well more than 

agreeing with the statements products made from 100% cotton do hang well, products made 

from 100% mohair do hang well, and products made from 100% wool do hang well. 

Among home furnishings manufacturers, post-hoc results indicated statistically 

significant differences between responses on the statement consumers want products made from 

textiles that: Do hang well and products made from 100% mohair: Do hang well (T = .00, n = 14, 

p = .002). For the one statement comparison, there were more positive ranks over the median 

than negative ranks below the median, thereby suggesting that participants tended to agree that 

consumers want products made from textiles that do hang well more than agreeing with the 

statement products made from 100% mohair do hang well. 

Do not stretch out in use. When comparing responses to the statements, products made 

from 100% cotton do not stretch out in use, products made from 100% mohair do not stretch out 

in use, products made from 100% wool do not stretch out in use, and consumers want products 

that do not stretch out in use within each sample group, a Friedman test of median ranks 
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indicated statistically significant differences within each of the four sample groups of apparel 

retailers (x 2 (3,n = 45) = 58.579, p = .000), home furnishings retailers (x2 (3,n = 39) = 49.325, 

p =.000), apparel manufacturers (x2 (3,n = 15) = 21.295, p = .000), and home furnishings 

manufacturers (x2 (3,n = 13) = 14.809, p = .001) (see Table 35). The Wilcoxon Signed Ranks 

post-hoc analysis was used to determine, between the four statements, from where significant 

differences occurred within each of the sample groups (see Table 36). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products madefram textiles that: Do not 

stretch out in use and products made from 100% cotton: Do not stretch out in use (T = .00, 

n = 49, p = 000), (b) consumers want products made from textiles that: Do not stretch out in use 

and products madefram 100% mohair: Do not stretch out in use (T = .00, n = 47, p = .000), and 

( c) consumers want products made from textiles that: Do not stretch out in use and products 

made/ram 100% wool: Do not stretch out in use (T = 7.50, n = 50, p = .000). For all three 

statement comparisons, there were more positive ranks over the median than negative ranks 

below the median, thereby suggesting that participants tended to agree that consumers want 

products made from textiles that do not stretch out in use more than agreeing with the statements 

products made from 100% cotton do not stretch out in use, products made from 100% mohair 

do not stretch out in use, and products made from 100% wool do not stretch out in use. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Do not stretch out in use and products made from 100% cotton: Do not stretch out in use 

(T = 15.00, n = 43, p = 000), (b) consumers want products made/ram textiles that: Do not 

stretch out in use and products made from 100% mohair: Do not stretch out in use (T = .00, 
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Table 35 

Friedman Test: DO NOT STRETCH OUT IN USE 

Split Groups 100% 
Cotton 

Median 

Apparel 3.50 
Retailers a 

Home Furnishings 3.00 
Retailersh 

Apparel 2.00 
Manufacturersc 

Home Furnishings 2.00 
Manufacturersd 

a x2 (3 , n = 45) = 58.579, p = .000 
b x2 (3, n = 39) = 49.325, p = .000 
c x2 (3 , n = 15) = 21.295, p = .000 
d x2 (3, n = 13) = 14.809, p = .001 

100% 
Mohair 

Mean Median 
Rank 

2.22 3.00 

2.19 3.00 

2.33 3.00 

2.15 3.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

1.90 4.00 2.37 5.00 3.51 

1.96 3.00 2.18 5.00 3.67 

1.87 3.00 2.13 5.00 3.67 

2.31 2.00 1.96 5.00 3.58 



Table 36 

Wilcoxon Signed Ranks Post-Hoc Test: DO NOT STRETCH OUT IN USE 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: DO NOT STRETCH OUT Negative Ranks 0 .00 .00 
Products made from 100% Cotton: DO NOT STRETCH OUT a Positive Ranks 34 17.50 595.00 

Ties 15 
Total 49 

Consumers want products made from textiles that: DO NOT STRETCH OUT Negative Ranks 0 .00 .00 

Products made from 100% Mohair: DO NOT STRETCH OUTb Positive Ranks 38 19.50 741.00 
...... 
~ Ties 9 
(.>,) Total 47 

Consumers want products made from textiles that: DO NOT STRETCH OUT Negative Ranks 1 7.50 7.50 

Products made from 100% Wool: DO NOT STRETCH OUTc Positive Ranks 30 16.26 488.50 
Ties 19 

Total 50 

Home Furnishings Retailers 

Consumers want products made from textiles that: DO NOT STRETCH OUT Negative Ranks 2 7.50 15.00 

Products made from 100% Cotton: DO NOT STRETCH OUT<l Positive Ranks 32 18.13 580.00 
Ties 9 

Total 43 



Table 36 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Consumers want products made from textiles that: DO NOT STRETCH OUT Negative Ranks 0 .00 .00 
Products made from 100% Mohair: DO NOT STRETCH OUTe Positive Ranks 38 19.50 741.00 

Ties 4 
Total 42 

Consumers want products made from textiles that: DO NOT STRETCH OUT Negative Ranks 1 7.00 7.00 
Products made from 100% Wool: DO NOT STRETCH OUTr Positive Ranks 32 17.31 554.00 

Ties 10 
Total 43 

...... Apparel Manufacturers ~ 
~ 

Consumers want products made from textiles that: DO NOT STRETCH OUT Negative Ranks 0 .00 .00 

Products made from 100% Cotton: DO NOT STRETCH OUT g Positive Ranks 13 7.00 91.00 
Ties 7 

Total 20 

Consumers want products made from textiles that: DO NOT STRETCH OUT Negative Ranks 0 .00 .00 

Products made from 100% Mohair: DO NOT STRETCH OUTh Positive Ranks 14 7.50 105.00 

Ttes 2 
Total 16 

Consumers want products made from textiles that: DO NOT STRETCH OUT Negative Ranks 1 .00 .00 

Products made from 100% Wool: DO NOT STRETCH OUTi Positive Ranks 14 7.50 105.00 
Ties 3 

Total 17 
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Table 36 (Continued) 

Home Furnishings Manufacturers 

Consumers want products made from textiles that: DO NOT STRETCH OUT 
Products made from 100% Cotton: DO NOT STRETCH OUTj 

Consumers want products made from textiles that: DO NOT STRETCH OUT 
Products made from 100% Mohair: DO NOT STRETCH OUT k 

Consumers want products made from textiles that: DO NOT STRETCH OUT 
Products made from 100% Wool: DO NOT STRETCH OUT

1 

\T = .00, N = 49, p = .000) 
\T = .00, N = 47, p = .000) 
\T = 7.50, N = 50, p = .000) 
\T = 15.00, N = 43, p = .000) 
e(T = .00, N = 42, p = .000) 
r(T = 7.00, N = 43, p = .000) 
\T = .00, N = 20, p = .001) 
h(T = .00, N = 16, p = .001) 
i(T = .00, N = 17, p = .005) 
j(T = 2.00, N = 15, p = .002) 
\T = 2.00, N = 13, p = .005) 
1(T = .00, N = 13, p = .004) 

Ranks 

Negative Ranks 
Positive Ranks 

Ties 
Total 

Negative Ranks 
Positive Ranks 

Ties 
Total 

Negative Ranks 
Positive Ranks 

Ties 
Total 

N Mean Sum of 
Rank Ranks 

1 2.00 2.00 
12 7.42 89.00 
2 

15 

1 2.00 2.00 
10 6.40 64.00 
2 

13 

0 .00 .00 
10 5.50 55.00 
3 

13 



n = 42, p = .000), and (c) consumers want products made from textiles that: Do not stretch out in 

use and products made from 100% wool: Do not stretch out in use (T = 7.00, n = 43, p = .000). 

For all three statement comparisons, there were more positive ranks over the median than 

negative ranks below the median, thereby suggesting that participants tended to agree that 

consumers want products made from textiles that do not stretch out in use more than agreeing 

with the statements products made from 100% cotton do not stretch out in use, products made 

from 100% mohair do not stretch out in use, and products made from 100% wool do not stretch 

out in use. 

Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Do not stretch out in use and products made from 100% cotton: Do not stretch out in use 

(T = .00, n = 20, p = 001), (b) consumers want products made from textiles that: Do not stretch 

out in use and products made from 100% mohair: Do not stretch out in use (T = .00, 

n = 16, p = .001), and (c) consumers want products made from textiles that: Do not stretch out 

in use and products made from 100% wool: Do not stretch out in use (T = .00, n = 17, p = .005). 

For all three statement comparisons, there were more positive ranks over the median than 

negative ranks below the median, thereby suggesting that participants tended to agree that 

consumers want products made from textiles that do not stretch out in use more than agreeing 

with the statements products made from 100% cotton do not stretch out in use, products made 

from 100% mohair do not stretch out in use, and products made from 100% wool do not stretch 

out in use. 

Among home furnishings manufacturers, post-hoc results indicated statistically 

significant differences between responses on the statements (a) consumers want products made 
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from textiles that do not stretch out in use and products made from 100% cotton: Do not stretch 

out in use (T = 2.00, n = 15, p = .002), (b) consumers want products made from textiles that: Do 

not stretch out in use and products made from 100% mohair: Do not stretch out in use 

(T = 2.00, n = 13, p = .005), and (c) consumers want products made from textiles that: Do not 

stretch out in use and products made from 100% wool: Do not stretch out in use (T = .00, n = 13, 

p = .004). For all three statement comparisons, there were more positive ranks over the median 

than negative ranks below the median, thereby suggesting that participants tended to agree that 

consumers want products made from textiles that do not stretch out in use more than agreeing 

with the statements products made from 100% cotton do not stretch out in use, products made 

from 100% mohair do not stretch out in use, and products made from 100% wool do not stretch 

out in use. 

Do not wrinkle. When comparing responses to the statements, products made from 

100% cotton: Do not wrinkle, products made from 100% mohair: Do not wrinkle, products made 

from 100% wool: Do not wrinkle, and consumers want products that: Do not wrinkle within each 

sample group, a Friedman test of median ranks indicated statistically significant differences 

within each of the four sample groups of apparel retailers (x 2 (3,n = 45) = 61.762, p = .000), 

home furnishings retailers (x2 (3,n = 42) = 35.144, p =.000), apparel manufacturers (x2 (3,n = 15) 

= 28.477, p = .000), and home furnishings manufacturers (x2 (3,n = 11) = 16.944, p = .001) (see 

Table 37). The Wilcoxon Signed Ranks post-hoc analysis was used to determine, between the 

four statements, from where significant differences occurred within each of the sample groups 

(see Table 38). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products made from textiles that: Do not 
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Table 37 

Friedman Test: DO NOT WRINKLE 

Split Groups 100% 
Cotton 

Median 

Apparel 4.00 
Retailers a 

Home Furnishings 4.00 
Retailersb 

Apparel 4.00 
Manufacturersc 

Home Furnishings 4.00 
Manufacturersd 

a x2 (3, n = 45) = 61.762, p = .000 
b x2 (3, n = 42) = 35.144, p = .000 
c x2 (3, n = 15) = 28.477, p = .000 
d x2 (3, n = 11) = 16.944, p = .001 

100% 
Mohair 

Mean Median 
Rank 

2.86 3.00 

2.61 3.00 

3.27 3.00 

3.00 3.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

2.04 3.00 1.68 5.00 3.42 

1.99 3.50 2.12 4.00 3.29 

1.80 3.00 1.57 5.00 3.37 

1.86 3.50 1.86 5.00 3.27 



Table 38 

Wilcoxon Signed Ranks Post-Hoc Test: DO NOT WRINKLE 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: DO NOT WRINKLE Negative Ranks 9 13.50 121.50 
Products made from 100% Cotton: DO NOT WRINKLE a Positive Ranks 24 18.31 439.50 

Ties 16 
Total 49 

Consumers want products made from textiles that: DO NOT WRINKLE Negative Ranks 1 9.00 9.00 
Products made from 100% Mohair: DO NOT WRINKLE b Positive Ranks 32 17.25 552.00 

.,_. Ties 13 
~ 
\0 Total 46 

Consumers want products made from textiles that: DO NOT WRINKLE Negative Ranks 1 9.00 9.00 

Products made from 100% Wool: DO NOT WRINKLE c Positive Ranks 41 21.80 894.00 
Ties 7 

Total 49 

Home Furnishings Retailers 

Consumers want products made from textiles that: DO NOT WRINKLE Negative Ranks 6 12.58 75.50 

Products made from 100% Cotton: DO NOT WRINKLE ct Positive Ranks 22 15.02 330.50 
Ties 16 

Total 44 



Table 38 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Consumers want products made from textiles that: DO NOT WRINKLE Negative Ranks 2 20.00 40.00 
Products made from 100% Mohair: DO NOT WRINKLEe Positive Ranks 32 17.34 555.00 

Ties 9 
Total 43 

Consumers want products made from textiles that: DO NOT WRINKLE Negative Ranks 4 10.63 42.50 
Products made from 100% Wool: DO NOT WRINKLE r Positive Ranks 26 16.25 422.50 

Ties 14 
Total 44 

...... 
Vl Apparel Manufacturers 0 

Consumers want products made from textiles that: DO NOT WRINKLE Negative Ranks 1 4.50 4.50 

Products made from 100% Mohair: DO NOT WRINKLE g Positive Ranks 13 7.73 100.50 
Ties 2 

Total 16 

Consumers want products made from textiles that: DO NOT WRINKLE Negative Ranks 0 .00 .00 

Products made from 100% Wool: DO NOT WRINKLE h Positive Ranks 14 7.50 105.00 

Ties 3 
Total 17 
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Table 38 (Continued) 

a(T = 121.50, N = 49, p = .002) 
b(T = 9.00, N = 46, p = .000) 
c(T = 9.00, N = 49, p = .000) 
\T = 75.50, N = 44, p = .003) 
\T = 40.00, N = 43, p = .000) 
r(T = 42.50, N = 43, p = .000) 
g(T = 4.50, N = 16, p = .002) 
\T = .00, N = 17, p = .000) 



wrinkle and products made from 100% cotton: Do not wrinkle (T = 121.50, n = 49, p = 002), 

(b) consumers want products made from textiles that: Do not wrinkle and products made from 

100% mohair: Do not wrinkle (T = 9.00, n = 46, p = .000), and (c) consumers want products 

made from textiles that: Do not wrinkle and products made from 100% wool: Do not wrinkle 

(T = 9.00, n = 49, p = .000). For all three statement comparisons, there were more positive ranks 

over the median than negative ranks below the median, thereby suggesting that participants 

tended to agree that consumers want products made from textiles that do not wrinkle more than 

agreeing with the statements products made from 100% cotton do not wrinkle, products made 

from 100% mohair do not wrinkle, and products made from 100% wool do not wrinkle. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Do not wrinkle and products made from 100% cotton: Do not wrinkle (T = 75.50, n = 44, 

p = .003), (b) consumers want products made from textiles that: Do not wrinkle and products 

made from 100% mohair: Do not wrinkle (T =75.50, n = 44, p = .003), and (c) consumers want 

products made from textiles that: Do not wrinkle and products made from 100% wool: Do not 

wrinkle (T = 40.00, n = 43, p = .000). For all three statement comparisons, there were more 

positive ranks over the median than negative ranks below the median, thereby suggesting that 

participants tended to agree that consumers want products madt! from texti !es that do not wrinkle 

more than agreeing with the statements products made from 100% cotton do not wrinkle, 

products made from 100% mohair do not wrinkle, and products made from 100% wool do not 

wrinkle. 
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Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Do not wrinkle and products made from 100% mohair: Do not wrinkle (T = 4.50, n = 16, 

p = .002) and (b) consumers want products made from textiles that: Do not wrinkle and products 

made from 100% wool: Do not wrinkle (T = .00, n = 17, p = .000). For the two statement 

comparisons, there were more positive ranks over the median than negative ranks below the 

median, thereby suggesting that participants tended to agree that consumers want products made 

from textiles that do not wrinkle more than agreeing with the statements products made from 

. 100% mohair do not wrinkle and products made from 100% wool do not wrinkle. 

Among home furnishings manufacturers, post-hoc results indicated no statistically 

significant differences between responses to the statements. There were no more positive ranks 

over the median than negative ranks below the median. 

Do not soil easily. When comparing responses to the statements products made from 

J 00% cotton do not soil easily, products made from 100% mohair do not soil easily, products 

made from 100% wool do not soil easily, and consumers want products that do not soil easily 

within each sample group, a Friedman test of median ranks indicated statistically significant 

differences within each of the four sample groups of apparel retailers (x 2 (3,n = 43) = 37.375, 

p = .000), home furnishings retailers (x2 (3,n = 41) = 45.284, p =.000), apparel manufacturers 

(x2 (3,n = 15) = 19.718, p = .000), and home furnishings manufacturers (x2 (3,n = 13) = 18.490, 

p = .000) (see Table 39). The Wilcoxon Signed Ranks post-hoc analysis was used to determine, 

between the four statements, from where significant differences occurred within each of the 

sample groups (see Table 40). 
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Table 39 

Friedman Test: DO NOT SOIL EASILY 

Split Groups 100% 
Cotton 

Median 

Apparel 3.00 
Retailers a 

Home Furnishings 4.00 
Retailersb 

Apparel 3.00 
Manufacturersc 

Home Furnishings 4.00 
Manufacturersd 

a x2 (3, n = 43) = 37.375, p =.000 
b x2 (3, n = 41) = 45.284, p =.000 
c x2 (3, n = 15) = 19.718, p =.000 
d x2 (3, n = 13) = 18.490, p =.000 

Mean 
Rank 

2.13 

2.09 

2.42 

3.36 

100% 
Mohair 

Median 

3.00 

3.00 

3.00 

3.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

2.38 4.00 2.37 4.00 2.50 

1.93 4.00 2.07 5.00 2.12 

2.22 3.00 1.93 4.00 1.81 

3.48 3.00 3.63 5.00 3.58 



Table 40 

Wilcoxon Signed Ranks Post-Hoc Test: DO NOT SOIL EASILY 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: DO NOT SOIL EASILY Negative Ranks 4 12.13 48.50 
Products made from 100% Cotton: DO NOT SOIL EASILYa Positive Ranks 33 19.83 654.50 

Ties 13 
Total 50 

Consumers want products made from textiles that: DO NOT SOIL EASILY Negative Ranks 1 23.00 23.00 

Products made from 100% Mohair: DO NOT SOIL EASIL yb Positive Ranks 31 16.29 505.00 
.,_.. 
Vi Ties 15 
Vi Total 47 

Consumers want products made from textiles that: DO NOT SOIL EASILY Negative Ranks 1 17.50 17.50 

Products made from 100% Wool: DO NOT STRETCH OUT c Positive Ranks 24 12.81 307.50 
Ties 22 

Total 47 

Home Furnishings Retailers 

Consumers want products made from textiles that: DO NOT SOIL BASIL Y Negative Ranks 4 11.88 47.50 

Products made from 100% Cotton: DO NOT SOIL EASILY ct Positive Ranks 25 15.50 387.50 

Ties 13 
Total 42 



Table 40 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Consumers want products made from textiles that: DO NOT SOIL EASILY Negative Ranks 0 .00 .00 
Products made from 100% Mohair: DO NOT SOIL EASILY e Positive Ranks 33 17.00 561.00 

Ties 9 
Total 42 

Consumers want products made from textiles that: DO NOT SOIL EASILY Negative Ranks 1 7.00 7.50 
Products made from 100% Wool: DO NOT SOIL EASILYr Positive Ranks 28 15.27 427.50 

Ties 14 
Total 43 

~ Apparel Manufacturers V\ 
0\ 

Consumers want products made from textiles that: DO NOT SOIL EASILY Negative Ranks 3 3.50 10.50 

Products made from 100% Cotton: DO NOT SOIL EASILY g Positive Ranks 12 9.13 109.50 
Ties 4 

Total 19 

Consumers want products made from textiles that: DO NOT SOIL EASILY Negative Ranks 0 .00 .00 

Products made from 100% Mohair: DO NOT SOIL BASIL Y h Positive Ranks 14 7.50 105.00 
Ties 2 

Total 16 

Consumers want products made from textiles that: DO NOT SOIL EASILY Negative Ranks 1 .00 .00 

Products made from 100% Wool: DO NOT SOIL EASILY i Positive Ranks 14 7.50 105.00 
Ties 3 

Total 17 
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Table 40 (Continued) 

Home Furnishings Manufacturers 

Consumers want products made from textiles that: SOIL EASILY 
Products made from 100% Cotton: DO NOT SOIL EASILY j 

Consumers want products made from textiles that: DO NOT SOIL EASILY 
Products made from 100% Mohair: DO NOT SOIL EASILY k 

Consumers want products made from textiles that: DO NOT SOIL EASILY 
Products made from 100% Wool: DO NOT SOIL EASILY 

1 

a(T = 48.50, N = 50, p = .000) 
\T = 23.00, N = 47, p = .000) 
\T = 17.50, N = 47, p = .000) 
d(T = 47.50, N = 42, p = .000) 
e(T = .00, N = 42, p = .000) 
r(T = 7.50, N = 43, p = .000) 
g(T = 10.50, N = 19, p = .004) 
\T = .00, N = 16, p = .001) 
i(T = .00, N = 17, p = .001) 
j(T = .00, N = 15, p = .004) 
\T = .00, N = 13, p = .007) 
1(T = .00, N = 14, p = .002) 

Ranks 

Negative Ranks 
Positive Ranks 

Ties 
Total 

Negative Ranks 
Positive Ranks 

Ties 
Total 

Negative Ranks 
Positive Ranks 

Ties 
Total 

N Mean Sum of 
Rank Ranks 

0 .00 .00 
10 5.50 55.00 
5 

15 

0 .00 .00 
9 5.00 45.00 
4 

13 

0 .00 .00 
12 6.50 78.00 
2 

14 



Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products made from textiles that: 

Do not soil easily and products made from 100% cotton: Do not soil easily (T = 48.50, n = 50, 

p = .000), (b) consumers want products made from textiles that: Do not soil easily and products 

made from 100% mohair: Do not soil easily (T = 23.00, n = 47, p = .000), and (c) consumers 

want products made from textiles that: Do not soil easily and products made from 100% wool: 

Do not soil easily (T = 17.50, n = 47, p = .000). For all three statement comparisons, there were 

more positive ranks over the median than negative ranks below the median, thereby suggesting 

that participants tended to agree that consumers want products made from textiles that do not soil 

easily more than agreeing with the statements products made from 100% cotton do not soil easily, 

products made from 100% mohair do not soil easily, and products made from 100% wool do not 

soil easily. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Do not soil easily and products made from 100% cotton: Do not soil easily (T = 4 7 .50, 

n = 42, p = .000), (b) consumers want products made from textiles that: Do not soil easily and 

products made from 100% mohair: Do not soil easily (T = .00, n = 42, p = .000), and (c) 

consumers want products made from textiles that: Do not soil easily and products made from 

100% wool: Do not soil easily (T = 7.50, n = 43, p = .000). For all three statement comparisons, 

there were more positive ranks over the median than negative ranks below the median, thereby 

suggesting that participants tended to agree that consumers want products made from textiles that 

do not soil easily more than agreeing with the statements products made from 100% cotton do not 
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soil easily, products made from 100% mohair do not soil easily, and products made from 100% 

wool do not soil easily. 

Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Do not soil easily and products made from 100% cotton: Do not soil easily (T = 10.50, 

n = 19, p = .004), (b) consumers want products made from textiles that: Do not soil easily and 

products made from 100% mohair: Do not soil easily (T = .00, n = 16, p = .001), and (c) 

consumers want products made from textiles that: Do not soil easily and products made from 

100% wool: Do not soil easily (T = .00, n = 17, p = .001). For all three statement comparisons, 

there were more positive ranks over the median than negative ranks below the median, thereby 

suggesting that participants tended to agree that consumers want products made from textiles that 

do not soil easily more than agreeing with the statements products made from 100% cotton do not 

soil easily, products made from 100% mohair do not soil easily, and products made from 100% 

wool do not soil easily. 

Among home furnishings manufacturers, post-hoc results indicated statistically 

significant differences between responses on the statements (a) consumers want products made 

from textiles that: Do not soil easily and products made from 100% cotton: Do not soil easily 

(T = .00, n = 15, p = 004), (b) consumers want products made from textiles that: Do not soil 

easily and products made from 100% mohair: Do not soil easily (T = .00, n = 13, p = .007), and 

( c) consumers want products made from textiles that: Do not soil easily and products made from 

JOO% wool: Do not soil easily (T = .00, n = 14, p = .002). For all three statement comparisons, 

there were more positive ranks over the median than negative ranks below the median, thereby 

suggesting that participants tended to agree that consumers want products made from textiles 
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that do not soil easily more than agreeing with the statements products made from 100% cotton 

do not soil easily, products made from 100% mohair do not soil easily, and products made from 

100% wool do not soil easily. 

Are not itchy or irritating to the skin. When comparing responses to the statements, 

products made from 100% cotton are not itchy or irritating to the skin, products made from 100% 

mohair are not itchy or irritating to the skin, products made from 100% wool are not itchy or 

irritating to the skin, and consumers want products that are not itchy or irritating to the skin 

within each sample group, a Friedman test of median ranks indicated statistically significant 

differences within each of the four sample groups of apparel retailers (x 2 (3,n = 46) = 57.068, 

p = .000), home furnishings retailers (x2 (3,n = 43) = 48.869, p = .000), apparel manufacturers 

(x2 (3 ,n = 15) = 21.806, p = .000), and home furnishings manufacturers (x2 (3,n = 12) = 11.962, 

p = .008) (see Table 41). The Wilcoxon Signed Ranks post-hoc analysis was used to determine, 

between the four statements, from where significant differences occurred within each of the 

sample groups (see Table 42). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products made from textiles that: Are 

not itchy or irritating to the skin and products made from 100% mohair: Are not itchy or 

irritating to the skin (T = 10.50, n = 47, p = .000) and (b) consumers want products made from 

textiles that: Are not itchy or irritating to the skin and products made from 100% wool: Are not 

itchy or irritating to the skin (T = 40.00, n = 49, p = .000). For the two statement comparisons, 

there were more positive ranks over the median than negative ranks below the median, thereby 

suggesting that participants tended to agree that consumers want products made from textiles that 

are not itchy or irritating to the skin more than agreeing with the statements products made from 
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Table 41 

Friedman Test: ARE NOT ITCHY OR IRRITATING TO THE SKIN 

Split Groups 100% 
Cotton 

Median 

Apparel 5.00 
Retailers a 

Home Furnishings 5.00 
Retailersb 

Apparel 4.00 
Manufacturersc 

Home Furnishings 5.00 
Manufacturersd 

a x2 (3, n = 46) = 57.068, p = .000 
b x2 (3, n = 43) = 48.869, p = .000 
c x2 (3, n = 15) = 21.806, p = .000 
d x2 (3, n = 12) = 11.962, p = .008 

100% 
Mohair 

Mean Median Mean 
Rank Rank 

3.01 3.00 1.72 

3.00 3.00 1.65 

2.70 3.00 1.70 

2.96 4.00 1.96 

100% What 
Wool Consumers 

Want 

Median Mean Median Mean 
Rank Rank 

4.00 2.05 5.00 3.22 

4.00 2.30 5.00 3.05 

4.00 2.23 5.00 3.37 

4.00 2.00 5.00 3.08 



Table 42 

Wilcoxon Signed Ranks Post-Hoc Test: ARE NOT ITCHY OR IRRITATING TO THE SKIN 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: ARE NOT ITCHY Negative Ranks 1 10.50 10.50 
Products made from 100% Mohair: ARE NOT ITCHYa Positive Ranks 38 20.25 769.50 

Ties 8 
Total 47 

Consumers want products made from textiles that: ARE NOT ITCHY Negative Ranks 4 10.00 40.00 

Products made from 100% Wool: ARE NOT ITCHYb Positive Ranks 33 20.09 663.50 
I---' Ties 12 
0\ 
N Total 49 

Home Furnishings Retailers 

Consumers want products made from textiles that: ARE NOT ITCHY Negative Ranks 2 10.50 21.00 

Products made from 100% Mohair: ARE NOT ITCHYc Positive Ranks 33 18.45 609.00 
Ties 4 

Total 43 

Consumers want products made from textiles that: ARE NOT ITCHY Negative Ranks 2 5.50 11.00 

Products made from 100% Wool: ARE NOT ITCHYd Positive Ranks 17 10.53 179.00 
Ties 26 

Total 45 



Table 42 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Manufacturers 

Consumers want products made from textiles that: ARE NOT ITCHY Negative Ranks 0 .00 .00 
Products made from 100% Cotton: ARE NOT ITCHYe Positive Ranks 8 4.50 36.00 

Ties 12 
Total 20 

Consumers want products made from textiles that: ARE NOT ITCHY Negative Ranks 0 .00 .00 
Products made from 100% Mohair: ARE NOT ITCHYr Positive Ranks 13 7.50 105.00 

Ties 3 
Total 16 

........ 
0\ Consumers want products made from textiles that: ARE NOT ITCHY Negative Ranks 1 .00 .00 VJ 

Products made from 100% Wool: ARE NOT ITCHYg Positive Ranks 14 7.00 91.00 
Ties 3 

Total 17 

Home Furnishings Manufacturers 

Consumers want products made from textiles that: ARE NOT ITCHY Negative Ranks 0 .00 .00 

Products made from 100% Wool: ARE NOT ITCHYh Positive Ranks 8 4.50 36.00 
Ties 5 

Total 13 
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Table 42 (Continued) 

a(T = 10.50, N = 47, p = .000) 
b(T = 40.00, N = 49, p = .000) 
c(T = 21.00, N = 43, p = .000) 
\T = 1 1. 00, N = 45, p = . 001) 
e(T = .00, N = 20, p = .007) 
r(T = .00, N = 16, p = .001) 
g(T= .00, N= 17, p= .002) 
\T = .00, N = 13, p = .-008) 



100% mohair are not itchy or irritating to the skin, and products made from 100% wool are not 

itchy or irritating to the skin. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Are not itchy or irritating to the skin and products made from 100% mohair: Are not itchy 

or irritating to the skin (T = 21.00, n = 43, p = .000) and (b) consumers want products made from 

textiles that: Are not itchy or irritating to the skin and products made from 100% wool: Are not 

itchy or irritating to the skin (T = 11.00, n = 45, p = .001 ). For the two statement comparisons, 

there were more positive ranks over the median than negative ranks below the median, thereby 

suggesting that participants tended to agree that consumers want products made from textiles that 

are not itchy or irritating to the skin more than agreeing with the statements products made from 

100% mohair are not itchy or irritating to the skin, and products made from 100% wool are not 

itchy or irritating to the skin. 

Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements ( a) consumers want products made from textiles 

that: Are not itchy or irritating to the skin and products made from 100% cotton: Are not itchy or 

irritating to the skin (T = .00, n = 20, p = .007), (b) consumers want products made from textiles 

that: Are not itchy or irritating to the skin and products made from 100% mohair: Are not itchy 

or irritating to the skin (T = .00, n = 16, p = .001), and (c) consumers want products made from 

textiles that: Are not itchy or irritating to the skin and products made from 100% wool: Are not 

itchy or irritating to the skin (T = .00, n = 17, p = .002). For all three statement comparisons, 

there were more positive ranks over the median than negative ranks below the median, thereby 

suggesting that participants tended to agree that consumers want products made from textiles that 
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are not itchy or irritating to the skin more than agreeing with the statements products made from 

100% cotton are not itchy or irritating to the skin, products made from 100% mohair are not 

itchy or irritating to the skin, and products made from 100% wool are not itchy or irritating to 

the skin. 

Among home furnishings manufacturers, post-hoc results indicated statistically 

significant differences between responses on the statements consumers want products made from 

textiles that: Are not itchy or irritating to the skin and products made from 100% wool: Are not 

itchy or irritating to the skin (T = .00, n = 13, p = .008). For the one statement comparison, there 

were more positive ranks over the median than negative ranks below the median, thereby 

suggesting that participants tended to agree that consumers want products made from textiles that 

are not itchy or irritating to the skin more than agreeing with the statement products made from 

100% wool are not itchy or irritating to the skin. 

Do not form pills in use. When comparing responses to the statements products made 

from 100% cotton do not form pills in use, products made from 100% mohair do not form pills in 

use, products made from 100% wool do not form pills in use, and consumers want products that 

do not form pills in use within each sample group, a Friedman test of median ranks indicated 

statistically significant differences within each of the four sample groups of apparel retailers 

(x 2 (3,n = 45) = 48.681, p = .000), home furnishings retailers (x2 (3,n = 43) = 43.415, p = .000), 

apparel manufacturers (x2 (3,n = 15) = 20.700, p = .000), and home furnishings manufacturers 

(x2 (3,n = 11) = 13.107, p = .004) (see Table 43). The Wilcoxon Signed Ranks post-hoc analysis 

was used to determine, between the four statements, from where significant differences occurred 

within each of the sample groups (see Table 44). 
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Table 43 

Friedman Test: DO NOT FORM PILLS 

Split Groups 100% 
Cotton 

Median 

Apparel 4.00 
Retailers a 

Home Furnishings 4.00 
Retailersb 

Apparel 4.00 
Manufacturersc 

Home Furnishings 4.00 
Manufacturers ct 

a x2 (3, n = 45) = 48.681, p = .000 
b x2 (3, n = 43) = 43.415, p = .000 
c x2 (3, n = 15) = 20.700, p = .000 
d x2 (3, n = 11) = 13.107, p = .004 

Mean 
Rank 

2.64 

2.45 

2.90 

2.14 

100% 
Mohair 

Median 

3.00 

3.00 

3.00 

3.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

1.91 4.00 2.02 5.00 3.42 

1.92 3.00 2.16 5.00 3.47 

1.50 4.00 2.30 5.00 3.30 

1.82 4.00 2.59 5.00 3.45 



Table 44 

Wilcoxon Signed Ranks Post-Hoc Test: DO NOT FORM PILLS 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: DO NOT FORM PILLS Negative Ranks 4 13.13 52.50 
Products made from 100% Cotton: DO NOT FORM PILLS a Positive Ranks 26 15.87 412.50 

Ties 20 
Total 50 

Consumers want products made from textiles that: DO NOT FORM PILLS Negative Ranks 0 .00 .00 
Products made from 100% Mohair: DO NOT FORM PILLS b Positive Ranks 35 18.00 630.00 

Ties 12 
lo-" 

°' Total 47 
00 

Consumers want products made from textiles that: DO NOT FORM PILLS Negative Ranks 1 9.50 9.50 

Products made from 100% Wool: DO NOT FORM PILLS c Positive Ranks 37 19.77 731.50 
Ties 11 

Total 49 

Home Furnishings Retailers 

Consumers want products made from textiles that: DO NOT FORM PILLS Negative Ranks 5 10.80 54.00 

Products made from 100% Cotton: DO NOT FORM PILLS d Positive Ranks 25 16.44 411.00 
Ties 15 

Total 45 



Table 44 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Consumers want products made from textiles that: DO NOT FORM PILLS Negative Ranks 2 7.50 15.00 
Products made from 100% Mohair: DO NOT FORM PILLS e Positive Ranks 35 19.66 688.00 

Ties 6 
Total 43 

Consumers want products made from textiles that: DO NOT FORM PILLS Negative Ranks 1 19.00 19.00 
Products made from 100% Wool: DO NOT FORM PILLS r Positive Ranks 32 15.90 477.00 

Ties 13 
Total 44 

~ 
Apparel Manufacturers 

O'\ 
\,C) 

Consumers want products made from textiles that: DO NOT FORM PILLS Negative Ranks 0 .00 .00 
Products made from 100% Mohair: DO NOT FORM PILLSg Positive Ranks 14 7.50 105.00 

Ties 2 
Total 16 

Home Furnishings Manufacturers 

Consumers want products made from textiles that: DO NOT FORM PILLS Negative Ranks 0 .00 .00 
Products made from 100% Cotton: DO NOT FORM PILLS h Positive Ranks 9 5.00 45.00 

Ties 4 
Total 13 

Consumers want products made from textiles that: DO NOT FORM PILLS Negative Ranks 0 .00 .00 
Products made from 100% Mohair: DO NOT FORM PILLS i Positive Ranks 10 5.50 55.00 

Ties 2 
Total 12 
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Table 44 (Continued) 

a(T = 52.50, N = 50, p = .000) 
b(T = .00, N = 47, p = .000) 
\T = 9.50, N = 49, p = .000) 
d(T = 54.00, N = 45, p = .000) 
e(T = 15.00, N = 43, p = .000) 
r(T = 19.00, N = 44, p = .000) 
g(T = .00, N = 16, p = .001) 
h(T = .00, N = 13, p = .007) 
i(T = .00, N = 12, p = .003) 



... _ 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products made from textiles that: Do not 

form pills in use and products made from 100% cotton: Do not form pills in use (T = 52.50, 

n = 50, p = .000), (b) consumers want products made from textiles that: Do not form pills in use 

and products made from 100% mohair: Do not form pills in use (T = .00, n = 47, p = .000), and 

( c)  consumers want products made from textiles that: Do not form pills in use and products made 

from 100% wool: Do not form pills in use (T = 9.50, n = 49, p = .000). For all three statement 

comparisons, there were more positive ranks over the median than negative ranks below the 

median, thereby suggesting that participants tended to agree that consumers want products made 

from textiles that do not form pills in use more than agreeing with the statements products made 

from 100% cotton do not form pills in use, products made from 100% mohair do not form pills in 

use, and products made from 100% wool do not form pills in use. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Do not form pills in use and products made from 100% cotton: Do not form pills in use 

(T = 54.00, n = 45, p = .000), (b) consumers want products made from textiles that: Do not form 

pills in use and products made from 100% mohair: Do not form pills in use (T = 15 .00, 

n = 43, p = .000), and (c) consumers want products made from textiles that: Do not form pills in 

use and products made from 100% wool: Do not form pills in use (T = 19.00, n = 44, p = .000). 

For all three statement comparisons, there were more positive ranks over the median than 

negative ranks below the median, thereby suggesting that participants tended to agree that 

consumers want products made from textiles that do not form pills in use more than agreeing 
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with the statements products made from 100% cotton do not form pills in use, products made 

from 100% mohair do not form pills in use, and products made from 100% wool do not form pills 

in use. 

Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements consumers want products made from textiles 

that: Do not form pills in use and products made from 100% mohair: Do not form pills in use 

(T = .00, n = 16, p = .001). For the one statement comparison, there were more positive ranks 

over the median than negative ranks below the median, thereby suggesting that participants 

tended to agree that consumers want products made from textiles that do not form pills in use 

more than agreeing with the statement products made from 100% mohair do not form pills in use. 

Among home furnishings manufacturers, post-hoc results indicated statistically 

significant differences between responses on the statements ( a) consumers want products made 

from textiles that: Do not form pills in use and products made from 100% cotton: Do not form 

pills in use (T = .00, n = 13, p = .007) and (b) consumers want products made from textiles that: 

Do not form pills in use and products made from 100% mohair: Do not form pills in use (T = .00, 

n = 12, p = .003). For the two statement comparisons, there were more positive ranks over the 

median than negative ranks below the median, thereby suggesting that participants tended to 

agree that consumers want products made from textiles that do not form pills in use more than 

agreeing with the statements products made from 100% cotton do not form pills in use and 

products made from 100% mohair do not form pills in use. 

Are soft. When comparing responses to the statements products made from 100% 

cotton are soft, products made from 100% mohair are soft, products made from 100% wool are 

soft, and consumers want products that are soft within each sample group, a Friedman test of 
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median ranks indicated statistically significant differences within each of the four sample groups 

of apparel retailers (x 2 (3,n = 44) = 38.759, p = .000), home furnishings retailers (x2 (3,n = 43) 

= 41.262, p =.000), apparel manufacturers (x2 (3,n = 14) = 18.549, p = .000), and home 

furnishings manufacturers (x2 (3,n =11) = 7.192, p = .066) (see Table 45). The Wilcoxon Signed 

Ranks post-hoc analysis was used to determine, between the four statements, from where 

significant differences occurred within each of the sample groups (see Table 46). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products made from textiles that: Are 

soft and products made from 100% mohair: Are soft (T = I 0.00, n = 46, p = .000) and 

(b) consumers want products made from textiles that: Are soft and products made from 100% 

wool: Are soft (T = 9.00, n = 47, p = .000). For the two statement comparisons, there were more 

positive ranks over the median than negative ranks below the median, thereby suggesting that 

participants tended to agree that consumers want products made from textiles that are soft more 

than agreeing with the statements products made from 100% mohair are soft, and products made 

from 100% wool are soft. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Are soft and products made from 100% mohair: Are soft (T = 53.00, n = 43, p = .000) and 

(b) consumers want products made from textiles that: Are soft and products made from 100% 

wool: Are soft (T = 33.50, n = 44, p = .000). For the two statement comparisons, there were more 

positive ranks over the median than negative ranks below the median, thereby suggesting that 

participants tended to agree that consumers want products made from textiles that are soft more 
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Table 45 

Friedman Test: ARE SOFT 

Split Groups 100% 
Cotton 

Median 

Apparel 4.00 
Retailers a 

Home Furnishings 4. 00 
Retailersb 

Apparel 
Manufacturersc 

4.00 

Home Furnishings 4.00 
Manufacturersd 

a x2 (3, n = 44) = 38.759, p = .000 
b x2 (3, n = 43) = 41.262, p = .000 
c x2 (3, n = 14) = 18.549, p = .000 
d x2 (3, n = 11) = 7.192, p = .066 

100% 
Mohair 

Mean Median 
Rank 

2.68 4.00 

2.99 3.00 

2.89 4.00 

2.64 4.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

1.95 4.00 2.22 4.50 3.15 

1.90 4.00 2.05 4.00 3.07 

2.04 3.50 1.86 5.00 3.21 

2.09 4.00 2.14 5.00 3.14 



Table 46 

Wilcoxon Signed Ranks Post-Hoc Test: ARE SOFT 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: ARE SOFT Negative Ranks 1 10.00 10.00 
Products made from 100% Mohair: ARE SOFT a Positive Ranks 29 15.69 455.00 

Ties 16 
Total 46 

Consumers want products made from textiles that: ARE SOFT Negative Ranks 1 9.00 9.0 

Products made from 100% Wool: ARE SOFTb Positive Ranks 23 12.65 291.00 
~ 

-.:i Ties 23 
Vl Total 47 

Home Furnishings Retailers 

Consumers want products made from textiles that: ARE SOFT Negative Ranks 3 17.67 53.00 

Products made from 100% Mohair: ARE SOFT c Positive Ranks 30 16.93 508.00 
Ties 10 

Total 43 

Consumers want products made from textiles that: ARE SOFT Negative Ranks 3 11.17 33.50 

Products made from 100% Wool: ARE SOFT<l Positive Ranks 23 13.80 317.50 

Ties 18 
Total 44 
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Table 46 (Continued) 

Apparel Manufacturers 

Consumers want products made from textiles that: ARE SOFT 
Products made from 100% Mohair: ARE SO Fr 

Consumers want products made from textiles that: ARE SOFT 
Products made from 100% Wool: ARE SOFTf 

\T = 10.00, N = 46, p = .000) 
b(T = 9.00, N = 47, p = .000) 
\T = 53.00, N = 43 , p = .000) 
d(T = 33.50, N = 44, p = .000) 
\T = .00, N = 15, p = .005) 
\T = .00, N = 15, p = .006) 

Ranks 

Negative Ranks 
Positive Ranks 

Ties 
Total 

Negative Ranks 
Positive Ranks 

Ties 
Total 

N Mean Sum of 
Rank Ranks 

0 .00 .00 
9 5.00 45.00 
6 

15 

0 .00 .00 
9 5.00 45.00 
6 

15 



than agreeing with the statements products made from 100% mohair are soft, and products made 

from 100% wool are soft. 

Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Are soft and products made from 100% mohair: Are soft (T = .00, n = 15, p = .005) and 

(b) consumers want products made from textiles that: Are soft and products made from 100% 

wool: Are soft (T = .00 n = 15, p = .006). For the two statement comparisons, there were more 

positive ranks over the median than negative ranks below the median, thereby suggesting that 

participants tended to agree that consumers want products made from textiles that are soft more 

than agreeing with the statements products made from 100% mohair are soft, and products made 

from 100% wool are soft. 

Among home furnishings manufacturers, post-hoc results indicated no statistically 

significant differences between responses to the statements. There were no more positive ranks 

over the median than negative ranks below the median. 

Provide warmth. When comparing responses to the statements products made from 

100% cotton provide warmth, products made from 100% mohair provide warmth, products made 

from 100% wool provide warmth, and consumers want products that provide warmth within each 

sample group, a Friedman test of median ranks indicated statistically significant differences 

within each of the four sample groups ofapparel retailers (x 2 (3,n = 44) = 20.388, p = .000), 

home furnishings retailers (x2 (3,n = 42) = 14.338, p = .002), apparel manufacturers 

(x2 (3,n =14) = 9.220, p = .027), and home furnishings manufacturers (x2 (3,n = 11) = 8.311, 
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p = .040) (see Table 47). The Wilcoxon Signed Ranks post-hoc analysis was used to determine, 

between the four statements, from where significant differences occurred within each of the 

sample groups (see Table 48). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products made from textiles that: 

Provide warmth and products made from 100% cotton: Provide warmth (T = 47.00, n = 49, 

p = .000) and (b) consumers want products made from textiles that: Provide warmth and 

products made from 100% mohair: Provide warmth (T = 110.50, n = 47, p = .008). For the two 

statement comparisons, there were more positive ranks over the median than negative ranks 

below the median, thereby suggesting that participants tended to agree that consumers want 

products made from textiles that provide warmth more than agreeing with the statements products 

made from 100% cotton provide warmth, and products made from 100% mohair provide warmth. 

Among home furnishings retailers, post-hoc results indicated no statistically significant 

differences between responses to the statements. There were no more positive ranks over the 

median than negative ranks below the median. 

Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements consumers want products made from textiles 

that: Provide warmth and products made from 100% cotton: Provide warmth (T = 3.00, n = 19, 

p = .007). For the one statement comparison, there were more positive ranks over the median 

than negative ranks below the median, thereby suggesting that participants tended to agree that 

consumers want products made from textiles that provide warmth more than agreeing with the 

statement products made from 100% cotton provide warmth. 
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Table 47 

Friedman Test: PROVIDE WARMTH 

Split Groups 100% 
Cotton 

Median 

Apparel 4.00 
Retailers a 

Home Furnishings 4.00 
Retailersb 

Apparel 3.00 
Manufacturersc 

Home Furnishings 4.00 
Manufacturersd 

a x2 (3, n = 44) = 20.388, p = .000 
b x2 (3, n = 42) = 14.338, p = .002 
c x2 (3, n = 14) = 9.220, p = .027 
d x2 (3, n = 11) = 8.311, p = .040 

100% 
Mohair 

Mean Median 
Rank 

2.11 4.00 

2.42 3.50 

1.93 4.00 

2.50 4.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

2.22 4.00 2.81 4.00 2.86 

2.05 4.00 2.88 4.00 2.65 

2.36 4.00 2.71 4.00 3.00 

1.91 4.00 2.50 5.00 3.09 
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Table 48 

Wilcoxon Signed Ranks Post-Hoc Test: PROVIDE WARMTH 

Apparel Retailers 

Consumers want products made from textiles that: PROVIDE WARMTH 
Products made from 100% Cotton: PROVIDE WARMTH a 

Consumers want products made from textiles that: PROVIDE WARMTH 
Products made from 100% Mohair: PROVIDE WARMTH b 

Apparel Manufacturers 

Consumers want products made from textiles that: PROVIDE WARMTH 
Products made from 100% Cotton: PROVIDE WARMTH c 

\T = 47.00, N = 49, p = .000) 
\T = 110.50, N = 47, p = .008) 
\T = 3.00, N =19, p = .007) 

Ranks 

Negative Ranks 
Positive Ranks 

Ties 
Total 

Negative Ranks 
Positive Ranks 

Ties 
Total 

Negative Ranks 
Positive Ranks 

Ties 
Total 

N Mean Sum of 
Rank Ranks 

4 11.75 47.00 
23 14.39 331.00 
22 
49 

8 13.81 110.50 
22 16.11 354.50 
17 
47 

1 3.00 3.00 
10 6.30 63.00 
8 

19 



Among home furnishings manufacturers, post-hoc results indicated no statistically 

significant differences between responses to the statements. There were no more positive ranks 

over the median than negative ranks below the median. 

Are cool. When comparing responses to the statements, products made from 100% 

cotton are cool, products made from 100% mohair are cool, products made from 100% wool are 

cool, and consumers want products that are cool within each sample group, a Friedman test of 

median ranks indicated statistically significant differences within each of the four sample groups 

of apparel retailers (x 2 (3,n = 45) = 52.491, p = .000), home furnishings retailers (x2 (3,n = 41) = 

48.503, p =.000), apparel manufacturers (x2 (3,n = 15) = 30.905, p = .000), and home furnishings 

manufacturers (x2 (3,n =11) = 13.968, p = .003) (see Table 49). The Wilcoxon Signed Ranks 

post-hoc analysis was used to determine, between the four statements, from where significant 

differences occurred within each of the sample groups (see Table 50). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements, ( a) consumers want products made from textiles that: Are 

cool and products made from 100% mohair: Are cool (T = 44.00, n = 47, p = .000) and (b) 

consumers want products made from textiles that: Are cool and products made from 100% wool: 

Are cool (T = 25.50, n = 48, p = .000). For the two statement comparisons, there were more 

positive ranks over the median than negative ranks below the median, thereby suggesting that 

participants tended to agree that consumers want products made from textiles that are cool more 

than agreeing with the statements products made from 100% mohair are cool, and products made 

from 100% wool are cool. 
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Table 49 

Friedman Test: ARE COOL 

Split Groups 100% 
Cotton 

Median 

Apparel 4.00 
Retailers a 

Home Furnishings 4.00 
Retailersb 

Apparel 4.00 
Manufacturersc 

Home Furnishings 4.00 
Manufacturersd 

a x2 (3, n = 45) = 52.491, p = .000 
b x2 (3, n = 41) = 48.503, p = .000 
c x2 (3, n = 15) = 30.905, p = .000 
d x2 (3, n = 11) = 13.968, p = .003 

100% 
Mohair 

Mean Median 
Rank 

3.00 3.00 

3.16 3.00 

3.13 3.00 

2.95 3.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

1.92 3.00 1.86 4.00 3.22 

2.11 2.00 1.63 4.00 3.10 

2.10 2.00 1.37 4.00 3.40 

2.09 2.50 1.64 5.00 3.32 



Table 50 

Wilcoxon Signed Ranks Post-Hoc Test: ARE COOL 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: ARE COOL Negative Ranks 4 11.00 44.00 
Products made from 100% Mohair: ARE COOL a Positive Ranks 36 21.56 776.00 

Ties 7 
Total 47 

Consumers want products made from textiles that: ARE COOL Negative Ranks 2 12.75 25.50 

Products made from 100% Wool: ARE COOL b Positive Ranks 32 17.80 569.50 _. 
00 Ties 14 
VJ Total 48 

Home Furnishings Retailers 

Consumers want products made from textiles that: ARE COOL Negative Ranks 6 17.17 103.00 

Products made from 100% Mohair: ARE COOL c Positive Ranks 30 18.77 563.00 
Ties 7 

Total 43 

Consumers want products made from textiles that: ARE COOL Negative Ranks 5 15.20 76.00 

Products made from 100% Wool: ARE COOL ct Positive Ranks 34 20.71 704.00 
Ties 5 

Total 44 



Table 50 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Manufacturers 

Consumers want products made from textiles that: ARE COOL Negative Ranks 0 .00 .00 
Products made from 100% Mohair: ARE COOL e Positive Ranks 12 6.50 78.00 

Ties 4 
Total 16 

Consumers want products made from textiles that: ARE COOL Negative Ranks 0 .00 .00 
Products made from 100% Wool: ARE COOL Positive Ranks 15 8.00 120.00 

Ties 2 

"""""' Total 17 
00 
~ 

Home Furnishings Manufacturers 

Consumers want products made from textiles that: ARE COOL Negative Ranks 0 .00 .00 
Products made from 100% Wool: ARE COOLg Positive Ranks 10 5.50 55.00 

Ties 2 
Total 13 

\T = 44.00, N = 47, p = .000) 
b(T = 25.50, N = 48, p = .001) 
\T = 103.00, N = 43, p = .000) 
\T = 76.00, N = 44, p = .000) 
\T = .00, N = 16, p = .002) 
r(T = .00, N = 17, p = .000) 
g(T = .00, N =12, p = .005) 



Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Are cool and products made from 100% mohair: Are cool (T = 103.00, n = 43, p = .000) 

and (b) consumers want products made from textiles that: Are cool and products made from 

100% wool: Are cool (T = 76.00, n = 44, p = .000). For the two statement comparisons, there 

were more positive ranks over the median than negative ranks below the median, thereby 

suggesting that participants tended to agree that consumers want products made from textiles that 

are cool more than agreeing with the statements products made from 100% mohair are cool, and 

products made from 100% wool are cool. 

Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Are cool and products made from 100% mohair: Are cool (T =.00, n = 16, p = .002) and (b) 

consumers want products made from textiles that: Are cool and products made from 100% wool: 

Are cool (T = .00, n = 17, p = .000). For the two statement comparisons, there were more 

positive ranks over the median than negative ranks below the median, thereby suggesting that 

participants tended to agree that consumers want products made from textiles that are cool more 

than agreeing with the statements products made from 100% mohair are cool, and products made 

from 100% wool are cool. 

Among home furnishings manufacturers, post-hoc results indicated statistically 

significant differences between responses on the statements consumers want products made from 

textiles that: Are cool and products made from 100%wool: Are cool (T = .00, n = 12, p = .005). 

For the one statement comparison, there were more positive ranks over the median than negative 

ranks below the median, thereby suggesting that participants tended to agree that consumers want 
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products made from textiles that are cool more than agreeing with the statement products made 

from 100% wool are cool. 

Can be worn year round. When comparing responses to the statements, products made 

from 100% cotton can be worn year round, products made from 100% mohair can be worn year 

round, products made from 100% wool can be worn year round, and consumers want products 

that can be worn year round within each sample group, a Friedman test of median ranks indicated 

statistically significant differences within each of the four sample groups of apparel retailers 

(x 2 (3,n = 45) = 45.281, p = .000), home furnishings retailers (x2 (3,n = 41) = 46.630, p =.000), 

apparel manufacturers (x2 (3,n = 15) = 24.686, p = .000), and home furnishings manufacturers 

(x2 (3 ,n = 11) = 12.652, p = .005) (see Table 51). The Wilcoxon Signed Ranks post-hoc analysis 

was used to determine, between the four statements, from where significant differences occurred 

within each of the sample groups (see Table 52). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products made from textiles that: Can 

be worn year round and products made from 100% mohair: Can be worn year round (T = 34.00, 

n = 4 7, p = .000) and (b) consumers want products made from textiles that: Can be worn year 

round and products made from 100% wool: Can be worn year round (T = 47.50, n = 48, 

p = .000). For the two statement comparisons, there were more positive ranks over the median 

than negative ranks below the median, thereby suggesting that participants tended to agree that 

consumers want products made from textiles can be worn year round more than agreeing with the 

statements products made from 100% mohair can be worn year round, and products made from 

100% wool can be worn year round. 
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Table 51 

Friedman Test: CAN BE WORN YEAR ROUND 

Split Groups 100% 
Cotton 

Median 

Apparel 4.00 
Retailers a 

Home Furnishings 4.00 
Retailersb 

Apparel 5.00 
Manufacturersc 

Home Furnishings 4.50 
Manufacturersd 

a x2 (3, n = 45) = 45.281, p = .000 
b x2 (3, n = 41) = 46.630, p = .000 
c x2 (3, n = 15) = 24.686, p = .001 
d x2 (3, n = 11) = 12.652, p = .005 

Mean 
Rank 

3.06 

3.09 

3.37 

3.14 

100% 
Mohair 

Median 

3.00 

3.00 

3.00 

3.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

1.78 4.00 2.19 4.00 2.98 

1.88 3.00 1.90 4.00 3.13 

2.07 3.00 1.53 4.00 3.03 

2.23 2.00 1.59 4.50 3.05 



Table 52 

Wilcoxon Signed Ranks Post-Hoc Test: CAN BE WORN YEAR ROUND 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: CAN BE WORN YEAR Negative Ranks 3 11.33 34.00 
ROUND 

Products made from 100% Mohair: CAN BE WORN YEAR ROUNDa Positive Ranks 31 18.10 561.00 
Ties 13 

Total 47 

Consumers want products made from textiles that: CAN BE WORN YEAR Negative Ranks 4 11.88 47.50 
,__. 

ROUND 00 
00 Products made from 100% Wool: CAN BE WORN YEAR ROUNDb Positive Ranks 23 14.37 330.50 

Ties 21 
Total 48 

Home Furnishings Retailers 

Consumers want products made from textiles that: CAN BE WORN YEAR Negative Ranks 3 16.50 49.50 

ROUND 
Products made from I 00% Mohair: CAN BE WORN YEAR ROUNDc Positive Ranks 30 17.05 511.50 

Ties 8 
Total 41 

Consumers want products made from textiles that: CAN BE WORN YEAR Negative Ranks 4 11.50 46.00 

ROUND 
Products made from 100% Wool: CAN BE WORN YEAR ROUND<l Positive Ranks 28 17.21 482.00 

Ties 12 
Total 44 
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Table 52 (Continued) 

Apparel Manufacturers 

Consumers want products made from textiles that: CAN BE WORN YEAR 
ROUND 

Products made from 100% Wool: CAN BE WORN YEAR ROUNDe 

Home Furnishings Manufacturers 

Consumers want products made from textiles that: CAN BE WORN YEAR 
ROUND 

Products made from 100% Wool: CAN BE WORN YEAR ROUNDr 

\T = 34.00, N = 47, p = .000) 
\T = 47.50, N = 48, p = .000) 
\T = 49.50, N = 41, p = .000) 
d(T = 46.00, N = 44, p = .000) 
\T = 3. 00, N = 17, p = . 003) 
r(T = 2.50, N = 13, p = .000) 

Ranks 

Negative Ranks 

Positive Ranks 
Ties 

Total 

Negative Ranks 

Positive Ranks 
Ties 

Total 

N Mean Sum of 
Rank Ranks 

1 3.00 3.00 

12 7.33 88.00 
4 

17 

1 2.50 2.50 

10 6.35 63.50 
2 

13 



Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Can be worn year round and products made from 100% mohair: Can be worn year round 

(T = 49.50, n = 41, p = .000) and (b) consumers want products made from textiles that: Can be 

worn year round and products made from 100% wool: Can be worn year round (T = 46.00, 

n = 44, p = .000). For the two statement comparisons, there were more positive ranks over the 

median than negative ranks below the median, thereby suggesting that participants tended to 

agree that consumers want products made from textiles that can be worn year round more than 

agreeing with the statements products made from 100% mohair can be worn year round and 

products made from 100% wool can be worn year round. 

Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements consumers want products made from textiles 

that: Can be worn year round and products made from 100% wool: Can be worn year round 

(T = 3.00, n = 17, p = .003). For the one statement comparison, there were more positive ranks 

over the median than negative ranks below the median, thereby suggesting that participants 

tended to agree that consumers want products made from textiles that can be worn year round 

more than agreeing with the statement products made from 100% wool can be worn year round. 

Among home furnishings manufacturers, post-hoc results indicated statistically 

significant differences between responses on the statements consumers want products made from 

textiles that: Can be worn year round and products made from 100% wool: Can be worn year 

round (T = 2.50, n = 13, p = .000). For the one statement comparison, there were more positive 

ranks over the median than negative ranks below the median, thereby suggesting that participants 
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tended to agree that consumers want products made from textiles that can be worn year round 

more than agreeing with the statement products made from 100% wool can be worn year round. 

Look good after several washings. When comparing responses to the statements 

products made from 100% cotton look good after several washings, products made from 100% 

mohair look good after several washings, products made from 100% wool look good after several 

washings, and consumers want products that look good after several washings within each 

sample group, a Friedman test of median ranks indicated statistically significant differences 

within each of the four sample groups of apparel retailers (x 2 (3,n = 44) = 62.807, p = .000), 

home furnishings retailers (x2 (3,n = 41) = 67.103, p =.000), apparel manufacturers (x2 (3,n = 14) 

= 31.654, p = .000), and home furnishings manufacturers (x2 (3,n = 11) = 20.355, p = .000) (see 

Table 53). The Wilcoxon Signed Ranks post-hoc analysis was used to determine, between the 

four statements, from where significant differences occurred within each of the sample groups 

(see Table 54). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products made from textiles that: Look 

good after several washings and products made from 100% cotton: Look good after several 

washings (T = .00, n = 49, p = .000), (b) consumers want products made from textiles that: Look 

good after several washings and products made from 100% mohair: Look good after several 

washings (T = 58.00, n = 47, p = .000), and (c) consumers want products made from textiles that: 

Look good after several washings and products made from 100% wool: Look good afte~ several 

washings (T = 43.50, n = 49, p = .000). For all three statement comparisons, there were more 

positive ranks over the median than negative ranks below the median, thereby suggesting that 

participants tended to agree that consumers want products made from textiles that look good after 
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Table 53 

Friedman Test: LOOK GOOD AFTER SEVERAL WASHINGS 

Split Groups 100% 
Cotton 

Median 

Apparel 2.00 
Retailers a 

Home Furnishings 2.00 
Retailersb 

Apparel 2.00 
Manufacturersc 

Home Furnishings 2.00 
Manufacturers ct 

a x2 (3 , n = 44) = 62.807, p = .000 
b x2 (3, n = 41) = 67.103, p = .000 
c x2 (3 , n = 14) = 31.654, p = .000 
d x2 (3 , n = 11) = 20.355, p = .001 

100% 
Mohair 

Mean Median 
Rank 

1.52 3.00 

1.55 3.00 

1.37 3.00 

1.41 3.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

2.45 3.00 2.53 4.50 3.49 

2.57 3.00 2.24 4.00 3.63 

2.23 3.00 2.63 5.00 3.77 

2.55 3.00 2.36 5.00 3.68 



Table 54 

Wilcoxon Signed Ranks Post-Hoc Test: LOOK GOOD AFTER SEVERAL WASHINGS 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: LOOK GOOD AFTER Negative Ranks 0 .00 .00 
SEVERAL WASHINGS 

Products made from 100% Cotton: LOOK GOOD AFTER SEVERAL Positive Ranks 43 22.0 946.00 
WASHINGSa 

Ties 6 
Total 49 

- Consumers want products made from textiles that: LOOK GOOD AFTER \0 Negative Ranks 3 19.33 58.00 
VJ 

SEVERAL WASHINGS 
Products made from 100% Mohair: LOOK GOOD AFTER SEVERAL Positive Ranks 34 18.97 645.00 

WASHINGSb 
Ties 10 

Total 47 

Consumers want products made from textiles that: LOOK GOOD AFTER Negative Ranks 4 10.88 43.50 

SEVERAL WASHINGS 
Products made from 100% Wool: LOOK GOOD AFTER SEVERAL Positive Ranks 27 16.76 452.50 

WASHINGSC 
Ties 18 

Total 49 



Table 54 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Home Furnishings Retailers 

Consumers want products made from textiles that: LOOK GOOD AFTER Negative Ranks 1 5.50 5.50 
SEVERAL WASHINGS 

Products made from 100% Cotton: LOOK GOOD AFTER SEVERAL Positive Ranks 39 20.88 814.50 
WASHINGSd 

Ties 2 
Total 42 

...... Consumers want products made from textiles that: LOOK GOOD AFTER Negative Ranks 3 9.50 28.50 

\0 SEVERAL WASHINGS 
~ 

Products made from 100% Mohair: LOOK GOOD AFTER SEVERAL Positive Ranks 30 17.75 532.50 

WASHINGSe 
Ties 8 

Total 41 

Consumers want products made from textiles that: LOOK GOOD AFTER Negative Ranks 2 8.00 16.00 

SEVERAL WASHINGS 
Products made from 100% Wool: LOOK GOOD AFTER SEVERAL Positive Ranks 32 18.09 579.00 

WASHINGSr 
Ties 9 

Total 43 



Table 54 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Manufacturers 

Consumers want products made from textiles that: LOOK GOOD AFTER Negative Ranks 0 .00 .00 
SEVERAL WASHINGS 

Products made from 100% Cotton: LOOK GOOD AFTER SEVERAL Positive Ranks 18 9.50 171.00 
WASHINGSg 

Ties 1 
Total 19 

Consumers want products made from textiles that: LOOK GOOD AFTER Negative Ranks 0 .00 .00 

SEVERAL WASHINGS 
...... Products made from 100% Mohair: LOOK GOOD AFTER SEVERAL Positive Ranks 
\.0 

15 8.00 120.00 
Vl WASHINGSh 

Ties 1 
Total 16 

Consumers want products made from textiles that: LOOK GOOD AFTER Negative Ranks 0 .00 .00 

SEVERAL WASHINGS 
Products made from 100% Wool: LOOK GOOD AFTER SEVERAL Positive Ranks 12 6.50 78.00 

WASHINGSi 
Ties 5 

Total 17 
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Table 54 (Continued) 

Home Furnishings Manufacturers 

Consumers want products made from textiles that: LOOK GOOD AFTER 
SEVERAL WASHINGS 

Products made from 100% Cotton: LOOK GOOD AFTER SEVERAL 
WASHINGSj 

Consumers want products made from textiles that: LOOK GOOD AFTER 
SEVERAL WASHINGS 

Products made from 100% Wool: LOOK GOOD AFTER SEVERAL 
WASHINGSk 

a(T = .00, N = 49, p = .000) 
b(T = 58.00, N = 47, p = .000) 
\T = 43.50, N = 49, p = .000) 
d(T = 5.50, N = 42, p = .000) 
\T = 28.50, N = 41, p = .000) 
r(T = 16.00, N = 43, p = .000) 
g(T = .00, N = 19, p = .002) 
h(T = .00, N = 16, p = .000) 
i(T=.00,N=17, p=.002) 
j(T = .00, N = 13, p = .002) 
\T = .00, N = 12, p = .004) 

Ranks 

Negative Ranks 

Positive Ranks 

Ties 
Total 

Negative Ranks 

Positive Ranks 

Ties 
Total 

N Mean Sum of 
Rank Ranks 

0 .00 .00 

12 6.50 78.00 

1 
13 

0 .00 .00 

10 5.50 55.00 

3 
12 



several washings more than agreeing with the statements products made from 100% cotton look 

good after several washings, products made from 100% mohair look good after several washings, 

and products made from 100% wool look good after several washings. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Look good after several washings and products made from 100% cotton: Look good after 

several washings (T = 5.50, n = 42, p = .000), (b) consumers want products made from textiles 

that: Look good after several washings and products made from 100% mohair: Look good after 

several washings (T = 28.50, n = 41, p = .000), and (c) consumers want products made from 

textiles that: Look good after several washings and products made from 100% wool: Look good 

after several washings (T = 16.00, n = 43, p = .000). For all three statement comparisons, there 

were more positive ranks over the median than negative ranks below the median, thereby 

suggesting that participants tended to agree that consumers want products made from textiles that 

look good after several washings more than agreeing with the statements products made from 

100% cotton look good after several washings, products made from 100% mohair look good after 

several washings, and products made from 100% wool look good after several washings. 

Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Look good after several washings and products made from 100% cotton: Look good after 

several washings (T = .00, n = 19, p = .002), (b) consumers want products made from textiles 

that: Look good after several washings and products made from 100% mohair: Look good after 

several washings (T =.00, n = 16, p = .000), and (c) consumers want products made from textiles 
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that: Look good after several washings and products made from 100% wool: Look good after 

several washings (T = .00, n = 17, p = .002). For all three statement comparisons, there were 

more positive ranks over the median than negative ranks below the median, thereby suggesting 

that participants tended to agree that consumers want products made from textiles that look good 

after several washings more than agreeing with the statements products made from 100% cotton 

look good after several washings, products made from 100% mohair look good after several 

washings, and products made from 100% wool look good after several washings. 

Among home furnishings manufacturers, post-hoc results indicated statistically 

significant differences between responses on the statements (a) consumers want products made 

from textiles that: Look good after several washings and products made from 100% cotton: Look 

good after several washings (T = .00, n = 13, p = .002) and (b) consumers want products made 

from textiles that: Look good after several washings and products made from 100% wool: Look 

good after several washings (T = .00, n = 12, p = .004). For the two statement comparisons, there 

were more positive ranks over the median than negative ranks below the median, thereby 

suggesting that participants tended to agree that consumers want products made from textiles that 

look good after several washings that more than agreeing with the statements products made 

from 100% cotton look good after several washings, and products made from 100% wool look 

good after several washings. 

Can be machine washed. When comparing responses to the statements products 

made from 100% cotton can be machine washed, products made from 100% mohair can be 

machine washed, products made from 100% wool can be machine washed, and consumers want 

products that can be machine washed within each sample group, a Friedman test of median ranks 
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indicated statistically significant differences within each of the four sample groups of apparel 

retailers (x 2 (3,n = 46) = 74.416, p = .000), home furnishings retailers (x2 (3,n = 41) = 49.947, 

p = .000), apparel manufacturers (x2 (3,n = 15) = 31.237, p = .000), and home furnishings 

manufacturers (x2 (3,n = 11) = 20.811, p = .000) (see Table 55). The Wilcoxon Signed Ranks 

post-hoc analysis was used to determine, between the four statements, from where significant 

differences occurred within each of the sample groups (see Table 56). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements, consumers want products made from textiles that: Can be 

machine washed and products made from 100% mohair: Can be machine washed (T = .00, 

n = 47, p = .000). For the one statement comparison, there were more positive ranks over the 

median than negative ranks below the median, thereby suggesting that participants tended to 

agree that consumers want products made from textiles that can be machine washed more than 

agreeing with the statement products made from 100% mohair can be machine washed. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements ( a) consumers want products made from textiles 

that: Can be machine washed and products made from 100% mohair: Can be machine washed 

(T = 24.00, n = 41, p = .000) and (b) consumers want products made from textiles that: Can be 

machine washed and products made from 100: wool: Can be machine washed (T = 84.00, 

n = 43, p = .000). For the two statement comparisons, there were more positive ranks over the 

median than negative ranks below the median, thereby suggesting that participants tended to 

agree that consumers want products made from textiles that can be machine washed more than 

agreeing with the statements products made from 100% mohair can be machine washed, and 

products made from 100% wool can be machine washed. 
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Table 55 

Friedman Test: CAN BE MACHINE WASHED 

Split Groups 

Median 

Apparel 4.00 
Retailers a 

Home Furnishings 4.00 
Retailersb 

Apparel 4.00 
Manufacturersc 

Home Furnishings 4.00 
Manufacturersd 

a x2 (3, n = 46) = 74.416, p =. 000 
b x2 (3, n = 41) = 49.947, p =. 000 
c x2 (3, n = 15) = 31.237, p =. 000 
d x2 (3, n = 11) = 20. 811, p = . 000 

100% 
Cotton 

Mean 
Rank 

2.99 

2.87 

3.03 

2.95 

100% 
Mohair 

Median 

2.00 

3.00 

3.00 

2.50 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

1.27 4.00 2.60 4.00 3.14 

1.51 4.00 2.44 4.00 3.18 

1.37 3.00 2.13 5.00 3.47 

1.36 3.50 2.14 5.00 3.55 



Table 56 

Wilcoxon Signed Ranks Post Hoc Test: CAN BE MACHINE WASHED 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: CAN BE MACHINE Negative Ranks 0 .00 .00 
WASHED 

Products made from 100% Mohair: CAN BE MACHINE WASHED a Positive Ranks 43 22.00 946.00 
Ties 4 

Total 47 

N 
0 

""'"""' 
Home Furnishings Retailers 

Consumers want products made from textiles that: CAN BE MACHINE Negative Ranks 1 24.00 24.00 

WASHED 
Products made from 100% Mohair: CAN BE MACHINE WASHED b Positive Ranks 35 18.34 642.00 

Ties 5 
Total 41 

Consumers want products made from textiles that: CAN BE MACHINE Negative Ranks 7 12.00 84.00 

WASHED 
Products made from 100% Wool: CAN BE MACHINE WASHED c Positive Ranks 21 15.33 322.00 

Ties 15 
Total 43 



Table 56 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Manufacturers 

Consumers want products made from textiles that: CAN BE MACHINE Negative Ranks 0 .00 .00 
WASHED 

Products made from 100% Mohair: CAN BE MACHINE W ASHED<l Positive Ranks 15 8.00 120.00 
Ties 1 

Total 16 

Consumers want products made from textiles that: CAN BE MACHINE Negative Ranks 1 4.00 4.00 

WASHED 
Products made from 100% Wool: CAN BE MACHINE W ASHEDe Positive Ranks 11 6.73 74.00 

N Ties 5 
0 
N Total 17 

Home Furnishings Manufacturers 

Consumers want products made from textiles that: CAN BE MACHINE Negative Ranks 0 .00 .00 

WASHED 
Products made from 100% Mohair: CAN BE MACHINE W ASHEDr Positive Ranks 12 6.50 78.00 

Ties 0 
Total 12 

Consumers want products made from textiles that: CAN BE MACHINE Negative Ranks 0 .00 .00 

WASHED 
Products made from 100% Wool: CAN BE MACHINE WASHEDg Positive Ranks 10 5.50 55.00 

Ties 3 
Total 13 



N 
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Table 56 (Continued) 

\T = .00, N = 47, p =. 000) 
b(T = 24.00, N = 41, p = .000) 
\T = 84.00, N = 43, p = .000) 
\T =.00, N = 16, p = .000) 
e(T = 4.00, N = 17, p = .005) 
\T = .00, N = 12, p =.002) 
g(T =.00, N = 13, p =.004) 



Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Can be machine washed and products made from 100% mohair: Can be machine washed 

(T = .00, n = 16, p = .000) and (b) consumers want products made from textiles that: Can be 

machine washed and products made fr9m 100% wool: Can be machine washed (T = 4.00, n = 17, 

p = .005). For the two statement comparisons, there were more positive ranks over the median 

than negative ranks below the median, thereby suggesting that participants tended to agree that 

consumers want products made from textiles that can be machine washed more than agreeing 

with the statements products made from 100% mohair can be machine washed, and products 

made from 100% wool can be machine washed. 

Among home furnishings manufacturers, post-hoc results indicated statistically 

significant differences between responses on the statements (a) consumers want products made 

from textiles that: Can be machine washed and products made from 100% mohair: Can be 

machine washed (T = .00 n = 12, p = .002) and (b) consumers want products made from textiles 

that: Can be machine washed and products made from 100% wool: Can be machine washed 

(T = .00, n = 13, p = .004). For the two statement comparisons, there were more positive ranks 

over the median than negative ranks below the median, thereby suggesting that participants 

tended to agree that consumers want products made from textiles that can be machine washed 

more than agreeing with the statements products made from 100% mohair can be machine 

washed, and products made from 100% wool can be machine washed. 

Can be dry cleaned. When comparing responses to the statements, products 

made from 100% cotton can be dry cleaned, products made from 100% mohair can be dry 

cleaned, products made from 100% wool can be dry cleaned and consumers want products that 
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can be dry cleaned within each sample group, a Friedman test of median ranks indicated 

statistically significant differences within each of the four sample groups of apparel retailers 

(x 2 (3,n = 46) = 23.301, p = .000), home furnishings retailers (x2 (3,n = 40) = 18.758, p = .000), 

apparel manufacturers (x2 (3,n = 14) = 1.835, p = .607), and home furnishings manufacturers 

(x2 (3,n = 12) = 3.375, p = .337) (see Table 57). The Wilcoxon Signed Ranks post-hoc analysis 

was used to determine, between the four statements, from where significant differences occurred 

within each of the sample groups (see Table 58). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements consumers want products made from textiles that: Can be 

dry cleaned and products made from 100% wool: Can be dry cleaned (T = 31.50, n = 49, 

p = .000). For the one statement comparison, there were more negative ranks over the median 

than positive ranks below the median, thereby suggesting that participants tended to agree that 

products made from 100% wool can be dry cleaned more than agreeing with the statement 

consumers want products made from textiles that can be dry cleaned. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements consumers want products made from textiles 

that: Can be dry cleaned and products made from 100% wool: Can be dry cleaned (T = 50.00, 

n =43, p = .004). For the one statement comparison, there were more negative ranks over the 

median than positive ranks below the median, thereby suggesting that participants tended to agree 

that products made from 100% wool can be dry cleaned more than agreeing with the statement 

consumers want products made from textiles that can be dry cleaned. 
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Table 57 

Friedman Test: CAN BE DRY CLEANED 

Split Groups 100% 
Cotton 

Median 

Apparel 4.00 
Retailers a 

Home Furnishings 4.00 
Retailersb 

Apparel 4.00 
Manufacturersc 

Home Furnishings 4.00 
Manufacturersd 

a x2 (3, n = 46) = 23 .301 , p = .000 
b x2 (3 , n = 40) = 18.758, p = .000 
c x2 (3, n = 14) = 1.835, p = .607 
d x2 (3, n = 12) = 3.375, p = .337 

Mean 
Rank 

2.42 

2.70 

2.64 

2.71 

100% 
Mohair 

Median 

4.00 

3.00 

4.00 

4.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

2.49 4.00 3.03 4.00 2.05 

2.11 4.00 2.99 4.00 2.20 

2.36 4.00 2.71 4.00 2.29 

2.58 4.00 2.71 3.00 2.00 
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Table 58 

Wilcoxon Signed Ranks Post Hoc Test: CAN BE DRYCLEANED 

Apparel Retailers 

Consumers want products made from textiles that: CAN BE DRYCLEANED 
Products made from 100% Wool: CAN BE DRYCLEANEDA 

Home Furnishings Retailers 

Consumers want products made from textiles that: CAN BE DRYCLEANED 
Products made from 100% Wool: CAN BE DRYCLEANED

8 

\T = 31.50, N = 49, p = .000) 
b(T = 50.00, N = 43 , p = .004) 

Ranks 

Negative Ranks 
Positive Ranks 

Ties 
Total 

Negative Ranks 
Positive Ranks 

Ties 
Total 

N Mean Sum of 
Rank Ranks 

29 17.12 496.50 
3 10.50 31.50 

17 
49 

18 13.89 250.00 
6 8.33 50.00 

19 
43 



Among both apparel manufacturers and home furnishings manufacturers, post-hoc 

results indicated no statistically significant differences between responses to the statements. 

There were no more positive ranks over the median than negative ranks below the median. 

Can safely be treated for stains. When comparing responses to the statements products 

made from 100% cotton can safely be treated for stains, products made from 100% mohair can 

safely be treated for stains, products made from 100% wool can safely be treated for stains, and 

consumers want products that can safely be treated for stains within each sample group, a 

Friedman test of median ranks indicated statistically significant differences within each of the 

four sample groups of apparel retailers (x 2 (3,n = 47) = 50.668, p = .000), home furnishings 

retailers (x2 (3,n = 41) = 49.530, p = .000), apparel manufacturers (x2 (3,n = 15) = 26.400, 

p = .000), and home furnishings manufacturers (x2 (3,n = 12) = 18.064, p = .000) (see Table 59). 

The Wilcoxon Signed Ranks post-hoc analysis was used to determine, between the four 

statements, from where significant differences occurred within each of the sample groups (see 

Table 60). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products made from textiles that: Can 

safely be treated for stains and products made from 100% cotton: Can safely be treated for stains 

(T = 71.50 n = 51, p = .000) and (b) consumers want products made from textiles that: Can 

safely be treated for stains and products made from 100% mohair: Can safely be treated for 

stains (T =24.00, n = 47, p = .000). For the two statement comparisons, there were more positive 

ranks over the median than negative ranks below the median, thereby suggesting that participants 

tended to agree that consumers want products made from textiles that can safely be treated for 
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Table 59 

Friedman Test: CAN SAFELY BE TREATED FOR STAINS 

Split Groups 100% 
Cotton 

Median 

Apparel 4.00 
Retailersa 

Home Furnishings 4.00 
Retailersb 

Apparel 4.00 
Manufacturersc 

Home Furnishings 4.00 
Manufacturersd 

a x2 (3 , n = 47) = 50.668, p = .000 
b x2 (3 , n = 41) = 49.530, p = .000 
c x2 (3, n = 15) = 26.400, p = .000 
ct x2 (3 , n = 12) = 18.064, p = .000 

100% 
Mohair 

Mean Median 
Rank 

2.61 3.00 

2.77 3.00 

3.10 3.00 

2.71 3.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

1.68 4.00 2.52 4.00 3.20 

1.71 3.00 2.21 5.00 3.32 

1.43 4.00 2.17 4.00 3.30 

1.71 3.00 2.04 5.00 3.54 



Table 60 

Wilcoxon Signed Ranks Post Hoc Test: CAN SAFELY BE TREATED FOR STAINS 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: CAN SAFELY BE Negative Ranks 5 14.30 71.50 
TREATED FOR STAINS 

Products made from 100% Cotton: CAN SAFELY BE TREATED FOR Positive Ranks 24 15.50 363.50 
STAINS a 

Ties 22 
Total 51 

N Consumers want products made from textiles that: CAN SAFELY BE I--' Negative Ranks 2 12.00 24.00 
0 

TREATED FOR STAINS 
Products made from 100% Mohair: CAN SAFELY BE TREATED FOR Positive Ranks 36 19.92 717.00 

STAINSb 
Ties 9 

Total 47 

Home Furnishings Retailers 

Consumers want products made from textiles that: CAN SAFELY BE Negative Ranks 4 8.50 34.00 

TREATED FOR STAINS 
Products made from 100% Cotton: CAN SAFELY BE TREATED FOR Positive Ranks 19 12.74 242.00 

STAINS C 

Ties 22 
Total 45 



N --

Table 60 (Continued) 

Consumers want products made from textiles that: CAN SAFELY BE 
TREATED FOR STAINS 

Products made from 100% Mohair: CAN SAFELY BE TREATED FOR 
STAINSd 

Apparel Manufacturers 

Consumers want products made from textiles that: CAN SAFELY BE 
TREATED FOR STAINS 

Products made from 100% Mohair: CAN SAFELY BE TREATED FOR 
STAINS e 

Home Furnishings Manufacturers 

Consumers want products made from textiles that: CAN SAFELY BE 
TREATED FOR STAINS 

Products made from 100% Mohair: CAN SAFELY BE TREATED FOR 
STAINS r 

Ranks 

Negative Ranks 

Positive Ranks 

Ties 
Total 

Negative Ranks 

Positive Ranks 

Ties 
Total 

Negative Ranks 

Positive Ranks 

N 

2 

36 

5 
43 

1 

14 

1 
16 

0 

11 

Ties 2 
Total 13 

Mean 
Rank 

10.50 

20.00 

10.50 

7.82 

.00 

6.00 

Sum of 
Ranks 

21.00 

720.00 

10.50 

109.00 

.00 

66.00 



N ...... 
N 

Table 60 (Continued) 

\T = 71.50, N = 51, p = .000) 
\T = 24.00, N = 47, p = .000) 
c(T = 34.00, N = 45, p = .000) 
d(T = 21.00, N = 43, p = .000) 
\T = 10.50, N = 16, p = .004) 
r(T = .00, N = 13, p = .003) 



stains more than agreeing with the statements products made from 100% cotton can safely be 

treated for stains and products made from 100% mohair can safely be treated for stains. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Can safely be treated for stains and products made from 100% cotton: Can safely be treated 

for stains (T = 34.00, n = 45, p = .000) and (b) consumers want products made from textiles that: 

Can safely be treated for stains and products made from 100% mohair: Can safely be treated for 

stains (T = 21.00, n = 43, p = .000). For the two statement comparisons, there were more positive 

ranks over the median than negative ranks below the median, thereby suggesting that participants 

tended to agree that consumers want products made from textiles that can safely be treated for 

stains more than agreeing with the statements products made from 100% cotton can safely be 

treated for stains and products made from 100% mohair can safely be treated for stains. 

Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements consumers want products made from textiles 

that: Can safely be treated for stains and products made from 100% mohair: Can safely be 

treated for stains (T = 10.50, n = 16, p = .004) . . For the one statement comparison, there were 

more positive ranks over the median than negative ranks below the median, thereby suggesting 

that participants tended to agree that consumers want products made from textiles that can safely 

be treated for stains more than agreeing with the statement products made from 100% mohair 

can safely be treated for stains. 

Among home furnishings manufacturers, post-hoc results indicated statistically 

significant differences between responses on the statements consumers want products made from 
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textiles that: Can safely be treated for stains and products made from 100% mohair: Can safely 

be treated for stains (T = .00, n = 13, p = .003). For the one statement comparison, there were 

more positive ranks over the median than negative ranks below the median, thereby suggesting 

that participants tended to agree that consumers want products made from textiles that can safely 

be treated for stains more than agreeing with the statement products made from 100% mohair 

can safely be treated for stains. 

Do need ironing. When comparing responses to the statements products 

made from 100% cotton do need ironing,, products made from 100% mohair do need ironing, 

products made from 100% wool do need ironing, and consumers want products that do need 

ironing within each sample group, a Friedman test of median ranks indicated statistically 

significant differences within each of the four sample groups of apparel retailers (x 2 (3,n = 45) 

= 39.972, p = .000), home furnishings retailers (x2 (3,n = 41) = 12.209, p = .007), apparel 

manufacturers (x2 (3,n = 15) = 8.568, p = .036), and home furnishings manufacturers 

(x2 (3,n = 11) = 4.429, p = .219) (see Table 61). The Wilcoxon Signed Ranks post-hoc analysis 

was used to determine, between the four statements, from where significant differences occurred 

within each of the sample groups (see Table 62). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products made from textiles that: Do 

need ironing and products made from 100% mohair: Do need ironing (T = 123. 00, n = 4 7, 

p = .003) and (b) consumers want products made from textiles that: Do need ironing and products 

made from 100% wool: Do need ironing (T = 120.50, n = 49, p = .000). For the two statement 

comparisons, there were more positive ranks over the median than negative ranks below the 

median, thereby suggesting that participants tended to agree that consumers want products made 
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Table 61 

Friedman Test: DO NEED IRONING 

Split Groups 100% 
Cotton 

Median 

Apparel 4.00 
Retailers a 

Home Furnishings 4.00 
Retailersb 

Apparel 4.00 
Manufacturersc 

Home Furnishings 4.00 
Manufacturersd 

a x2 (3, n = 45) = 39.972, p = .000 
b x2 (3, n = 41) = 12.209, p = .007 
c x2 (3, n = 15) = 8.568, p = .036 
d x2 (3, n = 11) = 4.429, p = .219 

100% 
Mohair 

Mean Median 
Rank 

3.13 3.00 

2.84 3.00 

2.83 3.00 

2.95 3.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

2.31 2.00 1.71 4.00 2.84 

2.49 3.00 2.02 4.00 2.65 

2.47 3.00 1.77 4.00 2.93 

2.59 2.50 1.95 4.00 2.50 



N -0-.. 

Table 62 

Wilcoxon Signed Ranks Post Hoc Test: DO NEED IRONING 

Apparel Retailers 

Consumers want products made from textiles that: DO NEED IRONING 
Products made from 100% Mohair: DO NEED IRONING a 

Consumers want products made from textiles that: DO NEED IRONING 
Products made from 100% Wool: DO NEED IRONING b 

\T = 123.00, N = 47, p = .003) 
b(T = 120.50, N = 49, p = .000) 

Ranks 

Negative Ranks 
Positive Ranks 

Ties 
Total 

Negative Ranks 
Positive Ranks 

Ties 
Total 

N Mean Sum of 
Rank Ranks 

8 15.38 123.00 
25 17.52 438.00 
14 
47 

7 17.21 120.50 
32 20.61 659.50 
10 
49 



from textiles that do need ironing more than agreeing with the statements products made from 

100% mohair do need ironing and products made from 100% wool do need ironing. 

Among home furnishings retailers, apparel manufacturers, and home furnishings 

manufacturers, post-hoc results indicated no statistically significant differences between 

responses to the statements. There were no more positive ranks over the median than negative 

ranks below the median. 

Do not have shiny marks after ironing. When comparing responses to the statements, 

products made from 100% cotton do not have shiny mark after ironings, products made from 

100% mohair do not have shiny marks after ironing, products made from 100% wool do not have 

shiny marks after ironing, and consumers want products that do not have shiny marks after 

ironing within each sample group, a Friedman test of median ranks indicated statistically 

significant differences within each of the four sample groups of apparel retailers (x 2 (3,n = 45) 

= 51.549, p = .000), home furnishings retailers (x2 (3,n = 41) = 30.344, p = .000), apparel 

manufacturers (x2 (3,n = 14) = 15.574, p = .001), and home furnishings manufacturers 

(x2 (3,n = 11) = 1.897, p =. 594) (see Table 63). The Wilcoxon Signed Ranks post-hoc analysis 

was used to determine, between the four statements, from where significant differences occurred 

within each of the sample groups (see Table 64). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products made from textiles that: Do not 

have shiny marks after ironing and products made from 100% cotton: Do not have shiny marks 

after ironing (T = 30.00, n = 49, p = .000), (b) consumers want products made from textiles that: 

Do not have shiny marks after ironing and products made from 100% mohair: Do not have shiny 

marks after ironing (T = 85.50, n = 47, p = .000), and (c) consumers want products made from 
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Table 63 

Friedman Test: DO NOT HA VE SHINY MARKS AFTER IRONING 

Split Groups 100% 
Cotton 

Median 

Apparel 2.00 
Retailers a 

Home Furnishings 3.00 
Retailersb 

Apparel 3.00 
Manufacturersc 

Home Furnishings 2.50 
Manufacturersd 

a x2 (3, n = 45) = 51.549, p = .000 
b x2 (3, n = 41) = 30.344, p = .000 
c x2 (3, n = 14) = 15.574, p = .001 
d x2 (3, n = 11) = 1.897, p = .594 

100% 
Mohair 

Mean Median Mean 
Rank Rank 

1.74 3.00 2.43 

1.93 3.00 2.39 

1.89 3.00 2.11 

2.18 3.00 2.36 

100% What 
Wool Consumers 

Want 

Median Mean Median Mean 
Rank Rank 

3.00 2.37 4.00 3.46 

3.00 2.43 4.00 3.26 

3.00 2.50 4.00 3.50 

4.00 2.68 4.00 2.77 



Table 64 

Wilcoxon Signed Ranks Post Hoc Test: DO NOT HA VE SHINY MARKS AFTER IRONING 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: DO NOT HA VE SHINY Negative Ranks 2 15.00 30.00 
MARKS AFTER IRONING 

Products made from 100% Cotton: DO NOT HA VE SHINY MARKS AFTER Positive Ranks 38 20.79 790.00 
IRONING a 

Ties 9 
Total 49 

N Consumers want products made from textiles that: DO NOT HA VE SHINY Negative Ranks 5 17.10 85.50 ...... 
'° MARKS AFTER IRONING 

Products made from 100% Mohair: DO NOT HA VE SHINY MARKS AFTER Positive Ranks 32 19.86 655.50 
IRONINGb 

Ties 9 
Total 47 

Consumers want products made from textiles that: DO NOT HA VE SHINY Negative Ranks 3 18.83 56.50 

MARKS AFTER IRONING 
Products made from 100% Wool: DO NOT HA VE SHINY MARKS AFTER Positive Ranks 32 17.92 573.50 

IRONINGC 
Ties 15 

Total 50 



Table 64 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Home Furnishings Retailers 

Consumers want products made from textiles that: DO NOT HA VE SHINY Negative Ranks 5 10.60 53.00 
MARKS AFTER IRONING 

Products made from 100% Cotton: DO NOT HA VE SHINY MARKS AFTER Positive Ranks 29 18.69 542.00 
IRONING<l 

Ties 8 
Total 42 

N 
Consumers want products made from textiles that: DO NOT HA VE SHINY Negative Ranks 5 16.50 82.50 

N MARKS AFTER IRONING 
0 

Products made from 100% Mohair: DO NOT HA VE SHINY MARKS AFTER Positive Ranks 26 15.90 413.50 

IRONING e 
Ties 11 

Total 42 

Consumers want products made from textiles that: DO NOT HA VE SHINY Negative Ranks 6 18.33 110.00 

MARKS AFTER IRONING 
Products made from 100% Wool: DO NOT HA VE SHINY MARKS AFTER Positive Ranks 27 16.70 451.00 

IRONING r 
Ties 11 

Total 44 
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Table 64 (Continued) 

Apparel Manufacturers 

Consumers want products made from textiles that: DO NOT HA VE SHINY 
MARKS AFTER IRONING 

Products made from 100% Cotton: DO NOT HA VE SHINY MARKS AFTER 
IRONINGg 

Consumers want products made from textiles that: DO NOT HA VE SHINY 
MARKS AFTER IRONING 

Products made from 100% Wool: DO NOT HAVE SHINY MARKS AFTER 
IRONINGh 

\T =30.00, N = 49, p = .000) 
b(T = 85.50, N = 47, p = 000) 
\T = 56.50, N = 50, p = .000) 
\T = 53.00, N = 42, p = .000) 
e(T = 82.50, N = 42, p = .000) 
r(T = 110.00, N = 44, p = .002) 
g(T = 12.00, N = 18, p = .006) 
h(T = 12.00, N = 17, p = .004) 

Ranks 

Negative Ranks 

Positive Ranks 

Ties 
Total 

Negative Ranks 

Positive Ranks 

Ties 
Total 

N Mean Sum of 
Rank Ranks 

2 6.00 12.00 

13 8.31 108.00 

3 
18 

2 6.00 12.00 

13 8.31 108.00 

2 
17 



textiles that: Do not have shiny marks after ironing and products made from 100% wool: Do not 

have shiny marks after ironing (T = 56.50, n = 50, p = .000). For all three statement comparisons, 

there were more positive ranks over the median than negative ranks below the median, thereby 

suggesting that participants tended to agree that consumers want products made from textiles that 

do not have shiny marks after ironing more than agreeing with the statements products made 

from 100% cotton do not have shiny marks after ironing, products made from 100% mohair do 

not have shiny marks after ironing, and products made from 100% wool do not have shiny marks 

after ironing. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Do not have shiny marks after ironing and products made from 100% cotton: Do not have 

shiny marks after ironing (T = 53.00, n = 42, p = .000), (b) consumers want products made from 

textiles that: Do not have shiny marks after ironing and products made from 100% mohair: Do 

not have shiny marks after ironing (T = 82.50, n = 42, p = .000), and (c) consumers want 

products made from textiles that: Do not have shiny marks after ironing and products made from 

100% wool: Do not have shiny marks after ironing (T = 110.00, n = 44, p = .002). For all three 

statement comparisons, there were more positive ranks over the median than negative ranks 

below the median, thereby suggesting that participants tended to agree that consumers want 

products made from textiles that do not have shiny marks after ironing more than agreeing with 

the statements products made from 100% cotton do not have shiny marks after ironing, products 

made from 100% mohair do not have shiny marks after ironing, and products made from J 00% 

wool do not have shiny marks after ironing. 
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Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Do not have shiny marks after ironing and products made from 100% cotton: Do not have 

shiny marks after ironing (T =12.00, n = 18, p = .006) and (b) consumers want products made 

from textiles that: Do not have shiny marks after ironing and products made from 100% wool: Do 

not have shiny marks after ironing (T = 12.00, n = 17, p = .004). For the two statement 

comparisons, there were more positive ranks over the median than negative ranks below the 

median, thereby suggesting that participants tended to agree that consumers want products made 

from textiles that do not have shiny marks after ironing more than agreeing with the statements 

products made from 100% cotton do not have shiny marks after ironing and products made from 

J 00% wool do not have shiny marks after ironing. 

Among home furnishings manufacturers, post-hoc results indicated no statistically 

significant differences between responses to the statements. There were no more positive ranks 

over the median than negative ranks below the median. 

Can safely be bleached. When comparing responses to the statements, products 

made from 100% cotton can safely be bleached, products made from 100% mohair can safely be 

bleached, products made from 100% wool can safely be bleached, and consumers want products 

that can safely be bleached within each sample group, a Friedman test of median ranks indicated 

statistically significant differences within each of the four sample groups of apparel retailers (x 2 

(3,n = 45) = 52.614, p = .000), home furnishings retailers (x2 (3,n = 40) = 34.541, p = .000), 

apparel manufacturers (x2 (3,n = 15) = 20.878, p = .000), and home furnishings manufacturers 

(x2 (3,n = 11) =10.011, p = .018) (see Table 65). The Wilcoxon Signed Ranks post-hoc analysis 
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Table 65 

Friedman Test: CAN SAFELY BE BLEACHED 

Split Groups 100% 
Cotton 

Median 

Apparel 4.00 
Retailers a 

Home Furnishings 4.00 
Retailersb 

Apparel 3.00 
Manufacturersc 

Home Furnishings 4.00 
Manufacturersd 

a x2 (3, n = 45) = 52.614, p = .000 
b x2 (3, n = 40) = 34.541, p = .000 
c x2 (3, n = 15) = 20.878, p = .000 
d x2 (3, n = 11) = 10. 011, p = . 018 

Mean 
Rank 

2.74 

2.55 

2.47 

2.64 

100% 
Mohair 

Median 

3.00 

3.00 

3.00 

3.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

2.91 2.00 1.41 4.00 2.93 

2.80 2.00 1.65 4.00 3.00 

2.60 2.00 1.60 4.00 3.33 

2.68 2.00 1.59 4.00 3.09 



was used to determine, between the four statements, from where significant differences occurred 

within each of the sample groups (see Table 66). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements, consumers want products made from textiles that: Can 

safely be bleached and products made from 100% wool: Can safely be bleached (T = 31.50, 

n = 48, p = .000). For the one statement comparison, there were more positive ranks over the 

median than negative ranks below the median, thereby suggesting that participants tended to 

agree that consumers want products made from textiles that can safely be bleached more than 

agreeing with the statement products made from 100% wool can safely be bleached. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements consumers want products made from textiles 

that: Can safely be bleached and products made from 100% wool: Can safely be bleached 

(T = 24.00, n = 43, p = .000). For the one statement comparison, there were more positive ranks 

over the median than negative ranks below the median, thereby suggesting that participants 

tended to agree that consumers want products made from textiles that can safely be bleached 

more than agreeing with the statement products made from 100% wool can safely be bleached. 

Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Can safely be bleached, and products made from 100% cotton: Can safely be bleached 

(T = .00, n = 19, p = .004) and (b) consumers want products made from textiles that: Can safely 

be bleached and products made from 100% wool: Can safely be bleached (T = .00, n = 17, 

p = .002). For the two statement comparisons, there were more positive ranks over the median 

than negative ranks below the median, thereby suggesting that participants tended to agree that 
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Table 66 

Wilcoxon Signed Ranks Post Hoc Test: CAN SAFELY BE BLEACHED 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: CAN SAFELY BE Negative Ranks 2 15.75 31.50 
BLEACHED 

Products made from 100% Wool: CAN SAFELY BE BLEACHED a Positive Ranks 40 21.79 871.50 
Ties 6 

Total 48 

Home Furnishings Retailers 
N 
N 
0\ 

Consumers want products made from textiles that: CAN SAFELY BE Negative Ranks 1 24.00 24.00 

BLEACHED 
Products made from 100% Wool: CAN SAFELY BE BLEACHED b Positive Ranks 30 15.73 472.00 

Ties 12 
Total 43 

Apparel Manufacturers 

Consumers want products made from textiles that: CAN SAFELY BE Negative Ranks 0 .00 .00 

BLEACHED 
Products made from 100% Cotton: CAN SAFELY BE BLEACHED c Positive Ranks 10 5.50 55.00 

Ties 9 
Total 19 



Table 66 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Consumers want products made from textiles that: CAN SAFELY BE Negative Ranks 1 .00 .00 
BLEACHED 

Products made from 100% Wool: CAN SAFELY BE BLEACHEDd Positive Ranks 12 6.50 78.00 
Ties 5 

Total 17 

Home Furnishings Manufacturers 

Consumers want products made from textiles that: CAN SAFELY BE Negative Ranks 1 2.50 2.50 
N BLEACHED N 
-.....) Products made from 100% Wool: CAN SAFELY BE BLEACHEDet Positive Ranks 11 6.86 75 .50 

Ties 1 
Total 13 

3(T = 31 .50, N = 48, p = .000) 
b(T = 24.00, N = 43 , p = .000) 
c(T = .00, N = 19, p = .004) 
d(T = .00, N = 17, p = .002) 
e(T = 2.50, N = 13, p = .003) 



consumers want products made from textiles that can safely be bleached more than agreeing with 

the statements products made from 100% cotton can safely be bleached, and products made from 

100% wool can safely be bleached. 

Among home furnishings manufacturers, post-hoc results indicated statistically 

significant differences between responses on the statements consumers want products made from 

textiles that: Can safely be bleached and products made from 100% wool: Can safely be bleached 

(T = 2.50, n = 13, p = .003). For the one statement comparison, there were more positive ranks 

over the median than negative ranks below the median, thereby suggesting that participants 

tended to agree that consumers want products made from textiles that can safely be bleached 

more than agreeing with the statement products made from 100% wool can safely be bleached. 

Are easy to care for. When comparing responses to the statements, products made from 

100% cotton are easy to care for, products made from 100% mohair are easy to care for, 

products made from 100% wool are easy to care for, and consumers want products that are easy 

to care for, within each sample group, a Friedman test of median ranks indicated statistically 

significant differences within each of the four sample groups of apparel retailers (x 2 (3,n = 46) 

= 70.914, p = .000), home furnishings retailers (x2 (3,n = 43) = 80.807, p = .000), apparel 

manufacturers (x2 (3,n = 15) =31.815, p = .000), and home furnishings manufacturers 

(x2 (3,n = 11) =16.667, p = .001) (see Table 67). The Wilcoxon Signed Ranks post-hoc analysis 

was used to determine, between the four statements, from where significant differences occurred 

within each of the sample groups (see Table 68). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products made from textiles that: Are 

easy to care for and products made from 100% cotton: Are easy to care for (T = 24.00, n = 50, 
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Table 67 

Friedman Test: ARE EASY TO CARE FOR 

Split Groups 100% 100% 100% What 
Cotton Mohair Wool Consumers 

Want 

Median Mean Median Mean Median Mean Median Mean 
Rank Rank Rank Rank 

Apparel 4.00 2.55 3.00 2.05 2.00 1.75 5.00 3.64 
Retailers a 

Home Furnishings 4.00 2.87 3.00 1.77 3.00 1.69 5.00 3.67 
Retailersb 

N 
Apparel 4.00 2.80 3.00 1.70 3.00 1.73 5.00 3.77 N 

"° Manufacturersc 

Home Furnishings 4.00 2.86 3.00 1.86 3.00 1.77 5.00 3.50 

Manufacturersd 

-
a x2 (3, n = 46) = 70.914, p = .000 
b x2 (3 , n = 43) = 80.807, p = .000 
c x2 (3 , n = 15) = 31.815, p = .000 
d x2 (3 , n = 11) = 16.667, p = .001 



Table 68 

Wilcoxon Signed Ranks Post Hoc Test: ARE EASY TO CARE FOR 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: ARE EASY TO CARE Negative Ranks 2 12.00 24.00 
FOR 

Products made from 100% Cotton: ARE EASY TO CARE FOR a Positive Ranks 35 19.40 679.00 
Ties 13 

Total 50 

Consumers want products made from textiles that: ARE EASY TO CARE Negative Ranks 1 10.00 10.00 

N 
FOR 

v.) Products made from 100% Mohair: ARE EASY TO CARE FOR b Positive Ranks 40 21 .27 851.00 
0 Ties 6 

Total 47 

Consumers want products made from textiles that: ARE EASY TO CARE Negative Ranks 0 .00 .00 

FOR 
Products made from 100% Wool: ARE EASY TO CARE FOR c Positive Ranks 41 21.00 861.00 

Ties 9 
Total 50 

Home Furnishings Retailers 

Consumers want products made from textiles that: ARE EASY TO CARE Negative Ranks 2 9.50 19.00 

FOR 
Products made from 100% Cotton: ARE EASY TO CARE FOR <l Positive Ranks 23 13.30 306.00 

Ties 19 
Total 44 



Table 68 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Consumers want products made from textiles that: ARE EASY TO CARE Negative Ranks 0 .00 .00 
FOR 

Products made from 100% Mohair: ARE EASY TO CARE FOR e Positive Ranks 41 21.00 861.00 
Ties 2 

Total 43 

Consumers want products made from textiles that: ARE EASY TO CARE Negative Ranks 0 .00 .00 
FOR 

Products made from 100% Wool: ARE EASY TO CARE FOR r Positive Ranks 39 20.00 780.00 
Ties 5 

N 
Total 44 

w 
i,-. 

Apparel Manufacturers 

Consumers want products made from textiles that: ARE EASY TO CARE Negative Ranks 0 .00 .00 

FOR 
Products made from 100% Cotton: ARE EASY TO CARE FOR g Positive Ranks 11 6.00 66.00 

Ties 8 
Total 19 

Consumers want products made from textiles that: ARE EASY TO CARE Negative Ranks 0 .00 .00 

FOR 
Products made from 100% Mohair: ARE EASY TO CARE FOR h Positive Ranks 16 8.50 136.00 

Ties 0 
Total 16 



N 
v.> 
N 

Table 68 (Continued) 

Consumers want products made from textiles that: ARE EASY TO CARE 
FOR 

Products made from 100% Wool: ARE EASY TO CARE FOR i 

Home Furnishings Manufacturer 

Consumers want products made from textiles that: ARE EASY TO CARE 
FOR 

Products made from 100% Mohair: ARE EASY TO CARE FOR 1 

Consumers want products made from textiles that: ARE EASY TO CARE 
FOR 

Products made from 100% Wool: ARE EASY TO CARE FORK 

\T = 24.00, N = 50, p = .000) 
b(T = 10.00, N = 47, p = .000) 
\T = .00, N = 50, p = .000) 
\T = 19.00, N = 44, p = .000) 
\ T = .00, N = 43 , p = .000) 

Ranks 

Negative Ranks 

Positive Ranks 
Ties 

Total 

Negative Ranks 

Positive Ranks 
Ties 

Total 

Negative Ranks 

Positive Ranks 
Ties 

Total 

N Mean Sum of 
Rank Ranks 

0 .00 .00 

16 8.50 136.00 
1 

17 

0 .00 .00 

10 5.50 55.00 
2 

12 

0 .00 .00 

9 5.00 45 .00 
4 

13 
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Table 68 (Continued) 

\T = .00, N = 43, p = .000) 
g(T = .00, N = 19, p = .002) 
h(T = .00, N = 16, p = .000) 
i(T = .00, N = 17, p = .000) 
j(T = .00, N = 12, p = .004) 
k(T = .00, N = 13, p = .006) 



p = .000), (b) consumers want products made from textiles that: Are easy to ~are for and 

products made from 100% mohair: Are easy to care for (T = 10.00, n = 47, p = .000), and (c) 

consumers want products made from textiles that: Are easy to care for and products made from 

100% wool: Are easy to care for (T = .00, n = 50, p = .000). For all three statement comparisons, 

there were more positive ranks over the median than negative ranks below the median, thereby 

suggesting that participants tended to agree that consumers want products made from textiles that 

are easy to care for more than agreeing with the statements products made from 100% cotton are 

easy to care for, products made from 100% mohair are easy to care for, and products made from 

100% wool are easy to care for. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Are easy to care for and products made from 100% cotton: Are easy to care for (T = 19 .00, 

n = 44, p = .000), (b) consumers want products made from textiles that: Are easy to care for and 

products made from 100% mohair: Are easy to care for (T = .00, n = 43, p = .000), and (c) 

consumers want products made from textiles that: Are easy to care for and products made from 

J 00% wool: Are easy to care for (T = .00, n = 43, p = .000). For all three statement 

comparisons, there were more positive ranks over the median than negative ranks below the 

median, thereby suggesting that participants tended to agree that consumers want products made 

from textiles that are easy to care for more than agreeing with the statements products made from 

100% cotton are easy to care for, products made from 100% mohair are easy to care for, and 

products made from 100% wool are easy to care for. 
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Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Are easy to care for and products made from 100% cotton: Are easy to care for (T = .00, 

n = 19, p = .002), (b) consumers want products made from textiles that: Are easy to care for and 

products made from 100% mohair: Are easy to care for (T = .00, n = 16, p = .000), and 

( c) consumers want products made from textiles that: Are easy to care for and products made 

from 100% wool: (T = .00, n = 17, p = .000). For all three statement comparisons, there were 

more positive ranks over the median than negative ranks below the median, thereby suggesting 

that participants tended to agree that consumers want products made from textiles that are easy to 

care for more than agreeing with the statements products made from 100% cotton are easy to 

care for, products made from 100% mohair are easy to care for, and products made from 100% 

wool are easy to care for. 

Among home furnishings manufacturers, post-hoc results indicated statistically 

significant differences between responses on the statements (a) consumers want products made 

from textiles that: Are easy to care for and products made from 100% mohair: Are easy to care 

for (T =.00, n = 12, p = .004) and (b) consumers want products made from textiles that: Are easy 

to care for and products made from 100% wool: Are easy to care for (T =.00, n = 13, 

p = .006). For the two statement comparisons, there were more positive ranks over the median 

than negative ranks below the median, thereby suggesting that participants tended to agree that 

consumers want products made from textiles that are easy to care for more than agreeing with the 

statements products made from 100% mohair are easy to care for and products made from J 00% 

wool are easy to care for. 
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Do not have color fading. When comparing responses to the statements products 

made from 100% cotton do not have color fading, products made from 100% mohair do not have 

color fading, products made from 100% wool do not have color fading, and consumers want 

products that do not have color fading within each sample group, a Friedman test of median 

ranks indicated statistically significant differences within each of the four sample groups of 

apparel retailers (x 2 (3,n = 47) = 51. 799, p = .000), home furnishings retailers (x2 (3,n = 43) 

= 38.456, p = .000), apparel manufacturers (x2 (3,n = 14) = 17.609, p = .001), and home 

furnishings manufacturers (x2 (3,n =12) =17.602, p = .001) (see Table 69). The Wilcoxon Signed 

Ranks post-hoc analysis was used to determine, between the four statements, from where 

significant differences occurred within each of the sample groups (see Table 70). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products made from textiles that: Do not 

have color fading and products made from 100% cotton: Do not have color fading 

(T = 45.00, n = 51, p = .000), (b) consumers want products made from textiles that: Do not have 

color fading and products made from 100% mohair: Do not have color fading (T =9.50, 

n = 47, p = .000), and (c) consumers want products made from textiles that: Do not have color 

fading and products made from 100% wool: Do not have color fading (T = 23.00, n = 50, 

p = .000). For all three statement comparisons, there were more positive ranks over the median 

than negative ranks below the median, thereby suggesting that participants tended to agree that 

consumers want products made from textiles that do not have color fading more than agreeing 

with the statements products made from 100% cotton do not have color fading, products made 

from 100% mohair do not have color fading, and products made from 100% wool do not have 

color fading. 
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Table 69 

Friedman Test: DO NOT HA VE COLOR FAD ING 

Split Groups 100% 
Cotton 

Median 

Apparel 4.00 
Retailers a 

Home Furnishings 4.00 
Retailersb 

Apparel 3.00 
Manufacturersc 

Home Furnishings 4.00 
Manufacturers ct 

a x2 (3, n = 47) = 51.799, p = .000 
b x2 (3, n = 43) = 38.456, p = .000 
c x2 (3 , n = 14) = 17.609, p = .001 
d x2 (3, n = 12) = 17.602, p = .001 

Mean 
Rank 

2.45 

2.33 

2.29 

2.96 

100% 
Mohair 

Median 

3.00 

3.00 

3.00 

3.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

1.88 4.00 2.24 5.00 3.43 

2.05 3.00 2.23 4.50 3.40 

1.89 3.00 2.21 5.00 3.61 

1.79 3.00 1.83 5.00 3.42 



Table 70 

Wilcoxon Signed Ranks Post Hoc Test: DO NOT HA VE COLOR FADING 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: DO NOT HA VE COLOR Negative Ranks 3 15.00 45.00 
FADING 

Products made from 100% Cotton: DO NOT HA VE COLOR FAD ING a Positive Ranks 28 16.11 451.00 
Ties 20 

Total 51 

Consumers want products made from textiles that: DO NOT HAVE COLOR Negative Ranks 1 9.50 9.50 
N FADING v.) 

00 Products made from 100% Mohair: DO NOT HA VE COLOR FAD ING b Positive Ranks 36 19.26 693.50 
Ties 10 

Total 47 

Consumers want products made from textiles that: DO NOT HA VE COLOR Negative Ranks 1 23.00 23.00 

FADING 
Products made from 100% Wool: DO NOT HA VE COLOR FAD ING c Positive Ranks 32 16.81 538.00 

Ties 17 
Total 50 

Home Furnishings Retailers 

Consumers want products made from textiles that: DO NOT HA VE COLOR Negative Ranks 2 10.50 21.00 

FADING 
Products made from 100% Cotton: DO NOT HA VE COLOR FAD ING ct Positive Ranks 30 16.90 507.00 

Ties 14 
Total 46 



Table 70 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Consumers want products made from textiles that: DO NOT HA VE COLOR Negative Ranks 2 10.00 20.00 
FADING 

Products made from 100% Mohair: DO NOT HA VE COLOR FAD ING e Positive Ranks 32 17.97 575.00 
Ties 9 

Total 43 

Consumers want products made from textiles that: DO NOT HA VE COLOR Negative Ranks 3 7.00 21.00 
FADING 

Products made from 100% Wool: DO NOT HA VE COLOR FAD ING r Positive Ranks 27 16.44 444.00 
Ties 15 

N Total 45 v.l 
\.0 

Apparel Manufacturers 

Consumers want products made from textiles that: DO NOT HA VE COLOR Negative Ranks 1 8.50 8.50 

FADING 
Products made from 100% Cotton: DO NOT HA VE COLOR FADING g Positive Ranks 14 7.96 111.50 

Ties 3 
Total 18 

Consumers want products made from textiles that: DO NOT HA VE COLOR Negative Ranks 1 9.50 9.50 

FADING 
Products made from 100% Mohair: DO NOT HA VE COLOR FAD ING h Positive Ranks 14 7.89 110.50 

Ties 1 
Total 16 



Table 70 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Consumers want products made from textiles that: DO NOT HA VE COLOR Negative Ranks 1 8.50 8.50 
FADING 

Products made from 100% Wool: DO NOT HAVE COLOR FADING Positive Ranks 13 7.42 96.50 
Ties 3 

Total 17 

Home Furnishings Manufacturers 

Consumers want products made from textiles that: DO NOT HA VE COLOR Negative Ranks 1 2.50 2.50 

FADING 
N Products made from 100% Mohair: DO NOT HA VE COLOR F ADING j Positive Ranks 10 6.35 63.50 
~ Ties 1 0 

Total 12 

Consumers want products made from textiles that: DO NOT HAVE COLOR Negative Ranks 0 .00 .00 

FADING 
Products made from 100% Wool: DO NOT HA VE COLOR FAD ING k Positive Ranks 10 5.50 55.00 

Ties 3 
Total 13 

a(T = 45 .00, N = 51 , p = .000) 
b(T = 9.50, N = 47, p = .000) 
c(T = 23.00, N = 50, p = .000) 
\T = 21.00, N = 46, p = .000) 
\T = 20.00, N = 43 , p = .000) 



N 
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Table 70 (Continued) 

r(T = 21.00, N = 45, p = .000) 
g(T = 8.50, N = 18, p = .003) 
\T = 9.50, N = 16, p = .003) 
i(T = 8.50, N = 17, p = .005) 
j(T = 2.50, N = 12, p = .006) 
k(T = .00, N = 13, p = .004) 



Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Do not have color fading and products made from 100% cotton: Do not have color fading 

(T = 21.00, n = 46, p = .000), (b) consumers want products made from textiles that: Do not have 

color fading and products made from 100% mohair: Do not have color fading (T = 20.00, 

n = 43, p = .000), and (c) consumers want products made from textiles that: Do not have color 

fading and products made from 100% wool: Do not have color fading (T = 21.00, n = 45, 

p = .000). For all three statement comparisons, there were more positive ranks over the median 

than negative ranks below the median, thereby suggesting that participants tended to agree that 

consumers want products made from textiles that do not have color fading more than agreeing 

with the statements products made from 100% cotton do not have color fading, products made 

from 100% mohair do not have color fading, and products made from 100% wool do not have 

color fading. 

Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements, (a) consumers want products made from textiles 

that: Do not have color fading and products made from 100% cotton: Do not have color fading 

(T = 8.50, n = 18, p = .003), (b) consumers want products made from textiles that: Do not have 

color fading and products made from 100% mohair: Do not have color fading (T = 9.50, 

n = 16, p = .003), and (c) consumers want products made from textiles that: Do not have color 

fading and products made from 100% wool: Do not have color fading (T = 8.50, n = 17, 

p = .005). For all three statement comparisons, there were more positive ranks over the median 

than negative ranks below the median, thereby suggesting that participants tended to agree that 

consumers want products made from textiles that do not have color fading more than agreeing 
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with the statements products made from 100% cotton do not have color fading, products made 

from 100% mohair do not have color fading, and products made from 100% wool do not have 

color fading. 

Among home furnishings manufacturers, post-hoc results indicated statistically 

significant differences between responses on the statements (a) consumers want products made 

from textiles that: Do not have color fading and products made from 100% mohair: Do not have 

color fading (T = 2.50, n = 12, p = .006) and (b) consumers want products made from textiles 

that: Do not have color fading and products made from 100% wool: Do not have color fading 

{T = .00, n = 13, p = .004). For the two statement comparisons, there were more positive ranks 

over the median than negative ranks below the median, thereby suggesting that participants 

tended to agree that consumers want products made from textiles that do not have color fading 

more than agreeing with the statements products made from 100% mohair do not have color 

fading and products made from 100% wool do not have color fading. 

Do have wide range and depth to color. When comparing responses to the statements 

products made from 100% cotton do have wide range and depth to color, products made from 

J 00% mohair do have wide range and depth to color, products made from 100% wool do have 

wide range and depth to color, and consumers want products that do have wide range and depth 

to color within each sample group, a Friedman test of median ranks indicated statistically 

significant differences within each of the four sample groups of apparel retailers (x 2 (3 ,n = 4 7) 

= 57.977, p = .000), home furnishings retailers {x2 (3,n = 43) = 46.779, p = .000), apparel 

manufacturers (x2 (3,n = 15) = 21.806, p = .000), and home furnishings manufacturers 
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(x2 (3,n = 12) = 13.776, p = .003) (see Table 71). The Wilcoxon Signed Ranks post-hoc analysis 

was used to determine, between the four statements, from where significant differences occurred 

within each of the sample groups (see Table 72). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products made from textiles that: Do 

have wide range and depth to color and products made from 100% cotton: Do have wide range 

and depth to color (T = 20.00, n = 51, p = .000), (b) consumers want products made from textiles 

that: Do have wide range and depth to color and products made from 100% mohair: Do have 

wide range and depth to color (T = .00, n = 47, p = .000), and (c) consumers want products made 

from textiles that: Do have wide range and depth to color and products made from 100% wool: 

Do have wide range and depth to color (T = .00, n = 50, p = .000). For all three statement 

comparisons, there were more positive ranks over the median than negative ranks below the 

median, thereby suggesting that participants tended to agree that consumers want products made 

from textiles that do have wide range and depth to color more than agreeing with the statements 

products made from 100% cotton do have wide range and depth to color, products made from 

100% mohair do have wide range and depth to color, and products made from 100% wool do 

have wide range and depth to color. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Do have wide range and depth to color and products made from 100% cotton: Do have wide 

range and depth to color (T =32.00, n = 45, p = .007), (b) consumers want products made from 

textiles that: Do have wide range and depth to color and products made from 100% mohair: Do 

have wide range and depth to color (T =.00, n = 44, p = .000), and (c) consumers want products 
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Table 71 

Friedman Test: DO HA VE WIDE RANGE OF DEPTH TO COLOR 

Split Groups 100% 100% 100% What 
Cotton Mohair Wool Consumers 

Want 

Median Mean Median Mean Median Mean Median Mean 
Rank Rank Rank Rank 

Apparel 4.00 2.62 4.00 1.81 4.00 2.39 4.00 3.18 
Retailers a 

Home Furnishings 4.00 2.73 3.00 1.76 4.00 2.33 5.00 3.19 
Retailersb 

N 
Apparel 4.00 2.83 3.00 1.70 4.00 2.17 5.00 3.30 ~ 

Vl 
Manufacturersc 

Home Furnishings 4.00 2.63 3.00 1.71 4.00 2.42 5.00 3.25 

Manufacturersd 

a x2 (3, n = 47) = 57.977, p = .000 
b x2 (3, n = 43) = 46.779, p = .000 
c x2 (3, n = 15) = 21.806, p = .000 
d x2 (3 , n = 12) = 13.776, p = .003 



Table 72 

Wilcoxon Signed Ranks Post Hoc Test: DO HA VE WIDE RANGE AND DEPTH TO COLOR 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: DO HA VE WIDE RANGE Negative Ranks 2 10.00 20.00 
AND DEPTH TO COLOR 

Products made from 100% Cotton: DO HA VE WIDE RANGE AND DEPTH Positive Ranks 18 10.56 190.00 
TO COLOR a 

Ties 31 
Total 51 

N Consumers want products made from textiles that: DO HA VE WIDE RANGE Negative Ranks 0 .00 .00 ~ 
0\ 

AND DEPTH TO COLOR 
Products made from 100% Mohair: DO HA VE WIDE RANGE AND DEPTH Positive Ranks 29 15.00 435.00 

TOCOLORb 
Ties 18 

Total 47 

Consumers want products made from textiles that: DO HA VE WIDE RANGE Negative Ranks 0 .00 .00 

AND DEPTH TO COLOR 
Products made from 100% Wool: DO HA VE WIDE RANGE AND DEPTH Positive Ranks 22 11.50 253.0 

TO COLORC 
Ties 28 

Total 50 



Table 72 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Home Furnishings Retailers 

Consumers want products made from textiles that: DO HA VE WIDE RANGE Negative Ranks 4 8.00 32.00 
AND DEPTH TO COLOR 

Products made from 100% Cotton: DO HA VE WIDE RANGE AND DEPTH Positive Ranks 15 10.53 158.00 
TOCOLORd 

Ties 26 
Total 45 

Consumers want products made from textiles that: DO HA VE WIDE RANGE Negative Ranks 0 .00 .00 
N AND DEPTH TO COLOR 
~ 
-.J Products made from 100% Mohair: DO HA VE WIDE RANGE AND DEPTH Positive Ranks 31 16.00 496.00 

TOCOLORe 
Ties 13 

Total 44 

Consumers want products made from textiles that: DO HA VE WIDE RANGE Negative Ranks 2 8.50 17.00 

AND DEPTH TO COLOR 
Products made from 100% Wool: DO HA VE WIDE RANGE AND DEPTH Positive Ranks 21 12.33 259.00 

TOCOLOR r 
Ties 22 

Total 45 



N 
~ 
00 

Table 72 (Continued) 

Apparel Manufacturers 

Consumers want products made from textiles that: DO HA VE WIDE RANGE 
AND DEPTH TO COLOR 

Products made from 100% Mohair: DO HA VE WIDE RANGE AND DEPTH 
TOCOLORg 

Home Furnishings Manufacturers 

Consumers want products made from textiles that: DO HA VE WIDE RANGE 
AND DEPTH TO COLOR 

Products made from 100% Mohair: DO HA VE WIDE RANGE AND DEPTH 
TOCOLORh 

a(T = 20.00, N = 51 , p = .000) 
b(T = .00, N = 47, p = .000) 
c(T = .00, N = 50, p = .000) 
d(T = 32.00, N = 45 , p = .007) 
e(T = .00, N = 44, p = .000) 
r(T = 17.00, N = 45 , p = .000) 
g(T = .00, N = 16, p = .004) 
\T = 3.50, N = 13, p = .007) 

Ranks 

Negative Ranks 

Positive Ranks 

Ties 
Total 

Negative Ranks 

Positive Ranks 

Ties 
Total 

N Mean Sum of 
Rank Ranks 

0 .00 .00 

10 5.50 55.00 

6 
16 

1 3.50 3.50 

10 6.25 62.50 

2 
13 



made from textiles that: Do have wide range and depth to color and products made from 100% 

wool: Do have wide range and depth to color (T = 17.00, n = 45, p = .000). For all three 

statement comparisons, there were more positive ranks over the median than negative ranks 

below the median, thereby suggesting that participants tended to agree that consumers want 

products made from textiles that do have wide range and depth to color more than agreeing with 

the statements products made from 100% cotton do have wide range and depth to color, products 

made from 100% mohair do have wide range and depth to color, and products made from 100% 

wool do have wide range and depth to color. 

Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements consumers want products made from textiles 

that: Do have wide range and depth to color and products made from 100% mohair: Do have 

wide range and depth to color (T =.00, n = 16, p = .004). For the one statement comparison, 

there were more positive ranks over the median than negative ranks below the median, thereby 

suggesting that participants tended to agree that consumers want products made from textiles that 

do have wide range and depth to color more than agreeing with the statement products made 

from J 00% mohair do have wide range and depth to color. 

Among home furnishings manufacturers, post-hoc results indicated statistically 

significant differences between responses on the statements consumers want products made from 

textiles that: Do have wide range and depth to color and products made from 100% mohair: Do 

have wide range and depth to color (T = 3.50, n = 13, p = .007). For the one statement 

comparison, there were more positive ranks over the median than negative ranks below the 

median, thereby suggesting that participants tended to agree that consumers want products made 
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from textiles that do have wide range and depth to color more than agreeing with the statement 

products made from 100% mohair do have wide range and depth to color. 

Do need a proper care label. When comparing responses to the statements products 

made from 100% cotton do need a proper care label, products made from 100% mohair do need 

a proper care label, products made from 100% wool do need a proper care label, and consumers 

want products that do need a proper care label within each sample group, a Friedman test of 

median ranks indicated statistically significant differences within each of the four sample groups 

of apparel retailers (x 2 (3,n = 47) = 10.330, p = .016), home furnishings retailers (x2 (3,n = 44) = 

11.169, p = .011), apparel manufacturers (x2 (3,n = 15) = 9.716, p = .021), and home furnishings 

manufacturers (x2 (3,n = 11) = 1.843, p = .606) (see Table 73). The Wilcoxon Signed Ranks post

hoc analysis was used to determine, between the four statements, from where significant 

differences occurred within each of the sample groups (see Table 74). 

Among apparel retailers, post-hoc results indicated no statistically significant 

differences between responses to the statements. There were no more positive ranks over the 

median than negative ranks below the median. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements consumers want products made from textiles 

that: Do need a proper care label and products made from 100% mohair: Do need a proper care 

label (T = 93.50, n = 44, p = .007). For the one statement comparison, there were more positive 

ranks over the median than negative ranks below the median, thereby suggesting that participants 

tended to agree that consumers want products made from textiles that do need a proper care label 

more than agreeing with the statement products made from 100% mohair do need a proper care 

label. 
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Table 73 

Friedman Test: DO NEED A PROPER CARE LABEL 

Split Groups 100% 100% 100% What 
Cotton Mohair Wool Consumers 

Want 

Median Mean Median Mean Median Mean Median Mean 
Rank Rank Rank Rank 

Apparel 4.00 2.50 4.00 2.19 4.00 2.63 4.00 2.68 
Retailers a 

Home Furnishings 4.00 2.63 3.50 2.08 4.00 2.52 4.00 2.77 
Retailersb 

N 
Apparel 4.00 2.50 3.50 2.07 4.00 2.40 5.00 3.03 VI _. 

Manufacturersc 

Home Furnishings 4.00 2.50 4.00 2.18 4.00 2.55 4.50 2.77 

Manufacturers ct 

-
a x2 (3, n = 47) = 10.330, p = .016 
bx2 (3,n=44)= 11.169,p=.011 
c x2 (3, n = 15) = 9.716, p = .021 
d x2 (3, n = 11) = 1.843, p = .606 



N 
Vl 
N 

Table 74 

Wilcoxon Signed Ranks Post Hoc Test: DO NEED A PROPER CARE LABEL 

Home Furnishings Retailers 

Consumers want products made from textiles that: DO NEED A PROPER 
CARE LABEL 

Products made from 100% Mohair: DO NEED A PROPER CARE LABEL a 

a(T = 93.50, N = 44, p = .007) 

Ranks 

Negative Ranks 

Positive Ranks 
Ties 

Total 

N 

7 

22 
15 
44 

Mean 
Rank 

13.36 

15.52 

Sum of 
Ranks 

93.50 

341.50 



Among apparel manufacturers and home furnishings manufacturers, post-hoc results 

indicated no statistically significant differences between responses to the statements. There were 

no more positive ranks over the median than negative ranks below the median. 

Are a good value. When comparing responses to the statements products 

made from 100% cotton are a good value, products made from 100% mohair are a good value, 

products made from 100% wool are a good value, and consumers want products that are a good 

value within each sample group, a Friedman test of median ranks indicated statistically significant 

differences within each of the four sample groups of apparel retailers (x 2 (3,n = 47) = 80.565, 

p = .000), home furnishings retailers (x2 (3,n = 44) = 60.151, p = .000), apparel manufacturers 

(x2 (3,n = 15) = 32.112, p = .000), and home furnishings manufacturers (x2 (3,n = 12) = 22.432, 

p = .000) (see Table 75). The Wilcoxon Signed Ranks post-hoc analysis was used to determine, 

between the four statements, from where significant differences occurred within each of the 

sample groups (see Table 76). 

Among apparel retailers, post-hoc results indicated statistically significant differences 

between responses on the statements (a) consumers want products made from textiles that: Are a 

good value and products made from 100% cotton: Are a good value (T =22.00, n = 52, p = .000), 

(b) consumers want products made from textiles that: Are a good value and products made from 

100% mohair: Are a good value (T = .00, n = 47, p = .000), and (c) consumers want products 

made from textiles that: Are a good value and products made from 100% wool: Are a good value 

(T = 17.00, n = 50, p = .000). For all three statement comparisons, there were more positive 

ranks over the median than negative ranks below the median, thereby suggesting that participants 

tended to agree that consumers want products made from textiles that are a good value more than 

253 



N 
V\ 
~ 

Table 75 

Friedman Test: ARE A GOOD VALUE 

Split Groups 100% 
Cotton 

Median 

Apparel 4.00 
Retailers a 

Home Furnishings 4.00 
Retailersb 

Apparel 4.00 
Manufacturersc 

Home Furnishings 4.50 
Manufacturersd 

a x2 (3, n = 47) = 80.565, p = .000 
b x2 (3, n = 44) = 60.151 , p = .000 
c x2 (3 , n = 15) = 32.112, p = .000 
d x2 (3 , n = 12) = 22.432, p = .000 

100% 
Mohair 

Mean Median 
Rank 

2.65 3.00 

2.77 3.00 

2.67 3.00 

3.04 3.00 

100% What 
Wool Consumers 

Want 

Mean Median Mean Median Mean 
Rank Rank Rank 

1.41 4.00 2.62 5.00 3.32 

1.61 4.00 2.31 5.00 3.31 

1.47 4.00 2.07 5.00 3.80 

1.46 4.00 2.13 5.00 3.38 



Table 76 

Wilcoxon Signed Ranks Post Hoc Test: ARE A GOOD VALUE 

Ranks N Mean Sum of 
Rank Ranks 

Apparel Retailers 

Consumers want products made from textiles that: DO NEED A PROPER Negative Ranks 2 11.00 22.00 
CARE LABEL 

Products made from 100% Cotton: DO NEED A PROPER CARE LABEL a Positive Ranks 21 12.10 254.00 
Ties 29 

Total 52 

Consumers want products made from textiles that: DO NEED A PROPER Negative Ranks 0 .00 .00 

CARE LABEL 
N Products made from 100% Mohair: DO NEED A PROPER CARE LABEL b Positive Ranks 42 21.50 903.00 V't 
V't Ties 5 

Total 47 

Consumers want products made from textiles that: DO NEED A PROPER Negative Ranks 2 8.50 17.00 

CARE LABEL 
Products made from 100% Wool: DO NEED A PROPER CARE LABELc Positive Ranks 19 11.26 214.00 

Ties 29 
Total 50 

Home Furnishings Retailers 

Consumers want products made from textiles that: DO NEED A PROPER Negative Ranks 4 10.00 40.00 

CARE LABEL 
Products made from 100% Cotton: DO NEED A PROPER CARE LABEL d Positive Ranks 18 11.83 213.00 

Ties 24 
Total 46 



Table 76 (Continued) 

Ranks N Mean Sum of 
Rank Ranks 

Consumers want products made from textiles that: DO NEED A PROPER Negative Ranks 1 9.50 9.50 
CARE LABEL 

Products made from 100% Mohair: DO NEED A PROPER CARE LABEL e Positive Ranks 35 18.76 66.500 
Ties 8 

Total 44 

Consumers want products made from textiles that: DO NEED A PROPER Negative Ranks 2 10.50 21.00 
CARE LABEL 

Products made from 100% Wool: DO NEED A PROPER CARE LAB Ee Positive Ranks 26 14.81 385.00 
Ties 18 

Total 46 

N 
V'I Apparel Manufacturers 0,.. 

Consumers want products made from textiles that: DO NEED A PROPER Negative Ranks 0 .00 .00 
CARE LABEL 

Products made from 100% Cotton: DO NEED A PROPER CARE LABELg Positive Ranks 11 6.00 66.00 
Ties 8 

Total 19 

Consumers want products made from textiles that: DO NEED A PROPER Negative Ranks 0 .00 .00 

CARE LABEL 
Products made from 100% Mohair: DO NEED A PROPER CARE LABEL h Positive Ranks 15 8.00 120.00 

Ties 1 
Total 16 
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--..J 

Table 76 (Continued) 

Consumers want products made from textiles that: DO NEED A PROPER 
CARE LABEL 

Products made from 100% Wool: DO NEED A PROPER CARE LABELi 

Home Furnishings Manufacturers 

Consumers want products made from textiles that: DO NEED A PROPER 
CARE LABEL 

Products made from 100% Mohair: DO NEED A PROPER CARE LABELj 

Consumers want products made from textiles that: DO NEED A PROPER 
CARE LABEL 

Products made from 100% Wool: DO NEED A PROPER CARE LABEL k 

\T = 22.00, N = 52, p = .000) 
\T = .00, N = 47, p = .000) 
c(T = 17.00, N = 50, p = .000) 
d(T = 40.00, N = 46, p = .002) 
e(T = 9.50, N = 44, p = .000) 

Ranks 

Negative Ranks 

Positive Ranks 
Ties 

Total 

Negative Ranks 

Positive Ranks 
Ties 

Total 

Negative Ranks 

Positive Ranks 
Ties 

Total 

N Mean Sum of 
Rank Ranks 

0 .00 .00 

14 7.50 105.00 
3 

17 

0 .00 .00 

12 6.50 78.00 
1 

13 

0 .00 .00 

9 5.00 5.00 
5 

14 
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r(T = 21.00, N = 46, p = .000) 
g(T = .00, N = 19, p = .002) 
\T = .00, N = 16, p = .002) 
\T = .00, N = 17, p = .001) 
j(T = .00, N = 13, p = .001) 
\T = .00, N = 14, p = .007) 



agreeing with the statements products made from 100% cotton are a good value, products made 

from 100% mohair are a good value, and products made from 100% wool are a good value. 

Among home furnishings retailers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Are a good value and products made from 100% cotton: Are a good value (T = 40.00, 

n = 46, p = .002), (b) consumers want products made from textiles that: Are a good value and 

products made from 100% mohair: Are a good value (T = 9.50, n = 44, p = .000), and 

( c) consumers want products made from textiles that: Are a good value and products made from 

100% wool: Are a good value (T = 21.00, n = 46, p = .000). For all three statement comparisons, 

there were more positive ranks over the median than negative ranks below the median, thereby 

suggesting that participants tended to agree that consumers want products made from textiles that 

are a good value more than agreeing with the statements products made from 100% cotton are a 

good value, products made from 100% mohair are a good value, and products made from 100% 

wool are a good value. 

Among apparel manufacturers, post-hoc results indicated statistically significant 

differences between responses on the statements (a) consumers want products made from textiles 

that: Are a good value and products made from 100% cotton: Are a good value (T = .00, n = 19, 

p = .002), (b) consumers want products made from textiles that: Are a good value and products 

made from 100% mohair: Are a good value (T = .00, n = 16, p = .002), and (c) consumers want 

products made from textiles that: Are a good value and products made from 100% wool: Are a 

good value (T = .00, n = 17, p = .001). For all three statement comparisons, there were more 

positive ranks over the median than negative ranks below the median, thereby suggesting that 

participants tended to agree that consumers want products made from textiles that are a good 
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value more than agreeing with the statements products made from 100% cotton are a good value, 

products made from 100% mohair are a good value, and products made from 100% wool are a 

good value. 

Among home furnishings manufacturers, post-hoc results indicated statistically 

significant differences between responses on the statements (a) consumers want products made 

from textiles that: Are a good value and products made from 100% mohair: Are a good value 

(T = .00, n = 13, p = .001) and (b) consumers want products made from textiles that: Are a good 

value and products made from 100% wool: Are a good value (T = .00, n = 14, p = .007). For two 

of the three statement comparisons, there were more positive ranks over the median than negative 

ranks below the median, thereby suggesting that participants tended to agree that consumers want 

products made from textiles that are a good value more than agreeing with the statements 

products made from 100% mohair are a good value and products made from 100% wool are a 

good value. 

Because there were significant differences between (a) beliefs about what performance 

and care characteristics consumers want from textile products, and (b) knowledge of the 

performance and care characteristics of products made from 100% cotton, 100% mohair and 

100% wool among each of the four groups of participants to each of the 23 statements, 

Hypothesis 6 was accepted. 

Summary of Data Analysis 

In summary of the analyses of findings related to the six hypotheses, significance was 

identified through the use of the Kruskal-Wallis nonparametric analysis of variance and the 

Mann-Whitney post-hoc. Through observation of all tables, Hypothesis 1 testing indicated 
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apparel manufacturers, home furnishings manufacturers, apparel retailers, and home furnishings 

retailers had high levels of knowledge about products made from 100% cotton. The majority had 

realistic understandings about characteristics and care methods for cotton. Between groups, 

retailers in particular appeared to have very high levels of knowledge of cotton. Thus, Hypothesis 

1 was partially accepted. 

The Kruskal-Wallis test for Hypothesis 2 indicated that apparel manufacturers, home 

furnishings manufacturers, apparel retailers, and home furnishings retailers had low levels of 

knowledge about products made from 100% mohair. Many were undecided or did not know 

about the majority of statements regarding the characteristics and care of products made from 

mohair fibers. Between groups, apparel retailers, in particular, appeared to have the highest level 

of knowledge and apparel manufacturers appeared to have very low levels of knowledge of 

mohair. Hypothesis 2 was rejected. 

Hypothesis 3 testing indicated that apparel manufacturers, home furnishings 

manufacturers, apparel retailers, and home furnishings retailers have moderate levels of 

knowledge about products made from 100% wool. The majority had realistic understandings 

about the characteristics and care methods for wool. Between groups, retailers in particular 

appeared to have very high levels of knowledge of wool. Hypothesis 3 was partially accepted. 

The Kruskal-Wallis test was used for Hypothesis 4 for the four subject groups on all 

statements under What do you think consumers want from products made from textiles?. For all 

statements, there were no significant differences between the groups as all groups tended to 

respond to statements in the same way, thus demonstrating the same beliefs about what they think 

consumers want from products made from textiles. Hypothesis 4 was rejected. 
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For Hypothesis 5, a Kruskal-Wallis nonparametric analysis of variance was used to 

compare the medians for the four subject groups on all statements under What do you think is 

important to consumers?. Post-hoc analyses utilized the Mann-Whitney test to determine from 

which group statistical significance was attained. For one statement, color of the item, there were 

significant differences between the four groups on the mean scores. Post hoc results indicated 

that apparel retailers were significantly more likely to agree to the statement than home 

furnishings retailers were. Additional post hoc results indicated that apparel manufacturers were 

significantly more likely to agree to the statement than home furnishings retailers were, and 

apparel retailers were significantly more likely to agree to the statement than home furnishings 

manufacturers. For all other statements, there were no significant differences between the groups. 

Hypothesis 5 was partially accepted. 

Hypothesis 6 determined if there were significant differences between the responses 

given by each sample group for (a) beliefs about what performance and care characteristics 

consumers want from textile products and (b) knowledge of the performance and care 

characteristics of products made from 100% cotton, 100% mohair, and 100% wool. 

A Friedman nonparametric test was used to develop mean ranks for each statement. Post-hoc 

analyses utilized the Wilcoxon Signed Ranks test to determine, between the four statements, from 

where significant differences occurred within each of the sample groups. Because there were 

significant differences in each of the 23 statements, Hypothesis 6 was accepted. 
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CHAPTER V 

SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS 

During the past several decades, competition for consumers' dollars is keen at every level 

within the fashion industry, in both apparel and home furnishings. Manufacturers are opening 

their own stores as well as selling to existing stores, and retailers are developing private-label 

products that are offered directly to consumers through their own stores. In addition, the ready

to-wear industry and the home furnishings industry have become increasingly interconnected as a 

growing number of apparel companies have ventured into designing, producing, marketing, and 

distributing home furnishings. Thus, with the lines between market levels becoming more 

blurred, it is harder to maintain and develop customer loyalty. To remain competitive, it is 

becoming more important for producers and manufacturers of sewn products to focus their efforts 

on maintaining the customer markets they currently hold, promoting the strengths and 

characteristics of their product, and researching new and/or modified end uses of their product. 

Leaming how to more effectively meet consumer needs and wants involves researching 

the factors consumers' use in making purchasing decisions. It is essential that apparel and home 

furnishings manufacturers and retailers provide products and/or services that consumers actually 

need and want. By determining whether distinct identifiable segments exist based on customer 

expectations, manufacturers and retailers can more accurately identify target markets that could 

lead to increased retail sales and, hopefully, customer loyalty. 

In order to learn more about the wants and needs of consumers, researchers have used 

intrinsic and extrinsic attributes related to textiles and apparel to investigate overall judgments 
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made by consumers toward sewn products. Intrinsic cues refer to product attributes that are 

inherent in the product ( e.g., fiber content, style, color), while extrinsic cues are attributes that do 

not form part of the physical product, but are added by retailers and manufacturers ( e.g. brand 

name, price, package). Results of numerous research studies related to intrinsic and extrinsic 

attributes of apparel have indicated that consumers frequently select fabric content, wear or fit, 

performance, style, construction, price, brand name, and color/pattern as the most valuable 

apparel attributes (Abraham-Murali & Littrell, 1995; Davis, 1987; Eckman, Damhorst, & 

Kadolph, 1990; Forsythe & Thomas, 1989; Heisey, 1990; Rogers & Lutz, 1999). Results of 

these same studies indicated that fiber content of fabrics was an important attribute considered 

when purchasing or rejecting sewn products. 

Over the past 40 years, there has been an increase in popularity of sewn products made of 

manufactured fabrics and, except for cotton, a decrease in the production and use of natural 

fabrics in many sewn-product categories. As a result, manufacturers and retailers who produce 

and sell sewn products more regularly utilize manufactured fibers than natural fabrics. For the 

producers of natural fibers, particularly cotton, wool, and mohair, the three most prevalent natural 

fibers produced in the U.S., understanding the reasons why manufacturers and retailers do not use 

natural fibers is important. Therefore, learning more about the knowledge and beliefs regarding 

natural fibers that exist among manufacturers and retailers will allow producers to more 

thoroughly understand the reasons behind the use and non use of natural fibers. 

Ultimately, the higher the levels of knowledge that a manufacturer or a retailer has about 

textile products, in addition to understanding what consumers want when purchasing textile 

products, the more competitive advantage is increased. In spite of the importance, few studies 

have investigated the levels of knowledge about and perceptions of textiles products possessed by 
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manufacturers or retailers. As a result, this study examined potentially relevant criteria for use by 

all levels of the fashion industry, both apparel and home furnishings. 

Because the apparel and home furnishings markets are highly diverse and competitive, 

learning more about the knowledge and perceptions regarding natural fibers that exist among 

industry members will allow producers, to more thoroughly understand the reasons behind the use 

and nonuse of natural fibers among industry members. Hopefully, understanding the reasons 

behind nonuse of natural fibers will allow the reversal of negative beliefs about natural fibers and 

remove barriers in order to increase the consumption of natural fibers. 

The current study was conducted to (a) analyze and compare levels of knowledge about 

the fiber utilization, characteristics, and care of cotton, mohair, and wool among Texas 

manufacturers and United States retailers of apparel and home furnishing sewn products, and (b) 

investigate manufacturers' and retailers' beliefs about what consumers want from products made 

from textiles, and what is important to consumers when purchasing apparel and/or home 

furnishing sewn products. This chapter summarizes the study, identifies major findings, and 

reports conclusions based on analysis and interpretation of the data. In addition, 

recommendations for further research based on the findings of the study are made. 

Summary of the Study 

The primary purpose of this study was to analyze and compare levels of knowledge about 

the fiber utilization, characteristics, and care of cotton, mohair, and wool among Texas 

manufacturers and United States retailers of apparel and home furnishings sewn products. A 

secondary purpose was to investigate manufacturers' and retailers' beliefs about what consumers 
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want from products made from textiles, and what is important to consumers when purchasing 

apparel and/or home furnishings sewn products. 

The framework for evaluating levels of knowledge of cotton, mohair, and wool was 

partially adapted from previous research (Abraham-Murali, & Littrell, 1995); however, the 

hypotheses and evaluative instruments were developed specifically for this study. Ultimately, it 

was hypothesized that participants' levels of knowledge would vary according to fiber type. 

Additionally, it was hypothesized that participants would have differing beliefs about what 

consumers want from products made from textiles and what is important to consumers when 

purchasing apparel and/or home furnishings sewn products. 

The populations for this study were manufacturers in Texas and retailers in the United 

States. To select the study sample, the researcher used systematic sampling, a type of probability 

sampling, which is a simple alternative to random sampling when long lists are used (Babbie, 

1992). "Systematic sampling gives all members of the target population an equal chance of being 

selected. However, only the first element in the sample is chosen from a random numbers table. 

After that, elements are chosen systematically" (Salant & Dillman, 1994, p. 62). 

A self-administered questionnaire was developed that included four sections designed to 

elicit general company information, knowledge of cotton, mohair, and wool, what consumers 

want when purchasing textile products, and participant information. The questionnaire was pilot 

tested with a group that was systematically sampled from the two separate mailing lists; 20 Texas 

manufacturers and 30 U.S. retailers. In the summer of 2001, the pilot tests were mailed and 

included a cover letter, the questionnaire, and a elf-addr ssed stamped envelope. A total of six 

questionnaires from four retailers and two manufacturers were returned and usable for a 12% 
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response rate. Of the 20 mailings to manufacturers, six were returned undeliverable, which 

increased the overall response rate to 14%. 

Based on the results of the pilot test, the following six changes were made: 

I. Instructions for completing the questionnaire, based on whether the participant sold or 

manufactured either apparel or home furnishing products, were simplified. 

2. The apparel size category "infants" was added as a choice under the question What 

apparel size categories does your company manufacture/sell? 

3. The fiber lyocell was removed as one of the choices for fibers for the question What 

are the predominant fibers found in the fabrics your company normally manufacturers/purchases 

for apparel/and or home furnishings? 

4. One of the responses on the modified Likert scale for the statements that applied to 

their levels of knowledge about cotton, mohair, and wool products was modified. Initially, the 

five responses included Strongly Agree, Agree, Undecided, Disagree, and Strongly Disagree. A 

change was made to the response Undecided, to read Undecided/Do Not Know. 

5. The inside back cover was enhanced with an outside border and a larger font to 

encourage the participants to feel free to make written comments concerning the research, 

sections of the survey, or specific questions. 

6. The following statement was added to the back cover: Your contribution to this effort 

is greatly appreciated. If you would like a summary of the results, please print your name and 

address on the back of the return envelope (not on this survey). We will see that you get a copy of 

the results. 

The data for the main study were collected from the revised questionnaires and were 

analyzed using a variety of statistical methods. Information regarding Texas manufacturers and 
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United States retailers' levels of knowledge were obtained through responses to questionnaires 

developed specifically for each group. Data was collected in the summer of 2001 through self

administered mail questionnaires sent to a representative sample of manufacturers in Texas and 

retailers in the United States. A total of 934 questionnaires were mailed to companies chosen 

through systematic sampling to participate in the investigation, of which 74 were returned 

undeliverable. A total of 159 questionnaires were returned by participants, of which 153 were 

usable, yielding an overall response rate of 17. 79%. 

Data were analyzed through a variety of statistical methods. Information about 

participants, participants' companies, and question responses were reported in frequencies and 

percentages. The Kruskal-Wallis and Mann-Whitney tests were used to evaluate whether or not 

groups differed on the knowledge and belief statements. Results were considered significant at 

the .05 level. The Friedman non-parametric test and the Wilcoxon Signed Ranks test were used 

to determine differences between what industry members think consumers want from products 

made from textiles, and what industry members know about the performance and care 

characteristics of products made from cotton, mohair, and wool. When analyzing results, the 

Bonferroni adjustment of significance levels was used, thus, a revised alpha of .008 was the 

critical value against which post hoc test results were compared. 

Findings of the Study 

Data used to determine the findings of the study were collected through the use of self

administered mail questionnaires. The instrument was designed to elicit responses from apparel 

and home furnishings manufacturers and retailers. The questionnaire was constructed to obtain 

information regarding company profiles, participants' individual demographic profiles, 
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knowledge about 100% cotton products, knowledge about 100% mohair products, knowledge 

about 100% wool products, beliefs about what consumers want from products made from textiles, 

and beliefs about what is important to consumers when purchasing apparel or home furnishings 

products. Data were analyzed for frequency and percentage distributions, underlying dimensions, 

and statistical significance. A summation of the findings of the study follows. 

Company Profiles 

General company information for all participants in the study was analyzed to develop an 

overall company profile. Participants (N = 15 3) included 3 3 companies (21. 6%) that had been in 

business for 51 to 74 years, 31 companies (20.3%) that had been in business 21 to 30 years, and 

23 companies (21.6%) that had been in business for 41 to 50 years. The largest percentage of 

participants indicated the company's average sales per year were under $50 million (88.9%). The 

primary type of retail format used/sold to was 75.8% specialty stores and 13.1 % boutiques. The 

primary ways in which companies sourced and distributed merchandise were through a 

manufacturer's representative (56.9%), an independent sales representative (43.8%), and a 

wholesaler (38.6%). 

The predominant fibers found in the fabrics the company normally purchased or 

produced for apparel and home furnishings indicated that both manufacturers and retailers 

utilized fabrics containing a wide variety of natural and manufactured fibers. Among all 

participants cotton was used by 91.5%, polyester was used by 77.8%, nylon was used by 39.9%, 

and wool and acrylic were both used by 39.2%. The fiber used by the fewest number of 

participants was mohair (5.9%). 
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Among both apparel manufacturers and retailers (N = 86), 66.3% indicated moderate as 

the apparel price ranges sold/manufactured, and 64.0% indicated better. The apparel categories 

most often sold/produced by the participant companies were men's (62.8%), women's (46.5%), 

misses (40.7%), and boy's (40.7%). The apparel merchandise categories sold or produced by the 

participant companies were mainly casual wear (70.9%), sportswear (61.6%), and outerwear 

(55.8%}. 

Among both home furnishings manufacturers and retailers (N = 67), 73 .1 % indicated 

medium as the price range sold/produced. The home furnishings merchandise categories sold or 

produced by the participant companies were mainly upholstered furniture (65.7%), bedding 

(61.2%), bedding ensembles (50.7%), and throw pillows (46.3%). 

Individual Profiles 

The majority of participants in the study were either company owners or presidents and 

possessed both maturity and experience. The total participants (N = 153) in the study included 

47.1% who were the owners of the company, 16.3% who were the president of the company, and 

11.1 % who were buyers. Study results indicated that 33.3% were 46 to 55 years of age, 28.1 % 

were 56 to 65 years of age, and 24.2% were 36 to 45 years of age. The breakdown by gender 

indicated 52.3% were male and 45.8% were female. 

When asked about the number of years of experience in the industry, 23.5% selected 21 

to 25 years, 18.3% selected 26 to 30 years, and 13.7% selected 31 to 35 years. Twenty-five 

percent of the participants had some college as the highest level of education attained, while 

39.9% had graduated from a four-year college/university. When asked about courses taken at a 

college/university as part ofa degree program, 43.1% reported marketing, 19.0% indicated 
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retailing, 15.7% indicated fashion/retail merchandising, and 13.7% selected textiles. For courses, 

workshops, programs, and seminars taken as continuing education, 24.8% stated retailing, 23 .5% 

indicated marketing, and 16.3% selected retail buying. 

Knowledge About Products Made from Cotton, Mohair, and Wool 

Participants were asked about their knowledge of products made from 100% cotton, 

100% mohair, and 100% wool. Questions 1 through 23 under What do you know about cotton?, 

What do you know about mohair?, and What do you know about wool? required participants to 

respond to 23 statements regarding knowledge about products, in general, made from cotton, 

mohair, and wool. Specifically, questions focused on product characteristics and product care. 

Participants rated each statement to the extent the statement applied to their levels of knowledge 

about products on a modified Likert scale listing five responses ranging from strongly agree to 

strongly disagree. 

Regarding overall knowledge of products made from 100% cotton among the four subject 

groups, the greatest percentage of participants accurately indicated strongly agree/agree to the 

statements are not itchy or irritating to the skin (87.4%), are soft and can be worn year round 

(85.1 %), do need a proper care label (83.8%), are cool (82.6%), are a good value (82.1 %), do 

have a wide range and depth to color (81.8%), can be machine washed (79.0%), can be safely 

treated for stains (74.7%), are easy to care for (73.7%), look good after several washings 

(66.4%), can be dry cleaned (64.7%), do need ironing, (64.0%), provide warmth (62.0%), do 

not form pills in use (61.9%), do hang well (53.0%), do not have shiny marks (49.5%), and can 

safely be bleached (48.2%). In contrast, the greatest percentage of participants responded 
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strongly disagree/disagree to the statements do not wrinkle (75.8%), do not shrink (72.2%), do 

not have color fading (59.4%), and do not soil easily (45.0%). 

Regarding overall knowledge of products made from 100% mohair among the four 

subject groups, a relatively small number of participants accurately indicated strongly agree/agree 

to the statements provide warmth (51.3%), do need a proper care label (47.8%), are soft (47.7%), 

can be dry cleaned (41.7%), and do not wrinkle (35.0%), and strongly disagree/agree to the 

statement are not itchy or irritating to the skin (38.0%). Subsequently, the majority of 

participants responded undecided/do not know to the remaining statements concerning mohair. 

Regarding overall knowledge of products made from I 00% wool among the four subject 

groups, the greatest percentage of participants accurately indicated strongly agree/agree to the 

statements provide warmth (78.7%), do need a proper care label (69.5%), do have wide range 

and depth to color (67.3%), do hang well (60.0%), are a good value (59.0%), are soft (57.3%), 

can be safely treated for stains ( 43. 7% ), do need ironing ( 43 .2% ), do not have color fading 

(43.1%), are easy to care for (40.3%), do not soil easily (39.2) do not stretch out in use (37.9%), 

and do not wrinkle (37.6%). In contrast, the greatest percentage of participants responded 

strongly disagree/disagree to the statements are not itchy or irritating to the skin (59.7%), can 

safely be bleached (54.1%), and do not shrink (52.7%). 

Overall responses indicated high levels of knowledge about the characteristics and care of 

products, in general, made from I 00% cotton, while indicating varying levels of knowledge about 

I 00% wool and low levels of knowledge about 100% mohair. Responses about levels of 

knowledge about products made from cotton, mohair, and wool, seemed to mirror usage levels 

for both manufacturers and retailers. 
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What Consumers Want From Products Made From Textiles 

Participants were asked their beliefs about what consumers want when purchasing 

products made from textiles. Questions 1 through 23 under What do you think consumers want 

from products made from textiles? required participants to respond to 23 statements regarding 

beliefs about what consumers want, in general, when purchasing apparel or home furnishings 

products made from textiles. Specifically, questions focused on product characteristics and 

product care. Participants rated each statement to the extent the statement applied to their levels 

of beliefs about products on a modified Likert scale listing five responses ranging from strongly 

agree to strongly disagree. Beliefs about what consumers want, in general, when purchasing 

apparel or home furnishings products made from textiles was elicited and responses summarized 

from all participants in each sample group. 

Regarding overall beliefs about what consumers want from products made from textiles 

among the four subject groups, the greatest percentage of participants indicated strongly 

agree/agree to the statements are a good value (95.1 %), do not shrink (94. l %), do hang well 

(93 .8% ), are not itchy/irritating to the skin (93 .1 % ), do not stretch out in use, do not have color 

fading, and do have wide range/depth to color (91.7%), can be safely treated for stains (89.4%), 

look good after several washings (89.3%), do not soil easily (88.5%), do not form pills in use, and 

are soft (87.1 %) can be machine washed (86.7%), do not wrinkle (86.6%), do need a proper care 

label (85.1%), are easy to care for (84.7%), are cool (82.7%),provide warmth (81.4%), can be 

worn year round (77.8%), do not have shiny marks (73.0), can safely be bleached (62.5%), and 

can be dry cleaned (53.6%). In contrast, the greatest percentage of participants responded 

strongly disagree/disagree to the statement do need ironing (53.8%). 
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What is Important to Consumers 

Participants were asked their beliefs about what is important to consumers when 

purchasing apparel or home furnishings sewn products. Questions 1 through 22 under What do 

you think is important to consumers? required participants to respond to 22 statements regarding 

beliefs about what consumers think are important when purchasing apparel or home furnishings 

products. Specifically, questions focused on beliefs about factors such as value, brand name, 

fashion level, country of origin, and appropriateness. Participants rated each statement to the 

extent the statement applied to their levels of knowledge about products on a modified Likert 

scale listing five responses ranging from always important to never important. Beliefs about what 

is important to consumers when purchasing apparel or home furnishings products was elicited 

and responses summarized from all participants in each sample group. 

Regarding overall beliefs about what do you think is important to consumers when 

purchasing products made from textiles among the four subject groups, participants indicated 

always important to the statements color of the item (55.4%), quality of construction (53.7%), 

good value for the money (49.9%), appropriate for the climate (46.8%), and appropriate for 

lifestyle (47.5%). Participants indicated often important to the statements how fashionable the 

item is (50.5%),pattern or design of the fabric (45.1 %), cost of the item (45.0%), reputation of 

the retailer (44.8%),fiber content of the fabric (44.4%), brand name or label of the item (40.5%), 

allows for individual creativity (39.8%), is unique or different (38.0%), reputation of the 

manufacturer (37.1 %), information on the care label (36.5%), and prestige of the item (35.4%). 

Participants indicated sometimes important to the statement specific blend in fabric ( 40 .4 % ) . In 

contrast participants indicated rarely important to the statements country where fiber was 

produced (42.7%), country where item was made (36.0%), location of the care label (30.9%). 
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product or sample actually tested (30.5%), and crafted with pride in the USA (30.0%). The 

greatest majority of participants indicated always, often, sometimes, or rarely as responses to the 

statements, the selection never was the least selected response. 

Hypotheses 

Six hypotheses were designed for this study. Data were tested to determine if significant 

relationships existed between apparel manufacturers, home furnishings manufacturers, apparel 

retailers, and home furnishings retailers with respect to knowledge about fiber characteristics and 

care, as well as to beliefs about what is important to consumers. Prior to administration of the 

statistical tests, mean scores were calculated on each knowledge and belief statement for each 

subject group based on data collected. Hypotheses 1 through 5 were tested using the Kruskal-

W allis test and the Mann-Whitney U test to evaluate whether or not mean scores differed between 

groups on the knowledge and belief statements. For all statistical tests, differences were 

considered representative of significant results at the .05 probability level. Hypothesis 6 used a 

Friedman non-parametric test and the Wilcoxon Signed Ranks post-hoc test. When analyzing the 

results of Hypothesis 6, the Bonferroni adjustment for signifance levels technique was used to 

adjust the alpha, meaning that a revised alpha of .008 was the critical value against which post

hoc test results were compared (Huck, 2000). 

Hypothesis 1 

Hypothesis 1 read as follows: There will be significant differences in knowledge of the 

performance and care characteristics of products made from 100% cotton between the following 

groups: apparel retailers, apparel manufacturers, home furnishings retailers, and home furnishing 

manufacturers. Responses to statements regarding What do you know about cotton? were 
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utilized to test Hypothesis 1. After the Kruskal-Wallis non-parametric analysis of variance was 

used to compare medians, the Mann-Whitney test determined that there were significant 

differences between the four subject groups on the statement are easy to care/or as apparel 

manufacturers were significantly more likely to agree to the statement than apparel retailers. For 

all other statements, there were no significant differences between the groups. Therefore, 

Hypothesis 1 was partially accepted. 

Hypothesis 2 

Hypothesis 2 read as follows: There will be significant differences in knowledge of the 

performance and care characteristics of products made from 100% mohair between the following 

groups: apparel retailers, home furnishings retailers, apparel manufacturers, and home furnishing 

manufacturers. 

Responses to statements regarding What do you know about mohair? were utilized to test 

Hypothesis 2. Use of the Kruskal-Wallis non-parametric analysis of variance to compare 

medians indicated no significant differences between the four subject groups. Therefore, 

Hypothesis 2 was rejected. 

Hypothesis 3 

Hypothesis 3 read as follows: There will be significant differences in knowledge of the 

performance and care characteristics of products made from I 00% wool between the following 

groups: apparel retailers, home furnishings retailers, apparel manufacturers, and home furnishing 

manufacturers. 

Responses to statements regarding What do you know about wool? were utilized to test 

Hypothesis 3. After the Kruskal-Wallis non-parametric analysis of variance was used to compare 

medians, the Mann-Whitney test determined that there were significant differences between the 
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four subject groups on the statement do not soil easily, are not itchy or irritating to the skin, can 

be worn year round, can safely be treated for stains, and are a good value. 

For the statement do not soil easily, apparel retailers were more likely to agree than 

apparel manufacturers and home furnishings manufacturers, and home furnishings retailers were 

more likely to agree than apparel manufacturers. For the statement are not itchy or irritating to 

the skin, home furnishings retailers were more likely to agree than apparel retailers. For the 

statement can be worn year round, apparel retailers were more likely to agree than home 

furnishings retailers, apparel manufacturers, and home furnishings manufacturers. For the 

statement can safely be treated for stains, apparel retailers were more likely to agree than home 

furnishings retailers and home furnishings manufacturers. For the statement are a good value, 

apparel retailers were more likely to agree than apparel manufacturers. For all other statements, 

there were no significant differences between the groups. Therefore, Hypothesis 3 was partially 

accepted. 

Hypothesis 4 

Hypothesis 4 read as follows: There will be significant differences in beliefs about what 

consumers want from products made from textiles when purchasing apparel or home furnishings 

products between the following groups: apparel retailers, home furnishings retailers, apparel 

manufacturers, and home furnishing manufacturers. 

Responses to statements regarding What do you think consumers want from products 

made from textiles? were utilized to test Hypothesis 4. Use of the Kruskal-Wallis non-parametric 

analysis of variance to compare medians indicated no significant differences between the four 

subject groups. Therefore, Hypothesis 4 was rejected. 
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Hypothesis 5 

Hypothesis 5 read as follows: There will be significant differences in beliefs about what 

is important to consumers when purchasing apparel or home furnishings products between the 

following groups: apparel retailers, home furnishings retailers, apparel manufacturers, and home 

furnishing manufacturers. 

Responses to statements regarding What do you think is important to consumers? were 

utilized to test Hypothesis 5. After the Kruskal-Wallis non-parametric analysis of variance was 

used to compare medians, the Mann-Whitney test determined that there were significant 

differences between the four subject groups on the statement color of the item. Apparel retailers 

were more likely to agree than home furnishings retailers and home furnishings manufacturers, 

and apparel manufacturers were more likely to agree than home furnishings retailers. Therefore, 

Hypothesis 5 was partially accepted. 

Hypothesis 6 

Hypothesis 6 read as follows: There will be significant differences between (a) beliefs 

about what performance and care characteristics consumers want from textile products, and 

(b) knowledge of the performance and care characteristics of products made from 100% cotton, 

100% mohair, and 100% wool among the following groups: apparel retailers, home furnishings 

retailers, apparel manufacturers, and home furnishing manufacturers. 

Responses to statements regarding What do you know about cotton?, What do you know 

about mohair?, What do you know about wool?, and What do you think consumers want from 

products made from textiles? were utilized to test Hypothesis 6. After the Friedman non

parametric test was used to compare medians, the Wilcoxon Signed Ranks test determined that 

there were significant differences between the four subject groups on the statements do not 
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shrink, do hang well, do not stretch out in use, do not wrinkle, do not soil easily, are not itchy or 

irritating to the skin, do not form pills in use, are soft, provide warmth, are cool, can be worn 

year round, look good after several washings, can be machine washed, can be dry cleaned, can 

safely be treated for stains, do need ironing, do not have shiny marks after ironing, can safely be 

bleached, are easy to care for, do not have color fading, do have wide range and depth to color, 

do need a proper care label, and are a good value. 

Products made from 100% cotton. Among the apparel retailers subject group, 

participants significantly tended to agree more with the concepts that consumers want products 

made from textiles that do not shrink, do hang well, do not stretch out in use, do not wrinkle, do 

not soil easily, do not form pills in use, provide warmth, look good after several washings, can 

safely be treated for stains, do not have shiny marks after ironing, are easy to care for, do not 

have color fading, do have wide range and depth to color, and are a good value than with the 

concepts that products made from I 00% cotton have those same characteristics. In contrast, the 

group did not tend to agree more with the concepts that consumers want products made from 

textiles that are not itchy or irritating to the skin, are soft, are cool, can be worn year round, can 

be machine washed, can be dry cleaned, do need ironing, can safely be bleached, and do need a 

proper care label than with the concepts that consumers want products made from I 00% cotton 

have those same characteristics. 

Among the apparel manufacturers subject group, participants significantly tended to 

agree more with the concepts that consumers want products made from textiles that do not shrink, 

do hang well, do not stretch out in use, do not soil easily, are not itchy or irritating to the skin, 

provide warmth, look good after several washings, do not have shiny marks after ironing, can 

safely be bleached, are easy to care for, do not have color fading, and are a good value than with 
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the concepts that products made from 100% cotton have those same characteristics. In contrast, 

the group did not tend to agree more with the concepts that consumers want products made from 

textiles that do not wrinkle, do not form pills in use, are soft, are cool, can be worn year round, 

can be machine washed, can be dry cleaned, can safely be treated for stains, do need ironing, do 

have wide range and depth to color, and do need a proper care label than with the concepts that 

consumers want products made from 100% cotton have those same characteristics. 

Among the home furnishings retailers subject group, participants significantly tended to 

agree more with the concepts that consumers want products made from textiles that do not shrink, 

do not stretch out in use, do not wrinkle, do not soil easily, do not form pills in use, look good 

after several washings, can safely be treated for stains, do not have shiny marks after ironing, are 

easy to care for, do not have color fading, do have wide range and depth to color, and are a good 

value than with the concepts that products made from 100% cotton have those same 

characteristics. In contrast, the group did not tend to agree more with the concepts that 

consumers want products made from textiles that do hang well, are not itchy or irritating to the 

skin, are soft, provide warmth, are cool, can be worn year round, can be machine washed, can be 

dry cleaned, do need ironing, can safely be bleached, and do need a proper care label than with 

the concepts that consumers want products made from 100% cotton have those same 

characteristics. 

Among the home furnishings manufacturers subject group, participants significantly 

tended to agree more with the concepts that consumers want products made from textiles that do 

not stretch out in use, do not soil easily, do not form pills in use, and look good after several 

washings than with the concepts that products made from 100% cotton have those same 

characteristics. In contrast, the group did not tend to agree more with the concepts that 
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consumers want products made from textiles that do not shrink, do hang well, do not wrinkle, are 

not itchy or irritating to the skin, are soft, provide warmth, are cool, can be worn year round, can 

be machine washed, can be dry cleaned, can safely be treated for stains, do need ironing, do not 

have shiny marks after ironing, can safely be bleached, are easy to care for, do not have color 

fading, do have wide range and depth to color, do need a proper care label, and are a good value 

than with the concepts that consumers want products made from 100% cotton have those same 

characteristics. 

Products made from 100% mohair. Among the apparel retailers subject group, 

participants significantly tended to agree more with the concepts that consumers want products 

made from textiles that do not shrink, do hang well, do not stretch out in use, do not wrinkle, do 

not soil easily, are not itchy or irritating to the skin, do not form pills in use, are soft, provide 

warmth, are cool, can be worn year round, look good after several washings, can be machine 

washed, can safely be treated for stains, do need ironing, do not have shiny marks after ironing, 

are easy to care for, do not have color fading, do have wide range and depth to color, and are a 

good value than with the concepts that products made from 100% mohair have those same 

characteristics. In contrast, the group did not tend to agree more with the concepts that 

consumers want products made from textiles that can be dry cleaned, can safely be bleached, and 

do need a proper care label than with the concepts that consumers want products made from 

100% mohair have those same characteristics. 

Among the apparel manufacturers subject group, participants significantly tended to 

agree more with the concepts that consumers want products made from textiles that do not shrink, 

do hang well, do not stretch out in use, do not wrinkle, do not soil easily, are not itchy or 

irritating to the skin, do not form pills in use, are soft, are cool, look good after several washings, 
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can be machine washed, can safely be treated for stains, are easy to care for, do not have color 

fading, do have wide range and depth to color, and are a good value than with the concepts that 

products made from 100% mohair have those same characteristics. In contrast, the group did not 

tend to agree more with the concepts that consumers want products made from textiles that 

provide warmth, can be worn year round, can be dry cleaned, do need ironing, do not have shiny 

marks after ironing, can safely be bleached, and do need a proper care label than with the 

concepts that consumers want products made from 100% mohair have those same characteristics. 

Among the home furnishings retailers subject group, participants significantly tended to 

agree more with the concepts that consumers want products made from textiles that do not shrink, 

do hang well, do not stretch out in use, do not wrinkle, do not soil easily, are not itchy or 

irritating to the skin, do not form pills in use, are soft, are cool, can be worn year round, look 

good after several washings, can be machine washed, can safely be treated for stains, do not have 

shiny marks after ironing, are easy to care for, do not have color fading, do have wide range and 

depth to color, do need a proper care label, and are a good value than with the concepts that 

products made from 100% mohair have those same characteristics. In contrast, the group did not 

tend to agree more with the concepts that consumers want products made from textiles that 

provide warmth, can be dry cleaned, do need ironing, and can safely be bleached than with the 

concepts that consumers want products made from 100% mohair have those same characteristics. 

Among the home furnishings manufacturers group, participants significantly tended to 

agree more with the concepts that consumers want products made from textiles that do not shrink, 

do hang well, do not stretch out in use, do not soil easily, do not form pills in use, can be machine 

washed, can safely be treated for stains, are easy to care for, do not have color fading, do have 

wide range and depth to color, and are a good value than with the concepts that products made 
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from 100% mohair have those same characteristics. In contrast, the group did not tend to agree 

more with the concepts that consumers want products made from textiles that do not wrinkle, are 

not itchy or irritating to the skin, are soft, provide warmth, are cool, can be worn year round, 

look good after several washings, can be dry cleaned, do need ironing, do not have shiny marks 

after ironing, can safely be bleached, and do need a proper care label than with the concepts that 

consumers want products made from 100% mohair have those same characteristics. 

Products made from 100% wool. Among the apparel retailers subject group, participants 

significantly tended to agree more with the concepts that consumers want products made from 

textiles that do not shrink, do hang well, do not stretch out in use, do not wrinkle, do not soil 

easily, are not itchy or irritating to the skin, do not form pills in use, are soft, are cool, can be 

worn year round, look good after several washings, do need ironing, do not have shiny marks 

after ironing, can safely be bleached, are easy to care for, do not have color fading, do have wide 

range and depth to color, and are a good value than with the concepts that products made from 

100% wool have those same characteristics. The group also significantly tended to agree more 

with the concept that products made from 100% wool can be dry cleaned than with the concept 

that consumers want products made from textiles that can be dry cleaned. In contrast, the group 

did not tend to agree more with the concepts that consumers want products made from textiles 

that provide warmth, can be machine washed, can safely be treated for stains, and do need a 

proper care label than with the concepts that consumers want products made from 100% wool 

have those same characteristics. 

Among the apparel manufacturers subject group, participants significantly tended to 

agree more with the concepts that consumers want products made from textiles that do not shrink, 

do hang well, do not stretch out in use, do not wrinkle, do not soil easily, are not itchy or 
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irritating to the skin, are soft, are cool, can be worn year round, look good after several 

washings, can be machine washed, do not have shiny marks after ironing, can safely be bleached, 

are easy to care for, do not have color fading, and are a good value than with the concepts that 

products made from I 00% wool have those same characteristics. In contrast, the group did not 

tend to agree more with the concepts that consumers want products made from textiles that do not 

form pills in use,provide warmth, can be dry cleaned, can safely be treated for stains, do need 

ironing, do have wide range and depth to color, and do need a proper care label than with the 

concepts that consumers want products made from I 00% wool have those same characteristics. 

Among the home furnishings retailers subject group, participants significantly tended to 

agree more with the concepts that consumers want products made from textiles that do not shrink, 

do hang well, do not stretch out in use, do not wrinkle, do not soil easily, are not itchy or 

irritating to the skin, do not form pills in use, are soft, are cool, can be worn year round, look 

good after several washings, can be machine washed, do not have shiny marks after ironing, can 

safely be bleached, are easy to care for, do not have color fading, do have wide range and depth 

to color, and are a good value. The group also significantly tended to agree more with the 

concept that products made from I 00% wool can be dry cleaned than with the concept that 

consumers want products made from textiles that can be dry cleaned. In contrast, the group did 

not tend to agree more with the concepts that consumers want products made from textiles that 

provide warmth, can safely be treated for stains, do need ironing, and do need a proper care 

label than with the concepts that consumers want products made from I 00% wool have those 

same characteristics. 

Among the home furnishings manufacturers subject group, participants significantly 

tended to agree more with the concepts that consumers want products made from textiles that do 
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not stretch out in use, do not soil easily, are not itchy or irritating to the skin, are cool, can be 

worn year round, look good after several washings, can be machine washed, can safely be 

bleached, are easy to care for, do not have color fading, and are a good value than with the 

concepts that products made from 100% wool have those same characteristics. In contrast, the 

group did not tend to agree more with the concepts that consumers want products made from 

textiles that do not shrink, do hang well, do not wrinkle, do not form pills in use, are soft, provide 

warmth, can be dry cleaned, can safely be treated for stains, do need ironing, do not have shiny 

marks after ironing, do have wide range and depth to color, and do need a proper care label than 

with the concepts that consumers want products made from 100% wool have those same 

characteristics. 

Because there were significant differences between (a) beliefs about what performance 

and care characteristics consumers want from textile products, and (b) knowledge of the 

performance and care characteristics of products made from 100% cotton, 100% mohair and 

100% wool among the four groups of participants to each of the 23 statements, Hypothesis 6 was 

accepted. 

Discussion of Findings 

Data acquired from the study were limited to 42 Texas manufacturers and 111 United 

States retailers . Members of both groups were involved in either the manufacturing or retailing of 

apparel and home furnishings sewn products. Based on the analyses of the data, the following 

interpretations of the findings and conclusions appear to be appropriate. 

285 



Company Profiles 

Overall, the majority of the respondents indicated the primary retail format used/sold to 

was 7 5. 8% specialty stores and 13 .1 % boutiques that, on average, sold products in the medium 

price range or above, rather than lower, even though the mailing list was evenly distributed 

between department store, discount store, specialty department store, boutique, warehouse store 

and non-store formats. Because specialty stores are smaller and many are sole proprietorships, 

perhaps the owners and/or managers were more willing to complete the survey, and/or found the 

survey topic more relevant for their type of retail establishment and merchandise. In addition, 

because of its size, the manager or owner would be more likely to be the individual to open the 

mail, regardless of to whom the envelope was addressed, compared to larger retail establishments 

where the survey may have been thrown away or not delivered to the correct person. Thus, the 

results of the study were actually more reflective of the knowledge of cotton, mohair, and wool 

and beliefs about what .consumers want among specialty store retailers and manufacturers that 

primarily sell to specialty stores. 

When asked about the predominant fibers found in the fabrics the company normally 

purchased/produced for apparel and home furni shings, responses indicated that both 

manufacturers and retailers utilized fabrics containing a wide variety of natural and manufactured 

fibers, but at varying levels. Interestingly enough, the use of the three fibers investigated in this 

study appeared to be related to the knowledge of the three fibers. Cotton use by all participants 

was 91.5% and the knowledge of cotton was high among all four groups. Wool use was 

moderate at 39.9% and the knowledge of wool by participants varied. Mohair use by all 

participants was 5.9% and the knowledge of mohair was low. 
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Participant Profiles 

The majority of participants in the study were either owners or presidents of their 

respective companies, which appears to correspond to the most frequently reported ages, 36 to 65 

years, as well as to the frequently reported number of years of experience in the industry, 21 to 35 

years. Other demographic data seemed representative of the population as the breakdown by 

gender was relatively even for male (52.3%) and female (45.8%), and 25% of the participants had 

attended some college and 39.9% had graduated from a four-year college or university. 

Overall, when asked about types of industry-specific courses taken previously, retailing 

and marketing were the two courses indicated the most often, either as part of a degree program 

or as a continuing education course. An introduction to textiles course was indicated as having 

been taken by 13.7% of the participants as part of a degree program but by only 7.8% as 

continuing education. These percentages seem to be are low for individuals working in the 

apparel and home furnishings sewn products industry and could be directly related to the levels of 

knowledge of the three different fibers possessed by the participants. 

Knowledge About Products Made of Cotton, Mohair, and Wool 

To date, no scholarly research is available concerning the knowledge of cotton, mohair, 

and wool among Texas manufacturers and U.S. retailers of apparel and home furnishings sewn 

products, thus, comparisons to results of previous studies cannot be made. Responses indicated 

high levels of knowledge about the characteristics and care of products, in general, made from 

100% cotton, but varying levels of knowledge about wool and low levels of knowledge about 

mohair. Specifically, apparel manufacturers indicated very low levels of knowledge about 
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mohair products. In comparison to the other groups, apparel retailers indicated higher levels of 

knowledge of cotton, mohair, and wool characteristics and care. 

Cotton 

Overall, responses to statements regarding products made from 100% cotton within What 

do you know about cotton? indicated that participants agreed or strongly agreed with 19 

statements including are not itchy or irritating to the skin, are soft, do need a proper care label, 

are cool, and are a good value, and disagreed or strongly disagreed to the remaining four 

statements including do not wrinkle, do not shrink, do not have color fading, and do no soil 

easily. None of the statements had a high percentage of participants indicating undecided/do not 

know as a response. There was only one statement concerning the knowledge of cotton that had a 

significant difference among groups. Apparel manufacturers were more likely to agree to the 

statement are easy to care for than apparel retailers. Perhaps apparel retailers hear more direct 

customer complaints or comments about the care involved in I 00% cotton items than apparel 

manufacturers. 

Overall, results indicated that all four groups were in agreement with the statements about 

cotton that are considered correct and were in disagreement with the statements considered 

incorrect. In view of the fact that, in the United States today, cotton's share in the overall apparel 

market is over 50% (Cotton, Inc., n.d.a) and cotton is frequently used in the home furnishings 

industry (Tortora & Collier, 1997), the researcher expected an indication of high levels of 

knowledge of the performance and care characteristics of cotton products among all four of the 

subject groups. 
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Mohair 

Overall, responses to statements regarding products made from 100% mohair within 

What do you know about mohair? indicated that participants agreed or strongly agreed with four 

statements including provide warmth, do need a proper care label, are soft, and can be dry 

cleaned; disagreed or strongly disagree to one statement, are not itchy or irritating to the skin; but 

were undecided or did not know about 17 statements. Among the participants that responded to 

statements regarding mohair products, on each of the 23 statements, an average of 42.7% 

responded undecided or do not know. As a result, all four groups had low levels of knowledge 

about products made of 100% mohair, and all groups tended to respond to the statements in the 

same way, thus demonstrating the only marginally different levels of knowledge about mohair. 

Between the four subject groups, apparel retailers appeared to have the highest level of 

knowledge while apparel manufacturers appeared to have the lowest level of knowledge of 

mohair. In addition, the levels of knowl~dge seem to be related to the usage of mohair fiber and 

fabrics by the participants. 

What was most surprising to the researcher was the fact that among all of the usable 

questionnaires, 14.4% of all participants did not respond to any of the statements within the entire 

section suggesting to the researcher that they did not know how to respond to any or a majority of 

the 23 statements. Specifically, within each of the four subject groups, 36% of apparel 

manufacturers, 17.6% of home furnishings manufacturers, 13.1 % of apparel retailers, and 4% of 

home furnishings retailers did not respond at all to any of the statements. 

Wool 

Overall, responses to statements regarding products made from 100% wool indicated that 

participants agreed or strongly agreed with 14 statements includingprovide warmth, can be dry 
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cleaned, do need a proper care label, do have wide range and depth to color, and do hang well, 

and disagreed or strongly disagreed with the 9 remaining statements including are not itchy or 

irritating to the skin, can safely be bleached, do not shrink, can be machine-washed, and do not 

form pills in use. None of the statements had a high percentage of participants indicating 

undecided/do not know as a response. 

Overall, results indicated that all four groups were mostly in agreement with the 

statements about wool that are considered correct and were mostly in disagreement with the 

statements considered incorrect. However, closer examination of responses indicated some level 

of error and/or confusion in the answers given for wool. Participants responded agree or strongly 

agree to the statement are soft compared to responding disagree to strongly disagree to are not 

itchy or irritating to the skin which is in direct conflict with the responses to the first statement. 

Participants also responded strongly disagree to the statements are cool and can be worn year 

round even though wool is comfortable to wear year-round. 

When examining responses to wool statements between the four subject groups, five 

statements were disagreed with at a significant level between groups. To the statement, do not 

soil easily, apparel retailers were significantly more likely to agree to the statement than apparel 

manufacturers and home furnishings manufacturers, and home furnishings retailers were 

significantly more likely to agree to the statement than apparel manufacturers even though one of 

the desirable traits of wool is resistance to soiling (American Sheep Industry Association, n.d.). 

To the statement, are not itchy or irritating to the skin, home furnishings retailers were 

significantly more likely to agree to the statement than apparel retailers. Perhaps the participant 

groups have differing beliefs about wool fabrics because the majority of wool clothing is lined 

and not in direct contact with the skin in comparison to wool fabrics used in home furnishings 
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that would come in direct contact with the skin and result in a rough or scratchy feel or an allergic 

reaction (Tortora & Collier, 1997). 

To the statement, can be worn year round, apparel retailers were significantly more likely 

to agree to the statement than home furnishings retailers, apparel manufacturers, and home 

furnishings manufacturers. Unfortunately, the wording of this statement was directed more 

toward the apparel than the home furnishings. Regardless, wool is comfortable to wear year

round because the absorption of the fiber helps regulate body temperature. When the air is cool 

and damp, wool absorbs moisture and keeps a layer of dry, insulating air next to the skin. 

Conversely, when the temperature is warm, that same absorption capacity takes up perspiration, 

making the body's natural cooling system work better (American Sheep Industry Association, 

n.d. ). What is most disturbing about the significant difference in the responses is that the apparel 

retailers have knowledge of this characteristic of wool while the apparel manufacturers do not. 

To a related statement, are a good value, apparel retailers also were significantly more likely to 

agree to the statement than apparel manufacturers perhaps because the manufacturers do not 

realize that the product can be used year round. As a result, apparel manufacturers may not be 

producing valuable products that would be purchased and sold by retailers simply because the 

manufacturers do not understand the qualities of wool fibers. 

To the statement, can safely be treated for stains, apparel retailers were significantly 

more likely to agree to the statement than home furnishings retailers and home furnishings 

manufacturers. Perhaps because apparel items made of 100% wool are normally treated for stains 

by a professional dry cleaner and home furnishings items, especially large upholstered items, 

would have to be spot cleaned in the home, home furnishings retailers and manufacturers would 

not have a clear understanding of the cleanability of the fiber. A reason for this misunderstanding 
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may be that even though solvents used for spot and stain removal do not harm wool fabrics, care 

should be taken in the application of spot remover because excessive friction or rubbing on the 

fabric surface may cause matting and felting of fibers in the treated spot (Tortora & Collier, 

1997). 

Even though, in the United States today, the use of wool for apparel and home 

furnishings products has been on the decline, knowledge of the performance and care 

characteristics indicated a moderate to high level of knowledge of wool. In addition, the level of 

knowledge about the characteristics and care of wool is relatively closely aligned with the usage 

of the wool fiber and fabrics by the participants. 

What Consumers Want From Products Made From Textiles 

For the 23 statements regarding what consumers want from products made from textiles, 

the overall findings indicated that participants within at least on~ of the four groups were more in 

agreement with the concepts that consumers want products made from textiles that are a good 

value, do not shrink, do hang well, are not itchy or irritating to the skin, do not stretch out in use, 

do not have color fading, do have wide range and depth to color, can safely be treated for stains, 

look good after several washings, do not soil easily, not form pills in use, are soft, can be 

machine washed, do not wrinkle, do need a proper care label, are easy to care for, are cool, 

provide warmth, can be worn year round, do not have shiny marks after ironing, can safely be 

bleached, can be dry cleaned, and do need ironing than with the concepts that products made 

from 100% cotton, 100% mohair, and 100% wool possessed those same characteristics. Those 

more positive rankings toward what the consumer wants was true for every statement except do 

need ironing. 
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Both apparel retailers and home furnishings retailers tended to agree that products made 

from 100% wool can be dry cleaned more than agreeing with consumers want products made 

from textiles that can be dry cleaned. This is an indication of the knowledge of the care required 

for 100% wool as well as the consideration that consumers do not want products made from 

textiles that require dry cleaning and would prefer textile products that do not need to be dry 

cleaned. 

What is Important to Consumers 

Statements regarding what is important to consumers when purchasing apparel or home 

furnishings products were primarily concerned with extrinsic factors. Specifically, questions 

focused on beliefs about value, brand name, fashion level, country of origin, and appropriateness. 

Regarding overall beliefs about what do you think is important to consumers when purchasing 

products made from textiles among the four subject groups, participants indicated in declining 

order always important to the statements color of the item quality of construction, good value for 

the money, appropriate for the climate, and appropriate for lifestyle. Participants indicated often 

important to the statements how fashionable the item is,pattern or design of the fabric, cost of the 

item, reputation of the retailer,fiber content of the fabric, brand name or label of the item, allows 

for individual creativity, is unique or different, reputation of the manufacturer, information on the 

care label, and prestige of the item. Participants indicated sometimes important to the statement 

specific blend in fabric. In contrast participants indicated rarely important to the statements 

country where fiber was produced, country where item was made, location of the care label, 

product or sample actually tested, crafted with pride in the USA. The greatest majority of 
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participants indicated always, often, sometimes, or rarely as responses to the statements, the 

selection never was the least selected response. 

Study results indicated only one statement in which significant differences existed 

between the groups. For the statement, color of the item, there were significant differences 

between the four groups, and results indicated that apparel retailers were significantly more likely 

to agree to the statement than home furnishings retailers and home furnishings manufacturers, and 

apparel manufacturers were significantly more likely to agree to the statement than home 

furnishings retailers. 

One explanation for why home furnishings retailers and manufacturers do not agree with 

the statement as much as apparel retailers and manufacturers could be that overall furniture style 

typically is considered more important than color because the consumer can select the color and 

type of fabric after the style has been selected. In addition, consumers purchasing apparel tend to 

concentrate on the attributes of styling, construction, fabric, and color (Abraham-Murali & 

Littrell, 1995), and that the five most influential pieces of information in determining apparel 

purchase decisions are price, color, fiber content, brand name, and vendor, in declining order of 

importance (Heisey, 1990). 

Implications for Producers, Manufacturers, and Retailers 

This study, as well as other studies, has indicated that fiber content is one of the 

important criteria influencing apparel and home furnishings purchase decisions; therefore, an 

understanding of consumer perceptions of and preferences for particular fiber content is important 

for producers, manufacturers, and retailers. If apparel and home furnishings manufacturers and 

retailers know which fabrics consumers prefer and how consumers perceive textile products, they 
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could then offer products which would better match consumers' interests. In today's competitive 

environment, retailers and manufacturers cannot rely solely on brand names or discounted prices 

to attract consumers. 

Clearly, products made from cotton are dominating the marketplace in apparel and home 

furnishings while wool is used at moderate levels and mohair is used at very low levels, 

particularly in apparel products. Considering the downturn in the use of wool over the past few 

years, perhaps the wool industry should work on educating industry members, particularly 

apparel manufacturers, about the ways in which wool can be used year round. In addition, the 

mohair industry needs to develop advertising campaigns to educate and promote the use of 

mohair within the industry and to the consumer, and investigate alternative end-uses for mohair 

that take advantage of the strengths of the fiber and/or play up the luxury of the fiber. In 

particular, producers, manufacturers, and retailers should be aware of the demographic and 

psycho graphic profiles of the mohair apparel consumer to assist in marketing mohair garments. 

Many clothing companies are investing deeply in consumer research, hiring professional 

firms to analyze lifestyles and behaviors, in addition to monitoring retail sales. Larson (2002) 

reported that consumer research is done in an effort to better understand consumer behavior and 

learn what would make them part with their disposable income. Learning information about the 

consumer provides factual input to help companies move forward. 

The consumer of today is into lifestyle, which often determines fit, price, and color 

preferences. Many companies are using focus groups to find out specifically what that particular 

consumer is looking for, which reflects much on their lifestyle. Finally, many apparel companies 

are starting to realize the need to understand what goes on outside of their environment, which 

includes their own brand( s) as well as others, as consumers start to shop other channels. 
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Manufacturers and retailers must learn about arenas that go beyond their original scope (Larson, 

2002). Years ago, manufacturers developed product and then attempted to convince consumers 

to buy it. Today, it is important to find out what consumers want first. In today's fast and 

competitive world, manufacturers and retailers must constantly stay current and in touch with 

consumers changing needs and want. 

The company profiles in the current study indicated that the majority of respondents for 

the survey were specialty stores. The results of this research could be beneficial to specialty store 

retailers and to manufacturers that sell predominantly to specialty stores. According to the Cotton 

Incorporated Lifestyle Monitor™, when it comes to buying clothes, 21.7% of American 

consumers say they shop at specialty stores, up 4.1 points from the same quarter a year ago. The 

specialty store is the only category with sales increases in the last year; chain stores lost 2.9 

points, while department stores lost nearly half a percentage point. Specialty chains have an edge 

over other retailers because of their focused assortments and service. It is because of the focused 

assortment, attention to service, more personalized service, and exclusive apparel choices that 

specialty stores would be the appropriate retail environment in which to sell luxury textile 

products such as mohair. 

In the future, manufacturers and retailers could enhance product development through a 

better understanding of specific performance, characteristics, and care of fabric in order to more 

accurately meet consumer needs. If manufacturers and retailers are not knowledgeable about the 

performance and care characteristics of certain fibers, especially wool and mohair, they cannot 

accurately determine what consumers really want from textile products. 
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Recommendations for Further Research 

The current study was conducted to (a) analyze and compare levels of knowledge about 

the fiber utilization, characteristics, and care of cotton, mohair, and wool among Texas 

manufacturers and United States retailers of apparel and home furnishing sewn products, and 

(b) investigate manufacturers' and retailers' beliefs about what consumers want from products 

made from textiles, and what is important to consumers when purchasing apparel and/or home 

furnishing sewn products. Additional research is recommended as follows: 

1. Research on consumers and a variety of consumer groups needs to be conducted within 

the same framework as the current study. As in the current study, this consumer study should 

investigate knowledge of cotton, mohair, and wool and should include questions about what 

consumers want when purchasing apparel and home furnishings products. A comparison could 

be made between what retailers and manufacturers think consumers want and what consumers 

actually want. 

2. Expand the study to investigate consumer, retailer, and manufacturer responses to 

cotton, wool, and mohair fibers being blended with other natural fibers or with manufactured 

fibers. 

3. Determine marketability and consumer demand for wool and/or mohair products. 

The study should especially investigate price issues because the moderately high expense of wool 

and the high expense of mohair fibers result in higher-cost apparel and home furnishings 

products. 
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MANUFACTURERS QUESTIONNAIRE 
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What Do You Know About 

Cotton, Mohair, and 

Wool? 

A Survey of Texas 
Manufacturers 

Please return the completed survey 
in the enclosed envelope by July 23rd to: 

Texas Woman's University 
Department of Fashion and Textiles 

College of Arts and Sciences 
P.O. Box 425529 

Denton, Texas 76204-5529 
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This is a survey of Texas manufacturers of apparel and home furnishings sewn 

products and is being conducted to determine levels of knowledge about cotton, 

mohair and wool. Your assistance in the completion and return of the survey will 

make the results of this project successful. It is important that you answer each 

question as thoroughly as possible. If you have any questions regarding this 

research, please contact Dr. Deborah D. Young at 940-898-2661 or Sharon 

Welkey at 940-898-2671. Thank you m advance for your time, effort, and 

assistance in completing this survey. 

PLEASE RETURN THE SURVEY ON 

OR BEFORE JULY 23, 2001. 

The return of your completed survey constitutes your informed 
consent to act as a participant in this research. 
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SECTION I 

General Company Information 

1. How many years has the company been in operation? (Circle one) 

1 0 TO 5 
2 6 TO 10 
3 11 TO 20 
4 21 TO 30 
5 31 TO 40 
6 41 TO 50 
7 51 TO 74 
8 75 TO 99 
9 100 + 

2. What are the company's average sales per year? (Circle one) 

1 UNDER $5 MILLION 
2 $ 5 MILLION TO $49 MILLION 
3 $50 MILLION TO $99 MILLION 
4 $100 MILLION TO $249 MILLION 
5 $250 MILLION TO $499 MILLION 
6 OVER $500 MILLION 

3. What is the primary type(s) of retail stores you sell to? (Circle all that apply) 

01 DEPARTMENT STORES 
02 SPECIALTY DEPARTMENT STORES 
03 SPECIAL TY STORES 
04 DISCOUNT STORES 
05 BOUTIQUES 
06 WAREHOUSE STORE 
07 NONSTORE 
08 OTHER (Please specify) __________ _ 

4. How does your company distribute their merchandise? (Circle all that apply) 

01 THROUGH AN INDEPENDENT RESIDENT BUYING OFFICE 
02 THROUGH A RETAILER'S CORPORATE BUYING OFFICE 
03 DIRECTLY TO RETAILER 
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04 THROUGH A WHOLESALER 
05 THROUGH AN INDEPENDENT SALES REPRESENTATIVE 
06 THROUGH A MANUFACTURER'S REPRESENTATIVE 
07 OTHER (Please specify) ____________ _ 

5. What are the predominant fibers found in the fabrics your company normally uses 
in production of apparel and/or home furnishings? (Circle no more than five) 

• 

• 

6. 

01 COTTON 
02 MOHAIR 
03 WOOL 
04 SILK 
05 OTHER NATURAL (Please specify) ________ _ 
06 ACETATE 
07 ACRYLIC 
08 NYLON 
09 POLYESTER 
10 RAYON 
11 SPANDEX 
12 OTHER MANUFACTURED 

(Please specify) ______ _ 

IF YOU ARE RESPONSIBLE FOR THE DESIGN OR PRODUCT 
DEVELOPMENT OF APPAREL, ANSWER QUESTIONS 6-8 AND 
THEN PROCEED DIRECTLY TO SECTION II 
IF YOU ARE RESPONSIBLE FOR THE DESIGN OR PRODUCT 
DEVELOPMENTOFHOMEFURN~HING~PROCEEDDIRECTLY 
TO QUESTION 9. 

What apparel price range{s) do you manufacturer? (Circle all that apply) 

1 COUTURE 
2 BRIDGE 
3 BETTER 
4 MODERATE 
5 BUDGET 

7. What apparel size categories does your company produce? (Circle all that apply) 
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01 INFANT'S 
02 GIRL'S 
03 JUNIOR'S 
04 MISSES 
05 WOMEN'S 
06 PETITES 
07 MEN'S 
08 BOY'S 
09 OTHER (Please specify) __________ _ 

8. What apparel merchandise categories does your company produce? (Circle all that 
apply) 

01 ACTIVEWEAR 
02 BUSINESS/CAREER 
03 CASUAL WEAR 
04 OUTERWEAR 
05 SLEEPWEAR 
06 SPORTSWEAR 
07 WESTERN WEAR 
08 EVENING WEAR 
09 BRIDAL 
10 FOUNDATIONS 
11 SEP ARA TES 
12 UNIFORMS 
13 OTHER (Please specify) __________ _ 

9. What home furnishings price range(s) does your company produce? (Circle all that apply) 

1 HIGH 
2 MEDIUM 
3 PROMOTIONAL/LOW 

10. What home furnishings merchandise categories does your company produce? 
(Circle all that apply) 

01 UPHOLSTERY FABRIC 
02 UPHOLSTERED FURNITURE 
03 SOFT GOODS: BEDDING ENSEMBLES 
04 SOFT GOODS: TOWELS 
05 SOFT GOODS: SLIPCOVERS 
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06 SOFT GOODS: WINDOW TREATMENTS 
07 SOFT GOODS: THROW PILLOWS 
08 SOFT GOODS: THROWS 
09 BEDDING: MATTRESSES/BOX SPRINGS 
10 FLOOR TREATMENTS: CARPET/RUGS 
11 TRIM: TASSELS/CORDING/BRAIDING 
12 WALL HANGINGS 
13 OTHER (Please specify) ___________ _ 

SECTION II. 

WHAT DO YOU KNOW ABOUT COTTON? 

Indicate your agreement or disagreement with the following statements based on your 
knowledge of cotton and its use in apparel or home furnishing products. To the right of 
each statement, circle the number that best indicates your knowledge about products, in 
general, made from 100% cotton. 

Key: 1 = Strongly Agree 
2 = Agree 
3 = Undecided/Do Not Know 
4 = Disagree 
5 = Strongly Disagree 

Products made from 100% Cotton: 

Do not shrink 1 2 3 4 5 
Do hang well 1 2 3 4 5 
Do not stretch out in use 1 2 3 4 5 
Do not wrinkle 1 2 3 4 5 
Do not soil easily 1 2 3 4 5 
Are not itchy or irritating to the skin 1 2 3 4 5 
Do not form pills in use 1 2 3 4 5 
Are soft 1 2 3 4 5 
Provide warmth 1 2 3 4 5 
Are cool 1 2 3 4 5 
Can be worn year round 1 2 3 4 5 
Look good after several washings 1 2 3 4 5 
Can be machine-washed 1 2 3 4 5 
Can be dry cleaned 1 2 3 4 5 
Can safely be treated for stains 1 2 3 4 5 
Do need ironing 1 2 3 4 5 
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Do not have shiny marks after ironing 1 2 3 4 5 
Can be safely bleached 1 2 3 4 5 
Are easy to care for 1 2 3 4 5 
Do not have color fading 1 2 3 4 5 
Do have wide range and depth to color 1 2 3 4 5 
Do need a proper care label 1 2 3 4 5 
Are a good value 1 2 3 4 5 
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WHAT DO YOU KNOW ABOUT MOHAIR? 

Indicate your agreement or disagreement with the following statements based on your 
knowledge of mohair and its use in apparel or home furnishings products. To the right of 
each statement, circle the number that best indicates your knowledge about products, in 
general, made from 100% mohair. 

Key: 1 = Strongly Agree 
2 = Agree 
3 = Undecided/Do Not Know 
4 = Disagree 
5 = Strongly Disagree 

Products made from 100% Mohair: 

Do not shrink 1 2 3 4 5 
Do hang well 1 2 3 4 5 
Do not stretch out in use 1 2 3 4 5 
Do not wrinkle 1 2 3 4 5 
Do not soil easily 1 2 3 4 5 
Are not itchy or irritating to the skin 1 2 3 4 5 
Do not form pills in use 1 2 3 4 5 
Are soft 1 2 3 4 5 
Provide warmth 1 2 3 4 5 
Are cool 1 2 3 4 5 
Can be worn year round 1 2 3 4 5 
Look good after several washings 1 2 3 4 5 
Can be machine-washed 1 2 3 4 5 
Can be dry cleaned 1 2 3 4 5 
Can safely be treated for stains 1 2 3 4 5 
Do need ironing 1 2 3 4 5 
Do not have shiny marks after ironing 1 2 3 4 5 
Can be safely bleached 1 2 3 4 5 
Are easy to care for 1 2 3 4 5 
Do not have color fading 1 2 3 4 5 
Do have wide range and depth to color 1 2 3 4 5 
Do need a proper care label 1 2 3 4 5 
Are a good value 1 2 3 4 5 
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WHAT DO YOU KNOW ABOUT WOOL? 

Indicate your agreement or disagreement with the following statements based on your 
knowledge of wool and its use in apparel or home furnishings products. To the right of 
each statement, circle the number that best indicates your knowledge about products, in 
general, made from 100% wool. 

Key: 1 = Strongly Agree 
2 = Agree 
3 = Undecided/Do Not Know 
4 = Disagree 
5 = Strongly Disagree 

Products made from 100% Wool: 

Do not shrink 1 2 3 4 5 
Do hang well 1 2 3 4 5 
Do not stretch out in use 1 2 3 4 5 
Do not wrinkle 1 2 3 4 5 
Do not soil easily 1 2 3 4 5 
Are not itchy or irritating to the skin 1 2 3 4 5 
Do not form pills in use 1 2 3 4 5 
Are soft 1 2 3 4 5 
Provide warmth 1 2 3 4 5 
Are cool 1 2 3 4 5 
Can be worn year round 1 2 3 4 5 
Look good after several washings 1 2 3 4 5 
Can be machine-washed 1 2 3 4 5 
Can be dry cleaned 1 2 3 4 5 
Can safely be treated for stains 1 2 3 4 5 
Do need ironing 1 2 3 4 5 
Do not have shiny marks after ironing 1 2 3 4 5 
Can be safely bleached 1 2 3 4 5 
Are easy to care for 1 2 3 4 5 
Do not have color fading 1 2 3 4 5 
Do have wide range and depth to color 1 2 3 4 5 
Do need a proper care label 1 2 3 4 5 
Are a good value 1 2 3 4 5 
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WHAT DO YOU THINK CONSUMERS WANT 
FROM PRODUCTS MADE FROM TEXTILES? 

Indicate your agreement or disagreement with the following statements based on your 
beliefs about what consumers want, in general, when purchasing apparel or home 
furnishings products. To the right of each statement, circle the number that best indicates 
your beliefs: 

Key: 1 = Strongly Agree 
2 =Agree 
3 = Undecided/Do Not Know 
4 = Disagree 
5 = Strongly Disagree 

Consumers want products made from textiles that: 

Do not shrink 1 2 3 4 5 
Do hang well 1 2 3 4 5 
Do not stretch out in use 1 2 3 4 5 
Do not wrinkle 1 2 3 4 5 
Do not soil easily 1 2 3 4 5 
Are not itchy or irritating to the skin 1 2 3 4 5 
Do not form pills in use 1 2 3 4 5 
Are soft 1 2 3 4 5 
Provide warmth 1 2 3 4 5 
Are cool 1 2 3 4 5 
Can be worn year round 1 2 3 4 5 
Look good after several washings 1 2 3 4 5 
Can be machine-washed 1 2 3 4 5 
Can be dry cleaned 1 2 3 4 5 
Can safely be treated for stains 1 2 3 4 5 
Do need ironing 1 2 3 4 5 
Do not have shiny marks after ironing 1 2 3 4 5 
Can be safely bleached 1 2 3 4 5 
Are easy to care for 1 2 3 4 5 
Do not have color fading 1 2 3 4 5 
Do have wide range and depth to color 1 2 3 4 5 
Do need a proper care label 1 2 3 4 5 
Are a good value 1 2 3 4 5 
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WHAT DO YOU THINK 
IS IMPORTANT TO CONSUMERS? 

Indicate your agreement or disagreement with the following statements based on your 
beliefs about what consumers want when purchasing apparel or home furnishings 
products. To the right of each statement, circle the number that best indicates your 
beliefs . 

Key: 1 = Always Important 
2 = Often Important 
3 = Sometimes Important 
4 = Rarely Important 
5 = Never Important 

What do consumers think is important? 

Color of the item 1 2 3 4 5 
How fashionable the item is 1 2 3 4 5 
Allows individual creativity l 2 3 4 5 
Appropriate for lifestyle I 2 3 4 5 
Appropriate for climate 1 2 3 4 5 
Is unique or different I 2 3 4 5 
Cost of the item 1 2 3 4 5 
Good value for the money I 2 3 4 5 
Brand name/label of the item 1 2 3 4 5 
Reputation of the manufacturer I 2 3 4 5 
Reputation of the retailer 1 2 3 4 5 
Prestige of the item I 2 3 4 5 
Fiber content of the fabric 1 2 3 4 5 
Specific fiber blend in fabric I 2 3 4 5 
Pattern or design of the fabric 1 2 3 4 5 
Country where i tern was made I 2 3 4 5 
Country where fiber was produced 1 2 3 4 5 
Crafted with pride in USA 1 2 3 4 5 
Product/sample actually tested 1 2 3 4 5 
Location of the care label 1 2 3 4 5 
Information on the care label 1 2 3 4 5 
Quality of construction 1 2 3 4 5 
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SECTION Ill. 

Information About You 

11. What is your current position in the company? (Circle one) 

01 OWNER/CO-OWNER 
02 CHAIRMAN 
03 CEO 
04 PRESIDENT 
05 VICE PRESIDENT OF (Please specify) _______ _ 
06 GENERAL MANAGER 
07 PLANT MANAGER 
08 PRODUCTION MANAGER 
09 DEPARTMENT MANAGER 
10 DESIGNER 
11 PRODUCT DEVELOPER 
12 BUYER/ASSISTANT BUYER 
13 OTHER (Please specify) ____________ _ 

12. What is your age? (Circle one) 

1 Under 25 
2 26 TO 35 
3 36 TO 45 
4 46 TO 55 
5 56 TO 65 
6 Over 65 

13. What is your gender? (Circle one) 

1 FEMALE 
2 MALE 

14. How many years of experience do you have in the industry in which you are 
currently working? (Circle one) 

1 0 TO 5 YEARS 
2 6 TO 10 
3 11 TO 15 
4 16 TO 20 
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5 21 TO 25 
6 26 TO 30 
7 31 TO 35 
8 36 TO 40 
9 41 ANDOVER 

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

1 GRADUATED HIGH SCHOOL 
2 SOME COLLEGE 
3 GRADUATED BUSINESS COLLEGE 
4 GRADUATED COMMUNITY COLLEGE 
5 GRADUATED 4-YEAR COLLEGE/UNIVERSITY 
6 SOME GRADUATE WORK 
7 COMPLETED GRADUATE DEGREE 

16. Which of the courses listed below have you taken at a college/university as part of 
a degree program? (Circle all that apply) 

1 APP AREL CONSTRUCTION 
2 INTRODUCTION TO TEXTILES 
3 ADVANCED TEXTILES 
4 FASHION/RETAIL MERCHANDISING 
5 MERCHANDISE/PRODUCT DEVELOPMENT 
6 PRODUCT EVALUATION 
7 TEXTILE TESTING 
8 RETAIL BUYING 
9 RETAILING 
10 MARKETING 
11 MERCHANDISE PLANNING AND CONTROL 
12 PLANT MANAGEMENT 
13 INTERNATIONAL BUSINESS 

17. Which of the courses, workshops, programs, or seminars listed below 
Have you taken as continuing education (not as part of a college degree)? 
(Circle all that apply) 

1 APP AREL CONSTRUCTION 
2 INTRODUCTION TO TEXTILES 
3 ADVANCED TEXTILES 
4 TEXTILE TESTING 
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5 FASHION/RETAIL MERCHANDISING 
6 MERCHANDISE/PRODUCT DEVELOPMENT 
7 PRODUCT EVALUATION 
8 RETAIL BUYING 
9 RETAILING 
10 MARKETING 
11 MERCHANDISE PLANNING AND CONTROL 
12 PLANT MANAGEMENT 
13 INTERNATIONAL BUSINESS 

Thank you for your participation in this survey. 

Please take a moment to ensure that all questions 

are answered as completely as possible. 
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If you have any comments you would like to make concerning this research, the survey as 

a whole, any sections of the survey or specific questions, please feel free to write them in 

below: 

Please return the completed survey 
in the enclosed envelope by July 23rd to: 

TEXAS WOMAN'S UNIVERSITY 
Department of Fashion and Textiles 

College of Arts and Sciences 
P.O. Box 425529 

Denton, Texas 76204-5529 
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Your contribution to this effort is greatly appreciated. If you would 

like a summary of results, please print your name and address 

on the back of the return envelope (not on this survey). 

We will see that you get a copy of the results. 

TEXAS WOMAN'S UNIVERSITY 
Department of Fashion and Textiles 

College of Arts and Sciences 
P.O. Box 425529 

Denton, Texas 76204-5529 
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APPENDIXB 

RETAILERS QUESTIONNAIRE 
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What Do You Know About 

Cotton, Mohair, and 

Wool? 

A Survey of U.S. 
Retailers 

Please return the completed survey in the enclosed 
envelope on or before July 23rd to: 

Texas Woman's University 
Department of Fashion and Textiles 

College of Arts and Sciences 
P.O. Box 425529 

Denton, Texas 76204-5529 
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This is a survey of U.S. retailers of apparel and home furnishings sewn products and is 

being conducted to determine levels of knowledge about cotton, mohair and wool. Your 

assistance in the completion and return of the survey will make the results of this project 

successful. It is important that you answer each question as thoroughly as possible. If 

you have any questions regarding this research, please contact Dr. Deborah D. Young at 

940-898-2661 or Sharon Welkey at 940-898-2671. Thank you in advance for your time, 

effort, and assistance in completing this survey. 

PLEASE RETURN THE SURVEY ON 

OR BEFORE JULY 23, 2001 

The return of your completed survey constitutes your informed 
consent to act as a participant in this research. 
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SECTION I. 

General Company Information 

1. How many years has the company been in operation? (Circle one) 

1 0 TO -5 
2 6 TO 10 
3 11 TO 20 
4 21 TO 30 
5 31 TO 40 
6 41 TO 50 
7 51 TO 74 
8 75 TO 99 
9 100 + 

2. What are the company's average sales per year? (Circle one) 

1 UNDER $50 MILLION 
2 $50 MILLION TO $99 MILLION 
3 $100 MILLION TO $249 MILLION 
4 $250 MILLION TO $499 MILLION 
5 $500 MILLION TO $749 MILLION 
6 $750 MILLION TO $999 MILLION 
7 $1 BILLION + 

3. What is the primary type of retail format used by the company? (Circle all that 
apply) 

01 DEPARTMENT STORES 
02 SPECIALTY DEPARTMENT STORES 
03 SPECIALTY STORES 
04 DISCOUNT STORES 
05 BOUTIQUES 
06 WAREHOUSE STORE 
07 NONSTORE 
08 OTHER (Please specify) ____________ _ 

4. From where does your company source merchandise? (Circle all that apply) 

01 THROUGH AN INDEPENDENT RESIDENT BUYING OFFICE 
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02 THROUGH A RETAILER'S CORPORATE BUYING OFFICE 
03 DIRECTLY TO RETAILER 
04 THROUGH A WHOLESALER 
05 THROUGH AN INDEPENDENT SALES REPRESENTATIVE 
06 THROUGH A MANUFACTURER'S REPRESENTATIVE 
07 OTHER (Please specify) -------------

5. What are the predominant fibers found in the fabrics your company normally 
purchases for apparel and/or home furnishings? (Circle no more than five) 

01 COTTON 
02 MOHAIR 
03 WOOL 
04 SILK 
05 OTHER NATURAL (Please specify) ________ _ 
06 ACETATE 
07 ACRYLIC 
08 NYLON 
09 POLYESTER 
10 RAYON 
11 SPANDEX 
12 OTHER MANUFACTURED (Please specify) _____ _ 

• IF YOU ARE RESPONSIBLE FOR BUYING APPAREL, ANSWER 
QUESTIONS 6 - 8, THEN PROCEED DIRECTLY TO SECTION II. 

• IF YOU ARE RESPONSIBLE FOR BUYING HOME FURNISHINGS, 
PROCEED DIRECTLY TO QUESTION 9. 

6. What apparel price range(s) do you sell? (Circle all that apply) 

1 COUTURE 
2 BRIDGE 
3 BETTER 
4 MODERATE 
5 BUDGET 

7. What apparel size categories does your company sell? (Circle all that apply) 

01 INFANT'S 
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02 GIRL'S 
03 JUNIOR'S 
04 MISSES 
05 WOMEN'S 
06 PETITES 
07 MEN'S 
08 BOY'S 
09 OTHER (Please specify) __________ _ 

8. What apparel merchandise categories does your company sell? (Circle all that 
apply) 

01 ACTIVEWEAR 
02 BUSINESS/CAREER 
03 CASUAL WEAR 
04 OUTERWEAR 
05 SLEEPWEAR 
06 SPORTSWEAR 
07 WESTERN WEAR 
08 EVENING WEAR 
09 BRIDAL 
10 FOUNDATIONS 
11 SEP ARA TES 
12 UNIFORMS 
13 OTHER (Please specify) __________ _ 

9. What home furnishings price range(s) does your company sell? (Circle all that 
apply) 

4 HIGH 
5 MEDIUM 
6 PROMOTIONAL/LOW 

10. What home furnishings merchandise categories does your company sell? (Circle 
all that apply) 

01 UPHOLSTERY FABRIC 
14 UPHOLSTERED FURNITURE 
15 SOFT GOODS: BEDDING ENSEMBLES 
16 SOFT GOODS: TOWELS 
17 SOFT GOODS: SLIPCOVERS 
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18 SOFT GOODS: WINDOW TREATMENTS 
19 SOFT GOODS: THROW PILLOWS 
20 SOFT GOODS: THROWS 
21 BEDDING: MATTRESSES/BOX SPRINGS 
22 FLOOR TREATMENTS: CARPET/RUGS 
23 TRIM: TASSELS/CORDING/BRAIDING 
24 WALL HANGINGS 
25 OTHER (Please specify) ___________ _ 
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SECTION II. 

WHAT DO YOU KNOW ABOUT COTTON? 

Indicate your agreement or disagreement with the following statements based on your 
knowledge of cotton and its use in apparel or home furnishing products. To the right of 
each statement, circle the number that best indicates your knowledge about products, in 
general, made from 100% cotton. 

Key: 1 = Strongly Agree 
2 =Agree 
3 = Undecided/Do Not Know 
4 =Disagree 
5 = Strongly Disagree 

Products made from 100% Cotton: 

Do not shrink 1 2 3 4 5 
Do hang well 1 2 3 4 5 
Do not stretch out in use 1 2 3 4 5 
Do not wrinkle 1 2 3 4 5 
Do not soil easily 1 2 3 4 5 
Are not itchy or irritating to the skin 1 2 3 4 5 
Do not form pills in use 1 2 3 4 5 
Are soft 1 2 3 4 5 
Provide warmth 1 2 3 4 5 
Are cool 1 2 3 4 5 
Can be worn year round 1 2 3 4 5 
Look good after several washings 1 2 3 4 5 
Can be machine-washed 1 2 3 4 5 
Can be dry cleaned 1 2 3 4 5 
Can safely be treated for stains 1 2 3 4 5 
Do need ironing 1 2 3 4 5 
Do not have shiny marks after ironing 1 2 3 4 5 
Can be safely bleached 1 2 3 4 5 
Are easy to care for 1 2 3 4 5 
Do not have color fading 1 2 3 4 5 
Do have wide range and depth to color 1 2 3 4 5 
Do need a proper care label 1 2 3 4 5 
Are a good value 1 2 3 4 5 
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WHAT DO YOU KNOW ABOUT MOHAIR? 

Indicate your agreement or disagreement with the following statements based on your 
knowledge of mohair and its use in apparel or home furnishings products. To the right 
of each statement, circle the number that best indicates your knowledge about products, 
in general, made from 100% mohair. 

Key: 1 = Strongly Agree 
2 =Agree 
3 = Undecided/Do Not Know 
4 =Disagree 
5 = Strongly Disagree 

Products made from 100% Mohair: 

Do not shrink 1 2 3 4 5 
Do hang well 1 2 3 4 5 
Do not stretch out in use 1 2 3 4 5 
Do not wrinkle 1 2 3 4 5 
Do not soil easily 1 2 3 4 5 
Are not itchy or irritating to the skin 1 2 3 4 5 
Do not form pills in use 1 2 3 4 5 
Are soft 1 2 3 4 5 
Provide warmth 1 2 3 4 5 
Are cool 1 2 3 4 5 
Can be worn year round 1 2 3 4 5 
Look good after several washings 1 2 3 4 5 
Can be machine-washed 1 2 3 4 5 
Can be dry cleaned 1 2 3 4 5 
Can safely be treated for stains 1 2 3 4 5 
Do need ironing 1 2 3 4 5 
Do not have shiny marks after ironing 1 2 3 4 5 
Can be safely bleached 1 2 3 4 5 
Are easy to care for 1 2 3 4 5 
Do not have color fading 1 2 3 4 5 
Do have wide range and depth to color 1 2 3 4 5 
Do need a proper care label 1 2 3 4 5 
Are a good value 1 2 3 4 5 
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WHAT DO YOU KNOW ABOUT WOOL? 

Indicate your agreement or disagreement with the following statements based on your 
knowledge of wool and its use in apparel or home furnishings products. To the right of 
each statement, circle the number that best indicates your knowledge about products, in 
general, made from 100% wool. 

Key: 1 = Strongly Agree 
2 =Agree 
3 = Undecided/Do Not Know 
4 =Disagree 
5 = Strongly Disagree 

Products made from I 00% Wool: 

Do not shrink 1 2 3 4 5 
Do hang well 1 2 3 4 5 
Do not stretch out in use 1 2 3 4 5 
Do not wrinkle 1 2 3 4 5 
Do not soil easily 1 2 3 4 5 
Are not itchy or irritating to the skin 1 2 3 4 5 
Do not form pills in use 1 2 3 4 5 
Are soft 1 2 3 4 5 
Provide warmth 1 2 3 4 5 
Are cool 1 2 3 4 5 
Can be worn year round 1 2 3 4 5 
Look good after several washings 1 2 3 4 5 
Can be machine-washed 1 2 3 4 5 
Can be dry cleaned 1 2 3 4 5 
Can safely be treated for stains 1 2 3 4 5 
Do need ironing 1 2 3 4 5 
Do not have shiny marks after ironing 1 2 3 4 5 
Can be safely bleached 1 2 3 4 5 
Are easy to care for 1 2 3 4 5 
Do not have color fading 1 2 3 4 5 
Do have wide range and depth to color 1 2 3 4 5 
Do need a proper care label 1 2 3 4 5 
Are a good value 1 2 3 4 5 
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WHAT DO YOU THINK CONSUMERS WANT 
FROM PRODUCTS MADE FROM TEXTILES? 

Indicate your agreement or disagreement with the following statements based on your 
beliefs about what consumers want, in general, when purchasing apparel or home 
furnishings products. To the right of each statement, circle the number that best indicates 
your beliefs: 

Key: 1 = Strongly Agree 
2 =Agree 
3 = Undecided/Do Not Know 
4 =Disagree 
5 = Strongly Disagree 

Consumers want products made from textiles that: 

Do not shrink 1 2 3 4 5 
Do hang well 1 2 3 4 5 
Do not stretch out in use 1 2 3 4 5 
Do not wrinkle 1 2 3 4 5 
Do not soil easily 1 2 3 4 5 
Are not itchy or irritating to the skin 1 2 3 4 5 
Do not form pills in use 1 2 3 4 5 
Are soft 1 2 3 4 5 
Provide warmth 1 2 3 4 5 
Are cool 1 2 3 4 5 
Can be worn year round 1 2 3 4 5 
Look good after several washings 1 2 3 4 5 
Can be machine-washed 1 2 3 4 5 
Can be dry cleaned 1 2 3 4 5 
Can safely be treated for stains 1 2 3 4 5 
Do need ironing 1 2 3 4 5 
Do not have shiny marks after ironing 1 2 3 4 5 
Can be safely bleached 1 2 3 4 5 
Are easy to care for 1 2 3 4 5 
Do not have color fading 1 2 3 4 5 
Do have wide range and depth to color 1 2 3 4 5 
Do need a proper care label 1 2 3 4 5 
Are a good value 1 2 3 4 5 
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WHAT DO YOU THINK 
IS IMPORTANT TO CONSUMERS? 

Indicate your agreement or disagreement with the following statements based on your 
beliefs about what consumers want when purchasing apparel or home furnishings 
products. To the right of each statement, circle the number that best indicates your 
beliefs. 

Key: 1 = Always Important 
2 = Often Important 
3 = Sometimes Important 
4 = Rarely Important 
5 = Never Important 

What do consumers think is important? 

Color of the item 1 2 3 4 5 
How fashionable the item is 1 2 3 4 5 
Allows individual creativity 1 2 3 4 5 
Appropriate for lifestyle I 2 3 4 5 
Appropriate for climate 1 2 3 4 5 
Is unique or different I 2 3 4 5 
Cost of the item 1 2 3 4 5 
Good value for the money I 2 3 4 5 
Brand name/label of the item I 2 3 4 5 
Reputation of the manufacturer I 2 3 4 5 
Reputation of the retailer 1 2 3 4 5 
Prestige of the item I 2 3 4 5 
Fiber content of the fabric 1 2 3 4 5 
Specific fiber blend in fabric I 2 3 4 5 
Pattern or design of the fabric 1 2 3 4 5 
Country where item was made I 2 3 4 5 
Country where fiber was produced 1 2 3 4 5 
Crafted with pride in USA I 2 3 4 5 
Product/sample actually tested 1 2 3 4 5 
Location of the care label I 2 3 4 5 
Information on the care label 1 2 3 4 5 
Quality of construction I 2 3 4 5 

331 



SECTION Ill 

Information About You 

11. What is your current position in the company? (Circle one) 

01 OWNER 
10 PRESIDENT 
11 VICE PRESIDENT OF (Please specify) _______ _ 
12 GENERAL MERCHANDISE MANAGER 
05 DIVISIONAL MERCHANDISE MANAGER 
06 DESIGNER 
07 PRODUCT DEVELOPER 
08 BUYER 
09 ASSISTANT BUYER 
10 OTHER (Please specify) ____________ _ 

12. What is your age? (Circle one) 

1 Under 25 
2 26 TO 35 
3 36 TO 45 
4 46 TO 55 
5 56 TO 65 
6 Over 65 

13. What is your gender? (Circle one) 

1 FEMALE 
3 MALE 

14. How many years of experience do you have in the industry in which you are 
currently working? (Circle one) 

1 0 TO 5 YEARS 
2 6 TO 10 
3 11 TO 15 
4 16 TO 20 
5 21 TO 25 
6 26 TO 30 
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7 31 TO 35 
8 36 TO 40 
9 41 AND OVER 

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

1 GRADUATED HIGH SCHOOL 
2 SOME COLLEGE 
3 GRADUATED BUSINESS COLLEGE 
4 GRADUATED COMMUNITY COLLEGE 
5 GRADUATED 4-YEAR COLLEGE/UNIVERSITY 
6 SOME GRADUATE WORK 
7 COMPLETED GRADUATE DEGREE 

16. Which of the courses listed below have you taken at a college/university as part of 
a degree program? (Circle all that apply) 

1 APP AREL CONSTRUCTION 
2 INTRODUCTION TO TEXTILES 
3 ADVANCED TEXTILES 
4 FASHION/RETAIL MERCHANDISING 
5 MERCHANDISE/PRODUCT DEVELOPMENT 
6 PRODUCT EVALUATION 
7 TEXTILE TESTING 
8 RETAIL BUYING 
9 RETAILING 
10 MARKETING 
11 MERCHANDISE PLANNING AND CONTROL 
12 PLANT MANAGEMENT 
13 INTERNATIONAL BUSINESS 

17. Which of the courses, workshops, programs, or seminars listed below 
have you taken as continuing education (not as part of a college degree)? (Circle 
all that apply) 

1 APP AREL CONSTRUCTION 
2 INTRODUCTION TO TEXTILES 
3 ADVANCED TEXTILES 
4 TEXTILE TESTING 
5 FASHION/RETAIL MERCHANDISING 
6 MERCHANDISE/PRODUCT DEVELOPMENT 
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7 PRODUCT EVALUATION 
8 RETAIL BUYING 
9 RETAILING 
10 MARKETING 
11 MERCHANDISE PLANNING AND CONTROL 
12 PLANT MANAGEMENT 
14 INTERNATIONAL BUSINESS 

Thank you for your participation in this survey. 

Please take a moment to ensure that all questions 

are answered as completely as possible. 
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If you have any comments you would like to make concerning this research, the 

survey as a whole, any sections of the survey or specific questions, please feel free 

to write them in below: 

Please return the completed survey in the enclosed envelope 
on or before July 23rd to: 

TEXAS WOMAN'S UNIVERSITY 

Department of Fashion and Textiles 
College of Arts and Sciences 

P.O. Box 425529 
Denton, Texas 76204-5529 
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Your contribution to this effort is greatly appreciated. If you would like a summary of 

results, please print your name and address on the back of the return envelope (not on 

this survey). We will see that you get a copy of the results. 

TEXAS WOMAN'S UNIVERSITY 
Department of Fashion and Textiles 

College of Arts and Sciences 
P.O. Box 425529 

Denton, Texas 76204-5529 
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July 9, 2001 

«execname», «exectitle» 
«Firmname» 
«address I» 
«cityl», «state!» «zipl» 

Dear «salutation» «last name»: 

TWU LETTERHEAD HERE 

In an effort to learn more about why manufacturers do or do not produce goods using fabrics that 
contain Texas' natural fibers, we are asking you to participate in a statewide survey. Specifically, 
we want to find out about your knowledge of cotton, mohair, and wool characteristics, how 
fabrics made from natural fibers are used, natural fiber care, and product labeling. Hopefully, 
understanding the reasons behind the use and nonuse of these fibers will allow us, as well as fiber 
producers in Texas, to ass·ist in increasing the use of cotton, mohair, and wool. 

We need your assistance to make the results of this project successful. It is important that you 
answer each question as completely as possible. Of course, your participation in this research is 
completely voluntary. Your name will not be tied to your individual responses, and your 
responses signify your consent to participate in the study. The return envelope has an 
identification number for mailing purposes only. A master list of identification numbers will be 
maintained so that a second copy of the survey can be mailed to the companies that do not return 
the original survey within the allotted time. The master list will be destroyed after the study to 
protect your anonymity. Again, at no time will your answers on the survey be associated with 
your address or company name. You should be able to complete the survey in ten to fifteen 
minutes. Please place the completed survey in the return envelope provided and mail by 
Monday, July 23rd

• 

If you have any questions or comments regarding this research, please contact either one of us by 
phone at 940-898-2661, or e-mail at dyoung@twu.edu or g_ warrenwelk@twu.edu. Thank you in 
advance for your time, effort, and assistance in completing this survey. 

Sincerely, 

Deborah D. Young, Ph.D. Sharon Welkey, M.S. 
Interim Chair and Associate Professor Doctoral Student and Research Assistant 
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TWU LETTERHEAD HERE 

July 9, 2001 

«fulnm», «titl_ slug» 
«name» 
«mailaddr I» 
«mailcity I», «mail st I» «mailzip I» 

Dear «salute» «last»: 

In an effort to learn more about why retailers buy or do not buy products made from fabrics 
containing the natural fibers produced in Texas, we are asking you to participate in a nationwide 
survey. Specifically, we want to find out about your knowledge of cotton, mohair, and wool 
characteristics, how fabrics made from natural fibers are used, natural fiber care, and product 
labeling. Hopefully, understanding the reasons behind the use and nonuse of these fibers will 
allow us, as well as fiber producers in Texas, to assist in increasing the use of cotton, mohair, and 
wool. 

We need your assistance to make the results of this project successful. It is important that you 
answer each question as completely as possible. Of course, your participation in this research is 
completely voluntary. Your name will not be tied to your individual responses, and your 
responses signify your consent to participate in the study. The return envelope has an 
identification number for mailing purposes only. A master list of identification numbers will be 
maintained so that a second copy of the survey can be mailed to the companies that do not return 
the original survey within the allotted time. The master list will be destroyed after the study to 
protect your anonymity. Again, at no time will your answers on the survey be associated with 
your address or company name. You should be able to complete the survey in ten to fifteen 
minutes. Please place the completed survey in the return envelope provided and mail by 
July 23rd

• 

If you have any questions or comments regarding this research, please contact either one of us by 
phone at 940-898-2661, or e-mail at dyoung@twu.edu or g_ warrenwelk@twu.edu. Thank you in 
advance for your time, effort, and assistance in completing this survey. 

Sincerely, 

Deborah D. Young, Ph.D. Sharon Welkey, M.S. 
Interim Chair and Associate Professor Doctoral Student and Research Assistant 

340 



APPENDIXE 

REMINDER CARD 

341 



What Do You Know About 
Cotton, Mohair, 

and Wool? 

July 16, 2001 

Last week a survey, asking what you know about cotton, mohair, and wool, was mailed 
to you. If you have already completed and returned it to us, please accept our sincere 
thanks. If not, please do so today. Because it has been sent to only a small, but 
representative, sample, it is extremely important that your survey also be included in the 
study to make the results of this project successful. 

If by some chance you did not receive the survey, or it was misplaced, please e-mail or 
call today and another one will be promptly mailed to you. 

Deborah D. Young, Ph.D. 
Sharon Welkey, M.S. 

• 940-898-2674 
• 940-898-2671 

342 

• dyoung@twu.edu 
• g_ warrenwelk@twu.edu 



APPENDIXF 

MANUFACTURERS FOLLOW-UP LETTER 

343 



July 30, 2001 

«execname», «exectitle» 
«Firmname» 
«address 1 » 
«cityl», «statel» «zipl» 

Dear «salutation» «last name»: 

TWU LETTERHEAD HERE 

About three weeks ago, we wrote to you seeking your participation in a research survey. If you 
have already completed and returned the survey to us, please accept our sincere thanks. If not, 
please do so today. In the event your survey was misplaced, a replacement is enclosed. In 
addition, if this request was not addressed to the right individual, please see that the letter and 
survey are forwarded to the correct person. Because the survey has been sent to only a small, but 
representative, sample it is important that your survey be included in the study if the results are to 
accurately represent U. S. manufacturers. 

In an effort to learn more about why manufacturers do or do not produce goods using fabrics that 
contain Texas' natural fibers, we are asking you to participate in a statewide survey. Specifically, 
we want to find out about your knowledge of cotton, mohair, and wool characteristics, how 
fabrics made from natural fibers are used, natural fiber care, and product labeling. Hopefully, 
understanding the reasons behind the use and nonuse of these fibers will allow us, as well as fiber 
producers in Texas, to assist in increasing the use of cotton, mohair, and wool. 

We are writing to you again because we need your assistance to make this project successful. 
Your participation in this research is completely voluntary. Your name will not be tied to your 
individual responses, and your responses signify your consent to participate in the study. The 
return envelope has an identification number for mailing purposes only. A master list of 
identification numbers has been maintained for follow-up and will be destroyed after the study. 
You should be able to complete the survey in ten to fifteen minutes . Please place the completed 
survey in the return envelope provided and mail by Wednesday, August 8th

• 

If you have any questions or comments regarding this research, please contact either one of us by 
phone at 940-898-2661 or by e-mail at dyoung@twu.edu or g_ warrenwelk@twu.edu. Thank you 
in advance for your time, effort, and assistance in completing this survey. 

Sincerely, 

Deborah D. Young, Ph.D. Sharon Welkey, M.S. 
Interim Chair and Associate Professor Doctoral Student and Research Assistant 
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TWU LETTERHEAD HERE 

July 30, 2001 

«fulnm», «titl_slug» 
«name» 
«mailaddr 1 » 
«mailcity 1 », «mail st 1 » «mailzip 1 » 

Dear «salute» «last»: 

About three weeks ago, we wrote to you seeking your participation in a research survey. If you 
have already completed and returned the survey to us, please accept our sincere thanks. If not, 
please do so today. In the event your survey was misplaced, a replacement is enclosed. In 
addition, if this request was not addressed to the right individual, please see that the letter and 
survey are forwarded to the correct person. Because the survey has been sent to only a small, but 
representative, sample it is important that your survey be included in the study if the results are to 
accurately represent U.S. retailers. 

In an effort to learn more about why retailers buy or do not buy products made from fabrics that 
contain the natural fibers produced in Texas, we are asking you to participate. Specifically, we 
want to find out about your knowledge of cotton, mohair, and wool characteristics, how fabrics 
made from natural fibers are used, natural fiber care, and product labeling. Hopefully, 
understanding the reasons behind the use and nonuse of these fibers will allow us, as well as fiber 
producers in Texas, to assist in increasing the use of cotton, mohair, and wool. 

We are writing to you again because we need your assistance to make this project successful. 
Your participation in this research is completely voluntary. Your name will not be tied to your 
individual responses, and your responses signify your consent to participate in the study. The 
return envelope has an identification number for mailing purposes only. A master list of 
identification numbers has been maintained for follow-up and will be destroyed after the study. 
You should be able to complete the survey in ten to fifteen minutes. Please place the completed 
survey in the return envelope provided and mail by Wednesday, August 8th

• 

If you have any questions or comments regarding this research, please contact either one 
of us by phone at 940-898-2661, or e-mail at dyoung@twu.edu or 
g_ warrenwelk@twu.edu. Thank you in advance for your time, effort, and assistance in 
completing this survey. 

Sincerely, 

Deborah D. Young, Ph.D. Sharon Welkey, M.S. 
Interim Chair and Associate Professor Doctoral Student and Research Assistant 
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