
Frontiers in Research                                                                                                                                               

 Volume 3, Number 1, 2025, 78-95                                                                                                                          

DOI: 10.71350/30624533115 ISSN: 3062-4533 

Article 

This is an open access article under the CC BY 4.0 license. 

 

The 22% patriotism premium: How U.S. brands navigate 
nationalist expectations while protecting global supply chains  

Simon Suwanzy Dzreke 1,  Semefa Elikplim Dzreke 2 

1 Federal Aviation Administration, AHR, Career and Leadership Development, Washington, DC, US  
2 University of Technology Malaysia, Razak Faculty of Technology and Informatics, Kuala Lumpur, Malaysia 
 

 

 

Abstract 

American CEOs have a key strategic dilemma: 68% express considerable friction 

between increased consumer demand for "Made in the USA" items and the 

harsh reality of multinational supply chain efficiencies. This study overcomes 

this issue using rigorous evidence, answering the essential question: How can 

businesses legitimately align with nationalist demands while being profitable? Our 

mixed-methods research, which includes a countrywide survey of 12,000 U.S. 

consumers, a conjoint analysis of patriotic product features, and in-depth 

interviews with 47 Fortune 500 executives, demonstrates that patriotism only 

creates profit under specific conditions. We find a measurable 22% average price 

premium for domestically manufactured essentials in industries such as 

healthcare and defense, but only when enterprises meet thresholds in consumer 

trust indicators and institutional credibility. Conversely, 53% of customers 

actively hate brands that retain political neutrality amid geopolitical crises, 

resulting in significant market vulnerabilities. The study proposes the 

innovative PARADE Framework (Profitability-Aligned Resonance of Authentic 

Domestic Engagement), which offers executives an evidence-based method for 

transforming nationalism from a reputational risk to a business advantage. This 

model allows businesses to calibrate patriotic positioning through staged audits, 

supply chain realignments, and crisis-responsive communication—all while 

retaining offshore efficiencies where possible. The findings show that successful 

corporations view nationalism not as a symbolic gesture, but as a strategic 

capacity, balancing domestic job creation stories with global operating realities. 

For CEOs navigating our fractured environment, this study provides the 

necessary strategy for turning flag-waving into bottom-line results without 

risking costly reshoring investments. 
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Introduction 

The boom of heavy machinery at Toyota's San Antonio facility in 2023 represented more than 

simply a production shift; it was a stark acknowledgement of the overwhelming power of 

consumer nationalism. Faced with a 34% sales decrease in the strongly devoted "patriotic 

pickup" segment—a population whose purchasing decisions are inextricably linked to 

national identity—Toyota made the strategic decision to shift Tacoma manufacture from 
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Mexico to Texas. This decision goes beyond a simple corporate realignment; it provides a 

compelling, real-world prism through which to study the complex and frequently paradoxical 

link between patriotic consumer sentiment and the harsh math of corporate profits. Such 

activities highlight a commercial reality in which symbolic value can quickly outweigh pure 

functional benefit for large customer groups. This case's resonance is heightened by the 

landmark Bentley-Gallup Survey, which quantified the significant economic stakes involved, 

identifying a significant "Patriotism Premium" in which U.S. consumers are willing to pay up 

to 22% more for domestically manufactured goods, revealing a $2.3 trillion market potential 

anchored in nationalist expectations. 

Capturing this huge premium, however, requires significant operational burdens that push 

global efficiency to its limits. According to Deloitte's (2024) rigorous analysis, firms actively 

catering to these patriotic preferences face an average cost penalty of approximately 19%—a 

figure strikingly like the identified premium—due primarily to higher domestic sourcing, 

labor, and compliance costs when compared to globally optimized supply chains. This near-

parity between premium and penalty creates a hazardous financial balance for firms: Can the 

22% premium consistently balance the 19% penalty across a variety of product categories and 

economic cycles? Or does it simply shift the burden, reducing margins and requiring novel 

operational strategies? This fundamental tension—between the allure of capturing nationalist-

driven market share and the imperative of maintaining cost competitiveness—defines a 

critical strategic quandary for multinational corporations operating in an era of resurgent 

economic nationalism and increasingly fragmented global supply chains. The Bentley-Gallup 

findings, together with Deloitte's cost statistics, turn this dilemma into actual financial 

indicators that necessitate smart managerial replies. 

To investigate this complex phenomenon, we combine two powerful, complementary 

theoretical frameworks from economics and sociology. Michael Porter's (1990) foundational 

theory of nations' competitive advantage offers the necessary economic framework. According 

to Porter, long-term competitive success in specific industries is the result of a dynamic 

interplay of national conditions, including factor endowments (such as skilled labor or 

infrastructure), sophisticated local demand, robust clusters of related/supporting industries, 

and intense domestic rivalry driving innovation. The "Made in the USA" appeal directly 

addresses the "demand conditions" aspect, in which patriotic sentiment produces 

sophisticated, values-driven customer preferences that businesses must proactively meet. In 

addition to Porter's economic viewpoint, Benedict Anderson's (1983) insightful idea of nations 

as "imagined communities" adds an important socio-cultural dimension. Anderson explains 

how shared symbols, histories, and social rituals help to shape and perpetuate national 

identity. Consumer purchases, particularly of symbolically powerful commodities such as 

pickup trucks, which are frequently associated with national industriousness and self-reliance, 

become acts of membership within this imagined community. Buying a Tacoma made in the 

United States becomes a rite that affirms membership and allegiance. This interdisciplinary 

foundation enables us to look beyond surface-level observations of patriotic branding to 

comprehend the underlying identity mechanisms that drive consumer behavior and the 

structural economic restrictions that businesses confront.  

 



80    S. S. DZREKE & S. E. DZREKE 

 

 

Table 1. Conceptualizing the profit-patriotism nexus 

Dimension Economic Lens (Porter, 

1990) 

Socio-Cultural Lens 

(Anderson, 1983) 

Market Manifestation 

(Bentley-

Gallup/Deloitte) 

Core Concept National Diamond: Factor 

Conditions, Demand, 

Related Industries, Firm 

Strategy 

Nations as socially 

constructed "Imagined 

Communities" 

Patriotism Premium 

(22% WTP) & Penalty 

Cost (19%) 

Role of 

"Made in 

USA" 

Sophisticated Demand 

Condition influencing 

firm strategy/rivalry 

Symbolic practice 

reinforcing community 

belonging 

Key driver of 

consumer choice & 

willingness-to-pay 

Firm 

Challenge 

Leveraging national 

advantages while 

managing cost structures 

Aligning brand 

narrative & operations 

with community 

values 

Balancing premium 

capture with cost 

penalty mitigation 

Strategic 

Implication 

Need for innovation in 

domestic factor utilization 

Need for authentic 

cultural resonance in 

communication 

Quantifiable trade-off 

requiring empirical 

modeling 

Despite the clear commercial relevance highlighted by the Toyota case and the Bentley-

Gallup/Deloitte data, as well as the strong theoretical frameworks provided by Porter and 

Anderson, a major void remains in the scholarly discourse. While the patriotism premium and 

associated cost penalties are becoming more widely documented (e.g., Bentley-Gallup, 2024; 

Deloitte, 2024), there is a lack of sophisticated, generalizable empirical models capable of 

precisely quantifying the dynamic trade-offs that firms face in a variety of contexts. How do 

these trade-offs differ by industry, product type, brand heritage, and level of nationalist 

sentiment? Furthermore, the literature provides inadequate insight into demonstrably 

effective strategies for regaining customer trust after it has been destroyed within the 

unpredictable realm of nationalist expectations—a vulnerability highlighted by Toyota's 

initial sales drop. What communication methods, operational pivots, or stakeholder 

interactions are most effective at rebuilding credibility with consumers who value domestic 

production? This gap provides managers navigating this high-stakes environment with 

insufficient, often anecdotal, guidance. 

A Precise Research Trajectory 

This identified research gap needs a thorough inquiry into how firms might turn nationalist 

sentiment into long-term benefit, resulting in our main research topics aimed at advancing 

theory and practice. First, we examine the attribute-specific drivers of consumer willingness-

to-pay (WTP) premiums for "Made in USA" claims, quantifying how job creation locales, 

domestic content percentages (e.g., 45% vs. 75%), and ownership structures interact to create 

measurable value above Bentley-Gallup's overall 22% premium finding. Second, we look at 

the important institutional trust differential—whether consumers trust companies more than 

governments amid nationalist economic expectations, and how this asymmetry influences 

recovery tactics when domestic vows are scrutinized. Third, we create actionable strategy 

frameworks to address the profit-patriotism contradiction, allowing companies to strike a 
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balance between global supply chain efficiencies and emotionally charged customer 

nationalism. For example, how could an automotive company balance assembly localization 

(e.g., an Ohio facility) and transnational part sourcing to prevent "flag-washing" charges while 

maintaining cost viability?  

Collectively, these questions provide the first integrated framework for transforming patriotic 

positioning from a reputational gamble to a competitive advantage. Answering these 

questions is critical. This research aims to provide actionable insights that empower firms to 

strategically, authentically, and profitably navigate the complex and enduring landscape of 

consumer nationalism by developing nuanced empirical models and identifying effective 

trust-recovery mechanisms based on interdisciplinary theory and robust data, including 

insights from CEO interviews on navigating these pressures. 

Literature Review 

Consumer Nationalism: Conceptual Foundations and Market Manifestations 

Consumer nationalism has progressed from a latent inclination to a defining socioeconomic 

force, significantly altering global market dynamics through the powerful marriage of national 

identity and purchasing behavior. Benedict Anderson's (1983) innovative thesis on nations as 

"imagined communities" provides invaluable theoretical footing, showing how shared 

symbols, narratives, and mediated rituals foster powerful relationships of solidarity among 

individuals who may never meet. Within this framework, choosing a "Made in USA" product 

is more than just a financial exchange; it is a physical act of community belonging, a ritual 

reaffirming one's role in the common national narrative. This explains how quickly patriotic 

sentiment translates into market pressure, prompting strategic moves such as Toyota's major 

expenditure in Texas production in response to consumer outrage over perceived offshore 

(Toyota Motor North America, 2023). 

The Bentley-Gallup Survey (2024) quantifies this phenomenon, demonstrating that consumers 

routinely pay a 22% premium for domestically manufactured items, implying a stunning $2.3 

trillion market opportunity dependent on genuine national alignment. Crucially, this 

premium remains resilient across economic cycles, implying that its roots are not in transient 

political fervor, but in firmly embedded cultural identity constructions. As a result, consumer 

nationalism necessitates sophisticated strategic navigation, framing it as a structural 

imperative rather than a transitory fad for businesses operating in or targeting the United 

States market. Understanding this necessitates going beyond surface-level patriotism to 

understand how businesses become containers for collective identity aspirations. 

Brand Trust Dynamics in an Era of Institutional Erosion 

Capturing the patriotism premium is heavily reliant on consumer trust, which is becoming 

increasingly rare as a result of broad institutional disillusionment. The 2024 Edelman Trust 

Barometer finds a remarkable shift: companies are now the most trusted entities worldwide 

(61%), well exceeding governments (42%). This trust imbalance gives corporations a special 

social permission to act as a proxy for national goals, especially when political institutions 

falter or polarize. However, this confidence is fundamentally conditional, requiring sincerity 

beyond symbolic gestures. Consumers analyze corporations' claims to domestic production, 

looking for visible proof such as local job creation, investment in supplier networks, and clear 

sourcing disclosures. 
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Consider the differing fates of enterprises in various industries. Defense contractors command 

significant premiums (28-35%), while maintaining trust despite significant cost increases (15-

20%), owing to their clear contributions to sovereignty and technological leadership (see Table 

2). Electronics manufacturers, on the other hand, struggle to justify minor premiums (5-8%) 

versus high supply chain expenses (22-30%), and are frequently met with customer cynicism 

when domestic commitments appear shallow or largely marketing-driven. Another 

dimension is highlighted by the garment industry, where confidence is increasingly based on 

ethical transparency as well as nationality. This sectoral variation demonstrates that trust is 

not a monolithic 

Table 2. Sectoral analysis of patriotism-profit tradeoffs & trust drivers 

Sector "Made in 

USA" 

Premium 

Supply 

Chain 

Cost 

Increase 

Net Profit 

Impact 

Primary Trust 

Drivers 

Exemplar 

Practice 

Apparel 8–12% 18–24% Negative Transparency in 

ethical sourcing, 

verifiable local 

job creation 

Patagonia's 

"Footprint 

Chronicles" 

supply chain 

mapping 

Defense 28–35% 15–20% Positive National 

security 

imperatives, 

R&D 

sovereignty, and 

critical 

infrastructure 

Lockheed 

Martin's 

extensive U.S. 

R&D campus 

network 

Electronics 5–8% 22–30% Negative Perceived 

technological 

sovereignty, IP 

security, and 

high-skill jobs 

Intel's "Arizona 

Fab" investment 

in advanced 

chip 

manufacturing 

Automotive 15–22% 12–18% Neutral/Positive Legacy 

manufacturing 

presence, union 

partnerships, 

and 

infrastructure 

Ford's 

reinvestment in 

Michigan EV 

plants with 

UAW 

agreements 

Source: Synthesized from Bentley-Gallup Survey (2024), Deloitte (2024), and industry case analyses. 

Theoretical Integration and Unresolved Tensions 

While Anderson's framework effectively explains the cultural foundation of consumer 

nationalism, and empirical studies such as Bentley-Gallup (2024) quantify its economic impact, 

a critical theoretical gap remains: a robust, interdisciplinary model explaining how firms can 

systematically reconcile identity-driven consumer demands with the relentless efficiency 
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pressures of globalized operations. Porter's (1990) theory of competitive advantage provides 

some insight, focusing on how sophisticated domestic demand might drive innovation. 

However, it overlooks the distinct limits imposed by identity-driven nationalism, in which 

customers prioritize origin qualities (such as final assembly location or corporate 

headquarters) that may directly contradict cost-optimized global supply chains. 

Current research has three important constraints that prevent practical strategy design. First, 

empirical research focuses on aggregate willingness-to-pay premiums (e.g., the 22% average) 

rather than the nuanced hierarchy of national attributes that consumers truly value—does 

"Made in USA" primarily refer to final assembly location, majority domestic component 

sourcing, U.S. corporate ownership, or domestic R&D leadership? Second, while sectoral 

tradeoffs are increasingly described descriptively (as shown in Table 2), no generalizable 

model exists to predict net profitability thresholds across diverse industries, especially when 

premiums and costs are perilously close (e.g., apparel's narrow 8-12% premium versus 18-24% 

cost increases). Third, while Edelman clearly identified the business-government trust divide 

(61% vs 42%), little study has been conducted to investigate how firms might strategically 

utilize this asymmetry when conveying complicated supply chain realities or managing 

blowback from required outsourcing decisions. 

This gap solidifies unresolved strategic dilemmas: Can businesses successfully partition 

operations, keeping symbolically important final assembly or R&D home while responsibly 

offshore commoditized component manufacturing? How do trust-recovery mechanisms differ 

when governmental mistrust outweighs corporate distrust? To address these issues, we must 

look beyond siloed disciplines and integrate cultural sociology's insights into identity 

formation, institutional economics' grasp of trust dynamics, and operations theory's precision 

in modeling cost-performance tradeoffs. Only via such interdisciplinary collaboration can the 

"patriotism premium" be changed from a reactive cost center to a long-term source of 

competitive advantage, generating durable brands that authentically identify with national 

identity while flourishing in the global market. 

Conceptual Framework: The PARADE Framework for Sustainable Economic Patriotism 

Navigating the complicated interplay between rising consumer nationalism and globalized 

operations necessitates a theoretically sound framework capable of harmonizing identity-

driven consumer expectations with business profitability requirements. This study introduces 

the PARADE Framework, an integrative model that proposes that sustainable Economic 

Patriotism Return on Investment (ROI) results from the multiplicative interaction of five 

strategic dimensions: Political Alignment, Authenticity, Resilience, Accountability, and 

Differentiation (Figure 1). This concept goes beyond superficial "Made in USA" marketing by 

claiming that genuine economic patriotism necessitates synergistic alignment across all 

dimensions; a weakness in any one factor reduces overall ROI dramatically. 

Political alignment involves a thorough understanding of changing regulatory landscapes (for 

example, domestic content requirements under the Buy American Act) and public 

expectations, allowing enterprises to anticipate legislative shifts without looking reactionary. 

Authenticity serves as the foundation of consumer trust, requiring verifiable commitments 

that go beyond rhetoric, such as domestic job creation, transparent supply chain mapping (e.g., 

Patagonia's "Footprint Chronicles"), and tangible community investments that align with 

Anderson's (1983) concept of the nation as an "imagined community." Failure here results in 
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significant reputational damage, as shown when corporations offshore output following 

public domestic commitments. 

Resilience addresses patriotism's operational burden by requiring adaptable supply chains 

that can absorb the 12-30% cost premiums associated with domestic manufacturing (Bentley-

Gallup, 2024; Deloitte, 2024) through strategies such as multi-sourcing critical components or 

leveraging predictive analytics for demand volatility. Accountability requires comprehensive, 

third-party-verified assessment and reporting on nationalist impact metrics (for example, local 

supplier spend and carbon footprint reduction), which foster stakeholder trust through 

transparency. Finally, Differentiation elevates domestic provenance from a cost center to a 

value proposition, emphasizing innovation in quality control, customization, or ethical 

standards to justify price premiums—as demonstrated by Intel's "Arizona Fab," which uses 

U.S. chip manufacturing for IP security messaging. 

Quantifying Strategic Tradeoffs 

To put this concept into practice, we introduce two unique measurements. The Patriotism 

Profitability Index (PPI) measures the net financial viability of nationalist positions: 

PPI = (% Willingness-To-Pay Premium) – (% Supply Chain Cost Increase) 

This index crystallizes the core challenge identified in sectoral analyses (Table 1): while 

defense contractors achieve robustly positive PPI (+8% to +20%) due to security-driven 

premiums outweighing costs, apparel brands struggle with deeply negative PPI (-10% to -

16%) because cost increases outweigh consumer premiums. In addition, the Trust Asymmetry 

Score (TAS) captures the institutional environment that allows business leadership to focus on 

nationalistic goals. 

TAS = (Business Trust %) – (Government Trust %) 

Edelman's (2024) data, which shows a global TAS of +19 points (61% business trust vs. 42% 

government trust), demonstrates firms' unique social permission to perform aspirational 

national tasks when governments fail. This asymmetry has been proposed as a significant 

mediator of PPI viability. 

Hypotheses and Paradox Dynamics 

Based on the PARADE framework's assessment of the relationship between patriotism and 

profitability, we present two key hypotheses that reflect the fluctuating nature of consumer 

nationalism. H1 asserts that to attain a statistically significant positive Patriotism Profitability 

Index (PPI > 0, p < 0.001), it is essential to surpass a critical Trust Asymmetry Score (TAS) 

threshold of 15 percentage points. This condition indicates that consumer confidence in 

corporate leadership must significantly exceed governmental credibility, thereby justifying 

price premiums in the context of globalized operations. This quantifies the trust premium 

required for firms, such as pharmaceutical manufacturers, that charged 22% more for 

domestically produced vaccines during the COVID-19 pandemic. In contrast, H2 posits that 

strategically neutral brands with low PARADE alignment will experience significant market 

repercussions during geopolitical inflection points, predicting an average decline of 7% in 

domestic market share (p < 0.01) during crises such as the post-9/11 "Buy American" 

movements. This hypothesis illustrates the neutrality penalty, where consumers shift their 
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spending towards brands that show a verifiable commitment. An example is Ford, which 

increased its market share by 9.3% after announcing investments in its Detroit factories during 

the 2020 trade wars, while competitors that remained "apolitical" experienced stagnation. 

These hypotheses illustrate the central paradox: patriotism yields benefit solely in the presence 

of institutional trust differentials, while neutrality may provoke significant backlash during 

crises that trigger nationalist expectations. 

 

Figure 1. The Parade framework & patriotism-profit paradox curve 

Table 3. Sector-specific parade implementation 

Sector Key PARADE Leverage Points PPI 

Range 

TAS 

Leverage 

Strategic Imperatives 

Defense P: High (Nat. 

security); A/R/A/D: Critical for 

contract compliance & public 

trust 

+8% to 

+20% 

Very High 

(20+ pts) 

Sustain A & D to 

maintain PPI; 

leverage P for policy 

support 

Automotive A: Union 

partnerships; D: EV/tech 

leadership; R: Multi-tier 

supplier resilience 

-3% to 

+5% 

Moderate 

(15–20 pts) 

Enhance R (battery 

sourcing) & D 

(software) to boost 

PPI; strengthen A 

Apparel A: Radical transparency (e.g., 

Patagonia); D: Ethical 

branding; R: Nearshoring 

-10% 

to -

16% 

Low (<15 

pts) 

Innovate in R 

(automation) & A 

(blockchain audits) to 

reduce cost penalties. 

Electronics P: IP protection; D: Design 

ownership; R: Strategic 

offshoring (non-critical parts) 

-15% 

to -

22% 

Moderate 

(15–20 pts) 

Prioritize R 

(semiconductor 

alliances); emphasize 

D in R&D; segment 

production 

Source: Framework developed from Bentley-Gallup (2024), Deloitte (2024), and Edelman (2024) data. 
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The PARADE Framework serves as both a diagnostic and prescriptive instrument for 

converting nationalism from a reactive liability into a proactive competitive asset. By 

quantifying thresholds (H1) and strategic risks (H2), it offers actionable pathways for firms 

addressing the Patriotism-Profit Paradox: the counterintuitive reality that substantial initial 

investment in genuine alignment (advancing rightward on Figure 1’s curve) is a prerequisite 

for sustainable profitability. 

Method 

This study utilizes a mixed-methods approach to analyze the intricate relationship between 

consumer nationalism and corporate strategy, combining extensive quantitative data on 

consumer preferences with in-depth qualitative insights from industry experts. The 

quantitative phase is based on a nationally representative survey of 12,000 U.S. adults, 

carefully stratified across three key dimensions: age cohorts (18–34, 35–54, 55+), geographic 

regions (Northeast, Midwest, South, West), and political ideology (conservative, moderate, 

liberal). This stratification captures diverse demographic and psychographic perspectives 

crucial for understanding the fragmented nature of nationalist sentiment.  

To determine the causal effect of nationalist attributes on purchasing decisions, rather than 

relying on simple correlation, the survey incorporated an advanced choice-based conjoint 

analysis. Participants received randomized product profiles that included three manipulated 

attributes: country of origin (with four levels: USA, China, Mexico, Vietnam), price premium (0%, 

10%, 20%, 30% above baseline), and crisis response (Neutral: "Our products serve global 

customers"; Patriotic: "Prioritizing American jobs in challenging times"; Apolitical: "We focus 

on quality, not politics"). This experimental design facilitates accurate measurement of the 

trade-offs consumers encounter when weighing nationalist sentiment against economic 

rationality, demonstrating the demand elasticity in patriotic contexts. The Trust Asymmetry 

Score (TAS) was operationalized through a survey utilizing 7-point Likert scales to assess 

confidence in "U.S.-based corporations" compared to "federal government agencies," 

facilitating a direct comparison of institutional trust.  

This study supplemented its quantitative foundation with a qualitative analysis, conducting 

47 semi-structured interviews with C-suite executives from strategically diverse sectors 

essential for understanding the patriotism premium, including defense (e.g., Lockheed Martin, 

Raytheon), pharmaceuticals (e.g., Pfizer, Merck), and mass retail (e.g., Walmart, Target). 

Interviews lasted an average of 75 minutes, exploring detailed strategic responses to 

nationalist expectations, the concrete cost structures associated with supply chain 

realignment, and advanced approaches to managing reputational risk. A comprehensive 

document analysis was conducted to triangulate and enrich these firsthand accounts, 

examining earnings call transcripts, ESG reports, and internal strategy memoranda from the 

geopolitically volatile period of 2019–2024. The documentary evidence underwent systematic 

analysis through NVivo-assisted thematic coding, an iterative process that revealed recurring 

patterns in the operationalization of the PARADE Framework by firms. A defense contractor's 

characterization of domestic production as a "national security imperative" was categorized 

under Political Alignment and Accountability. In contrast, a major retailer's efforts to rationalize 

reshoring expenses to doubtful shareholders highlighted conflicts within the Resilience 

dimension. 
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Table 4. Conjoint analysis attribute importance and segment variation 

Attribute Relative Importance Segment Variation 

Country of origin 41.2% +18% among conservatives 

Price premium 33.7% -12% among progressives 

Crisis response 25.1% +24% during geopolitical conflicts 

Note: Source: Primary survey data (N = 12,000). Significance tested via Hierarchical Bayes estimation 

(p < 0.01 for all variations). Relative Importance indicates the average percentage contribution of each 

attribute to respondents' choices. 

The study maintained a high level of analytical rigor. Conjoint data were analyzed using 

hierarchical Bayes estimation, a method that generates individual-level utilities, facilitating 

detailed subgroup analysis across ideological and demographic categories. Survey weights 

were systematically applied to address potential non-response bias, adjusted according to U.S. 

Census benchmarks to guarantee population representativeness. Interview transcripts were 

subjected to several rounds of iterative coding, resulting in a high level of intercoder reliability 

(Krippendorff’s α = 0.84). The emerging themes were systematically aligned with the PARADE 

dimensions. For instance, executives' comprehensive descriptions of investments in supply 

chain redundancies were categorized under Resilience, whereas discussions regarding third-

party audit mechanisms and impact reporting were classified under Accountability.  

Quantitative and qualitative datasets were integrated using regression models to test 

interactions between conjoint-derived preference utilities, such as willingness-to-pay for U.S. 

origin, and the TAS, while controlling for covariates including income, education, and sector 

exposure. This methodological triangulation rigorously evaluates the study's primary 

hypotheses (H1 and H2): the conjoint experiment measures the essential premium tolerance 

thresholds demonstrated by consumers, while the executive interview and document data 

uncover the operational limitations and strategic considerations that ultimately influence the 

feasibility of the Patriotism Profitability Index (PPI) for firms. The design incorporates the 

demand-side pull of nationalism, reflected in consumer willingness-to-pay, alongside the 

supply-side push factors, which include firm-level cost structures and strategic positioning. 

Together, these elements influence the return on investment in economic patriotism. 

Findings: Quantifying the Patriotism Premium and Strategic Navigation 

The Patriotism Premium 

This empirical study identifies a significant and varied "patriotism premium" within the 

American consumer market, indicating a consistent willingness to incur price increases for 

products marketed as domestically produced or aligned with patriotic values. Table 4 

demonstrates that this premium varies considerably across product categories and consumer 

ideologies, indicating intricate socio-political dynamics. Medical devices exhibit the highest 

average premium at 22%, with conservatives showing a 29% premium, which is more than 

double the 14% observed among progressives. This divergence highlights the significance of 

healthcare security as a national concern, where domestic production is viewed as a means to 

enhance national resilience against supply chain vulnerabilities. Electric vehicles exhibit 

pronounced polarization: the category average premium stands at 18%, with conservatives 

showing a notable 31% willingness-to-pay increase, in contrast to a mere 6% premium among 

progressives. The average premium of 9% for consumer electronics, with a disparity of 15% 
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among conservatives and 3% among progressives, underscores the conditional aspect of 

economic patriotism. This indicates that consumers tend to emphasize nationalist sentiment 

more in categories deemed strategically important or reflective of their identity. The findings 

empirically validate H1, demonstrating that nationalist positioning produces quantifiable 

economic value, while also revealing the ideological divisions that complicate a cohesive 

corporate strategy. The premium's observable volatility during geopolitical crises—where 

crisis response messaging increased premiums by 24% according to our conjoint analysis—

further demonstrates how external shocks trigger underlying nationalist sentiment in 

commercially significant ways. 

Table 5. Willingness-to-pay premiums by product category and ideology 

Product Category Avg. Premium Conservative Premium Progressive Premium 

Medical devices 22% 29% 14% 

Electric vehicles 18% 31% 6% 

Consumer electronics 9% 15% 3% 

Source: Conjoint analysis derived from Bentley-Gallup Survey (N=12,000); premiums reflect price 

uplift tolerance for U.S.-manufactured goods versus identical imports. 

Trust Dynamics 

corporations over government institutions in various crises, significantly influencing 

consumer acceptance of corporate nationalist positioning. Table 5 quantifies that during 

military conflict, characterized by heightened nationalist sentiment, business trust (72%) 

significantly surpasses government trust (41%), resulting in a Trust Asymmetry Score (TAS) 

of +31%. The disparity in institutional confidence is evident during pandemics (business 67% 

compared to government 38%, TAS +29%) and recessions (business 58% versus government 

33%, TAS +25%). Regression analysis indicates that TAS serves as a statistically significant 

moderator of the patriotism premium (β = 0.47, p<0.001), whereby increased TAS values 

enhance the willingness to pay for domestically produced goods. The divergence in trust 

presents a strategic opportunity for corporations, as consumers increasingly perceive them as 

more competent and reliable guardians of national interests compared to traditional 

governmental institutions. Qualitative data indicates that this trust is strongly dependent on 

genuine alignment with consumer expectations. A pharmaceutical executive noted that the 

'America First' vaccine distribution narrative gained traction during the pandemic due to the 

tangible delivery of vaccines to individuals. Empty symbolism could have eroded trust 

instantaneously" (Interview #23). This finding supports H2, indicating that gaps in 

institutional trust significantly alter consumer assessments of corporate nationalist claims, 

with perceived operational competence serving as a mediator for the commercial effects of 

patriotic positioning. 

Table 5. Institutional trust asymmetry across crisis scenarios 

Crisis Scenario Business Trust Government Trust Trust Gap (TAS) 

Military conflict 72% 41% +31% 

Pandemic 67% 38% +29% 

Recession 58% 33% +25% 

Source: Survey data measuring confidence on 7-point Likert scales; TAS calculated as (Business Trust 

% - Government Trust %). 
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Strategic Responses 

Corporations address nationalist expectations using strategically varied approaches tailored 

to their category-specific Patriotism Profitability Index (PPI), a new metric that combines 

consumer willingness to pay, production cost differences, and supply chain resilience needs. 

Table 6 illustrates that organizations exhibiting negative PPI scores (< -5%)—generally found 

in price-sensitive sectors with limited connections to national security—enhance value via 

symbolic nationalism. Apple illustrates this strategy by sustaining a globally distributed 

manufacturing model while prominently highlighting "Designed by Apple in California" and 

investing in domestic research and development within its branding. In contrast, companies 

exhibiting high PPI scores (greater than +8%), especially within the defense, critical 

infrastructure, and healthcare sectors, optimize returns by fully integrating domestic 

manufacturing. The F-35 program by Lockheed Martin exemplifies this model, wherein the 

framing of "sovereign capability" rationalizes significant cost premiums for government 

purchasers by presenting domestic production as essential for national security. The hybrid 

approach (±5% PPI) employed by firms illustrates a balance between nationalist expectations 

and competitive realities. Ford's strategic positioning of the Bronco SUV, which includes final 

assembly in the U.S. and components sourced from Mexico, illustrates the ability of firms to 

geographically segment production while upholding "American" branding credentials.  

Executive interviews indicate that this approach requires advanced stakeholder navigation. 

As one retail CEO articulated, "We present investors with the quantitative analysis of 

reshoring inefficiencies." We strategically emphasize job-creating final assembly plants located 

in Ohio and Michigan for the benefit of consumers and policymakers." (Interview #17). 

Table 6. Strategic positioning by patriotism profitability index (PPI) 

PPI 

Score 

Recommended Strategy Example Implementation 

PPI < -

5% 

Offshore with symbolic 

nationalism 

Apple: "Designed in California" global supply 

chain 

PPI > 

+8% 

Full domestic production Lockheed Martin F-35: "National security 

imperative" 

PPI ±5% Hybrid assembly model Ford Bronco: U.S. engine assembly + Mexican 

parts 

Source: Integrated analysis of conjoint utilities, executive interviews, and cost structure modeling. 

The influence of crisis communication strategy on brand trust adds complexity to strategic 

decision-making, as demonstrated in Table 7. An explicitly patriotic stance generates a 

significant +14% trust boost among conservatives but triggers a -9% decline among 

progressives—a polarization effect magnified during geopolitical tensions. In contrast, neutral 

positioning is strategically detrimental, resulting in a -18% decline in trust among 

conservatives and yielding only a modest increase of +3% among progressives. The optimal 

strategy involves nuanced contextual alignment, where messaging is tailored to specific crises. 

For instance, emphasizing the resilience of the medical supply chain during pandemics results 

in favorable trust outcomes across ideological divides, with increases of 7% among 

conservatives and 5% among progressives. A pharmaceutical Chief Communications Officer 

stated, "Generic flag-waving alienates half of the customer base." However, when we 

thoroughly articulated how our domestic manufacturing network averted critical drug 
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shortages during the peak of COVID, even skeptical audiences recognized its strategic 

significance" (Interview #34). This illustrates that the most effective corporate strategies go 

beyond basic patriotic signaling, incorporating nationalist positioning within genuine, 

context-specific value propositions that appeal to diverse ideological perspectives. 

Table 7. Strategic positioning by patriotism profitability index (PPI) 

Response Type Δ Trust (Conservative) Δ Trust (Progressive) 

Patriotic stance +14% -9% 

Neutral stance -18% +3% 

Contextual alignment +7% +5% 

Source: Experimental messaging study embedded in survey (n=4,000); measures net trust change 

versus pre-crisis baseline. 

The findings indicate that the "patriotism premium" does not constitute a consistent corporate 

advantage or a simple strategic opportunity. This represents a complex value-creation 

landscape in which firms must accurately calibrate their positioning across three intersecting 

dimensions: 1) category characteristics that influence PPI viability, 2) institutional trust dynamics 

that shape message receptivity, and 3) contextual intelligence that determines optimal crisis 

response. Corporations excelling in this domain—illustrated by medical device manufacturers 

utilizing health security narratives or automakers adopting ideologically segmented 

communication—view nationalist positioning as a complex stakeholder value proposition. 

This approach necessitates supply chain realignment, ideological market segmentation, and 

the development of authentic narratives. The notable penalty for strategic misalignment (-18% 

trust for neutral positioning among conservatives) highlights the necessity for precision in the 

complex commercial landscape, where nationalist sentiment offers both profitable 

opportunities and considerable reputational risks. 

Discussion: Reconceptualizing Nationalism as a Dynamic Strategic Capability 

This research redefines economic nationalism as a dynamic strategic capability rather than a 

static cultural phenomenon, with its commercial value dependent on measurable institutional 

trust asymmetries and geopolitical volatility. The empirical validation of the Trust Asymmetry 

Score (TAS) as a significant moderator expands Porter’s (1996) competitive advantage theory 

beyond the analysis of industry structure. It demonstrates that nationalist positioning yields a 

sustainable advantage only when corporations attain a minimum 15-point credibility surplus 

over governmental institutions. The threshold effect elucidates the disparity in premium 

capture between medical device manufacturers and consumer electronics firms, despite 

comparable absolute trust gaps. Their strategic actions aligned with pandemic-induced TAS 

spikes surpassing 25 points, thereby activating latent consumer nationalism in commercially 

significant ways. We further developed Anderson’s (2006) notion of nationalism as an 

"imagined community" by illustrating its activation pattern contingent upon crises. The 

observed 24% volatility in the premium patriotism during geopolitical crises indicates that 

economic nationalism functions as a latent variable, necessitating exogenous shocks for its 

complete commercial manifestation, thereby challenging static models of consumer behavior 

that assume constant activation. Theoretical integrations position nationalism not as a 

universal strategy, but as a precise instrument that necessitates calibration to measurable 

institutional conditions. 



FRONTIERS IN RESEARCH    91 

Theoretical Implications: Bridging Institutional and Strategic Perspectives 

The PARADE Implementation Protocol (Profitability-Aligned Resonance of Authentic 

Domestic Engagement) operationalizes these insights by integrating institutional legitimacy 

theory (Suchman, 1995) with dynamic capability frameworks (Teece et al., 1997). This 

integration addresses the "patriotism paradox," wherein identical strategic actions produce 

contrasting outcomes in different contexts. Treating nationalist positioning as an 

institutionally embedded resource, whose value varies with TAS measurements and crisis 

probabilities, PARADE allows corporations to convert patriotism from a symbolic gesture into 

a quantifiable capability. Examine how defense contractors utilizing "veteran-made" 

certification (Table 8) attain a 23% trust impact by establishing pragmatic legitimacy through 

visible economic contributions, circumventing the ideological disputes that weaken claims of 

moral legitimacy. This approach fundamentally redefines strategic management: instead of 

inquiring "Should we adopt nationalist positioning?", executives now consider "Under what 

specific TAS conditions and at what PPI threshold does domestic engagement become 

competitively advantageous?" 

Managerial Framework: The PARADE Protocol in Practice 

Phase 1: National Loyalty Organizations must quantify category-specific Patriotism 

Profitability Indices (PPI) during audits by integrating three variables: (1) empirically derived 

willingness-to-pay premiums (Table 1), (2) domestic production cost differentials, and (3) 

supply chain resilience valuations. Medical device manufacturers calculate a high baseline 

Producer Price Index (PPI) of 22% while monitoring pandemic vulnerability indexes to 

anticipate spikes in Total Addressable Supply (TAS). Automotive companies experiencing 

fluctuations in Producer Price Index (±5%) benefit from geopolitical forecasting, which allows 

for strategic reshoring exclusively during election cycles when Total Allowable Subsidy 

surpasses 20%. This approach's precision was evident during the 2023 semiconductor 

shortage, as tech firms employing predictive TAS modeling effectively localized R&D 

operations at a time when consumer trust in government trade policy reached crisis levels. 

Phase 2: Neutrality Mitigation addresses the polarization risks outlined in Table 4 by 

employing "silent patriotism" tactics, which convey national commitment without explicit 

political framing. Programs for veteran hiring, initiatives for supply chain transparency, and 

strategic investments in domestic markets yield quantifiable trust benefits while minimizing 

partisan division. Retailers utilizing "Assembled in USA" hybrid labeling realize an 11% 

increase in trust by effectively balancing patriotic messaging with price considerations. This 

strategy was notably employed by Home Depot amid tariff disputes, highlighting domestic 

job creation while still incorporating globally sourced components. Organizations must create 

crisis playbooks that include pre-approved response tiers aligned with PPI thresholds, 

facilitating the swift implementation of contextually relevant narratives during periods of 

volatility. The pharmaceutical executive who stated, "Our ‘America First’ narrative worked 

because we delivered actual vials to actual arms" (Interview #23) illustrates this approach: their 

crisis protocol emphasized concrete domestic production evidence rather than symbolic 

messaging. 
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Table 8. Sector-specific PARADE implementation tactics 

Sector High-ROI Tactic Trust 

Impact 

Strategic Rationale 

Retail "Assembled in USA" 

hybrid labeling 

+11% Balances patriotic signaling with global value 

chain efficiencies 

Defense "Veteran-made" 

certification 

+23% Leverages non-partisan symbols of service 

while maintaining international partnerships 

Tech Strategic R&D hub 

localization 

+8% Signals intellectual capital investment 

without triggering offshoring stigma 

Source: ROI analysis of 47 corporate case studies implementing the PARADE framework (2020–2024); 

trust impact measured as net change in brand trust perception after 12-month implementation 

Implications for Future Research and Directions 

This framework posits that addressing nationalist expectations necessitates neither complete 

reshoring nor mere symbolic gestures, but instead a dynamic ability to synchronize domestic 

engagement with quantifiable trust disparities—an ability that is becoming increasingly vital 

for competitive resilience. Three key research priorities are identified: First, longitudinal 

studies must examine whether sustained TAS advantages enable permanent premium capture 

or provoke institutional counter-mobilization, as suggested by recent FTC scrutiny of "Made 

in USA" claims. Secondly, cross-national comparative analysis ought to evaluate the 

applicability of PARADE beyond the United States, especially in economies characterized by 

a more robust state-corporate symbiosis, such as Germany's "Industry 4.0" initiative. Third, 

ethnographic research could elucidate how frontline employees internalize "silent patriotism" 

during customer interactions, which is a significant factor in the 19% improvement in service 

quality noted among retailers employing the framework. This research offers practitioners a 

quantifiable approach that transcends nationalist rhetoric. Companies like Lockheed Martin 

and Ford, succeeding in this domain, view patriotic positioning not merely as a branding 

strategy but as a stakeholder value proposition. This necessitates realignment of the supply 

chain, ideological market segmentation, and the development of authentic narratives tailored 

to observable institutional conditions. 

Conclusion: The Precise Calculus of Patriotic Profitability 

This research establishes that the strategic deployment of patriotism generates measurable 

corporate profit only under specific conditions: when the Patriotism Profitability Index (PPI) 

exceeds 8% and the Trust Asymmetry Score (TAS) surpasses 15 percentage points. This multi-

industry analysis indicates that this specific threshold configuration is present in roughly 32% 

of commercial sectors, converting abstract nationalist sentiment into a measurable strategic 

variable. The findings address a key issue in international business literature, illustrating that 

identical patriotic positioning yields 22% premiums for medical device manufacturers during 

pandemic crises, while eliciting consumer backlash against consumer electronics brands 

during times of institutional stability. This study empirically validates thresholds through 

discrete choice experiments involving 12,000 consumers and institutional trust metrics, 

thereby establishing economic nationalism as a contingent capability rather than a universal 

strategy, moving beyond ideological debates. This paradigm shift requires executives to move 
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from the binary question "Should we embrace patriotism?" to a more nuanced inquiry: "Under 

what specific TAS conditions and at what PPI threshold does domestic engagement become 

competitively advantageous?" 

This research presents three significant contributions to the field of strategic management 

theory and practice. We develop a replicable methodology to quantify patriotism premiums 

and institutional trust asymmetries, introducing the TAS metric as a significant moderator of 

the effectiveness of nationalist positioning. This innovation addresses the "patriotism paradox" 

identified in CEO interviews, wherein companies such as Lockheed Martin realized a 23% 

trust impact via veteran employment programs, while competitors encountered allegations of 

"flag-washing" for analogous efforts. The PARADE Framework (Profitability-Aligned 

Resonance of Authentic Domestic Engagement) establishes a systematic protocol for aligning 

nationalist sentiment with profitability imperatives. This phased approach, which includes 

Patriotism Audits, Neutrality Mitigation tactics, and crisis-contingent implementation, allows 

firms such as Home Depot to effectively implement "Assembled in USA" hybrid labeling amid 

tariff disputes. This strategy balances patriotic signaling with the realities of the global value 

chain, resulting in an 11% impact on trust. We present a neutrality risk calculus that quantifies 

the substantial market share penalties, averaging 18% during geopolitical crises, for brands 

that do not demonstrate patriotic alignment when TAS conditions trigger consumer 

nationalism. This predictive modeling enables organizations to traverse unstable ideological 

environments with evidence-based accuracy instead of reactive conjecture. 

Table 9. Sector-specific implementation thresholds under the PARADE framework 

Sector PPI 

Threshold 

TAS 

Threshold 

Crisis 

Sensitivity 

Exemplar Tactic 

Pharmaceuticals >12% >18% High (+24% 

volatility) 

Strategic API 

production reshoring 

Defense 

Contracting 

>10% >20% Medium (+15%) Veteran workforce 

certification 

Consumer 

Electronics 

>5% >14% Low (+7%) Hybrid R&D hub 

localization 

Retail >6% >12% Medium (+13%) Transparent sourcing 

disclosures 

Source: Regression analysis of Bentley-Gallup Survey data (2020–2024); thresholds indicate minimum 

values required for positive ROI 

Future research should expand upon these findings in three essential directions. Cross-

cultural comparative studies ought to investigate the manifestations of nationalist premiums 

outside the U.S., specifically by contrasting individualistic American nationalism with the 

collective responsibility frameworks that define European industrial policy. Examining the 

extent to which Germany’s Industrie 4.0 initiative produces similar corporate benefits via 

varying trust architectures would assess the theoretical limits of PARADE. Scholars must 

concurrently address the emerging challenge of digital sovereignty expectations in cloud 

computing and AI sectors, where demands for "techno-patriotism" increasingly conflict with 

global innovation ecosystems. Preliminary findings indicate that companies such as Microsoft 

encounter distinct challenges in reconciling nationalist data localization requirements with 

international research partnerships, necessitating the development of new theoretical 



94    S. S. DZREKE & S. E. DZREKE 

 

 

frameworks. Longitudinal analysis must assess whether sustained TAS advantages lead to 

permanent premium capture or trigger institutional counter-mobilization, as indicated by the 

Federal Trade Commission's increasing scrutiny of "Made in USA" claims when domestic 

content does not meet material composition thresholds. 

The contributions collectively illustrate that addressing nationalist expectations does not 

necessitate complete reshoring or mere symbolism; instead, it requires a dynamic ability to 

synchronize domestic engagement with quantifiable trust disparities. Organizations that excel 

in this area, such as pharmaceutical companies that achieved 22% premiums during 

pandemic-related TAS increases through substantiated investments in vaccine production, 

approach patriotic positioning as a stakeholder value proposition. This necessitates 

realignment of supply chains, segmentation of ideological markets, and the development of 

authentic narratives. This research delineates the conditions under which nationalism 

engenders competitive advantage, offering executives an evidence-based framework for 

navigating the intricate landscape of 21st-century economic patriotism. 
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