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Extensive globalisation has presented several sustainability challenges highlighted in the
United Nation’s Sustainable Development Goals. These include the environmental impact
of global product procurement and manufacturing and the irregular treatment of indige-
nous workers in developing countries. Thus, reshoring, defined as a firm’s voluntary strat-
egy to partially or totally relocate production to the home country, is gaining traction.
However, most research on reshoring focuses on firms, leaving the consumers’ perspec-
tive under-researched. Here, we examine British consumers’ perspectives on reshoring to
the UK and sustainability. By employing the theoretical lens of connectedness, anchored
in attachment theory, we conducted 30 in-depth interviews using projective techniques
and analysed the data using the constant comparison method. We found that consumers
not only positively viewed their connectedness with the concept of reshoring from a sus-
tainability perspective, but also appraised it from a global perspective, demonstrating
empathy towards the host country. Further, they doubted corporations’ motives regard-
ing reshoring. Three theoretical dimensions emerged based on consumers’ connectedness
with reshoring and sustainability, specifically, supporting reshoring conditionally, inclu-
sive reshoring, and doubting reshoring.

Introduction defined as ‘a voluntary company decision to re-

locate its activities back to the home-country, af-

Over the last few decades, consumers have had
access to various global products and services at
affordable prices owing to globalisation and the
offshoring of manufacturing activities to develop-
ing countries, which come with lower labour costs
(Orzes and Sarkis, 2019; Tate et al., 2014; Wilkin-
son et al., 2021). However, offshoring-related defi-
ciencies are surfacing, including manufacturing in-
efficiencies and delivery delays, particularly during
the COVID-19 pandemic. Regarding sustainabil-
ity, the social and environmental impact of procur-
ing and manufacturing products and the poor
treatment of workers in developing countries are
also concerning (Donaghey and Reinecke, 2018;
Gillani et al., 2021). In response, there has been
a business and political steer towards reshoring,

ter having implemented an offshoring decision in
the past, regardless of the ownership of the ac-
tivities reshored’ (Grappi, Romani and Bagozzi,
2020, p.70). This is attributed to increasing labour
costs (Ellram, Tate and Petersen, 2013), low prod-
uct quality (Grappi, Romani and Bagozzi, 2020),
and sustainability issues in developing countries
(Brennan et al., 2015; Fratocchi and Di Stefano,
2019; Orzes and Sarkis, 2019; Sirilertsuwan, Ek-
wall and Hjelmgren, 2018).

Reshoring is gaining prominence globally; for
example, in the US, more than 1300 organisa-
tions are likely to partially or fully relocate their
manufacturing activities to their country, generat-
ing 138,000 new jobs (Reshoring Initiative, 2021).
In Europe, the UK has the most reshoring cases
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(17%), followed by Italy (15%) and France (14%)
(Eurofound, 2019). Reshoring is also evident in
developing countries. For example, Boat, a lead-
ing Indian consumer electronics brand, moved its
manufacturing from China to India and aims to
produce 40% of its products in India by 2024
(Techradar, 2022).

The UK, the home country in this study, has
recently been pushing for British reshoring. In a
survey conducted by The Manufacturer, a leading
UK industry publication, it was found that 70%
of the participant organisations plan to reshore
their manufacturing activities, while 40% have al-
ready done so (The Manufacturer UK, 2021). For
example, Alexander Dennis (Product Engineer-
ing Solutions, 2021), a leading British bus maker,
reshored from Hungary and China to the UK.
Also, the ‘Made in Britain’ initiative, a collec-
tive association of British manufacturers, is assist-
ing brands that decide to manufacture in Britain,
further prompted by supply chain disruptions re-
sulting from Brexit and the COVID-19 pandemic
(Reshoring UK, 2021).

Concurrently, reshoring is amassing academic
interest. Most reshoring literature has examined
the effects of reshoring on supply chains and oper-
ations management (Gray et al., 2017; Mclvor and
Bals, 2021; Wiesmann et al., 2017), as well as the
motivators, outcomes, and barriers to reshoring
(Ellram, Tate and Petersen, 2013; Fratocchi and
Di Stefano, 2019). However, research from the
consumer’s perspective (see Grappi, Romani and
Bagozzi, 2015, 2018, 2020; Pal, Harper and Velle-
salu, 2018) is limited (Fratocchi and Di Stefano,
2019; Grappi, Romani and Bagozzi, 2020), despite
the potential effect of consumer brand perceptions
on reshoring decisions (Eurofound, 2019). In a re-
cent Deloitte study, one of the few exploring the
consumer perspective, around 65% of consumers —
individual and corporate — preferred locally man-
ufactured products and organisations with oper-
ationally excellent supply chains and ecologically
friendly approaches (Deloitte Insights, 2021).

Recently, there has been an interest in the con-
sumer side of the equation; however, few stud-
ies (see Grappi, Romani and Bagozzi, 2015, 2018,
2020; Pal, Harper and Vellesalu, 2018) have ex-
amined the consumer perspective. Grappi, Romani
and Bagozzi (2015) found that consumers con-
sider reshoring companies to be morally superior
and thus show a higher willingness to purchase
their products. Furthermore, Moore, Rothenberg
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and Moser (2018) found that consumers perceive
home production to have fewer adverse environ-
mental effects than offshore manufacturing. How-
ever, these studies mostly examine consumers’ pos-
itive perceptions: comprehensive analyses, includ-
ing negative reactions, if any, are scant (Grappi,
Romani and Bagozzi, 2020). Therefore, there is a
need to gain a holistic understanding of consumer
perspective, as consumers are a key demand-side
driving factor impacting company reshoring deci-
sions.

The literature (e.g. Fratocchi and Di Stefano,
2019; Sawhney and Rastogi, 2015) recognises the
interdependencies between reshoring and the three
dimensions of sustainability — economic, social,
and environmental sustainability. The economic
dimension refers to fair wages, poverty reduction,
and efficient resource allocation. The social dimen-
sion involves labour rights and the wellbeing of
communities, workers, and consumers. The envi-
ronmental dimension relates to the use of renew-
able resources and reductions in the pollution and
carbon footprints (Gao and Bansal, 2013; Hengst
et al., 2020; Huang and Rust, 2011; Khurana and
Ricchetti, 2016). For example, Ashby (2016), ex-
amining the reshoring activities of a UK-based
fashion brand, found that building and develop-
ing mutually beneficial relationships with local
manufacturers and suppliers contributed to them
achieving sustainability goals. Heikkila, Martin-
suo and Nenonen (2018) examined reshoring
within the Finnish manufacturing sector and em-
phasised the importance of understanding the im-
pact of reshoring on employment levels in both the
home and host countries. In a review of studies
on reshoring and sustainability, Fratocchi and Di
Stefano (2019) argued that a firm’s sustainability
strategies need to be developed using a ’systemic
approach’, including consumers’ perspectives.

From the perspective of the United Nation’s
Sustainable Development Goals (UN SDGs), con-
sumers significantly influence reshoring decisions
concerning manufacturing and supply chain activ-
ities, particularly as reflected in SDG-12: ‘Ensur-
ing sustainable consumption and production pat-
terns’ (United Nations, 2021). This Goal targets
the realisation of sustainable consumption and
production and invites developed countries to play
a leadership role in achieving this. While this im-
plies a significant impact on sustainability-related
reshoring decisions, research examining this re-
lationship considering the three dimensions of
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sustainability from the consumer’s perspective re-
mains scarce (Ashby, 2016; Fratocchi and Di Ste-
fano, 2019; Orzes and Sarkis, 2019). Specifically,
to our knowledge, there is no study that examines
the consumer’s perspective regarding the relation-
ship between reshoring and the three dimensions
of sustainability.

To analyse this relationship and address the
literature gaps described above, we employ the
connectedness concept anchored in attachment
theory (Townsend and McWhirter, 2005), which
defines attachment as arising ‘when a person
is actively involved with another person, object,
group, or environment, and that involvement pro-
motes a sense of comfort, wellbeing, and anxiety-
reduction’ (Hagerty et al., 1993, p. 293). This sug-
gests that individuals are inclined to experience
deep fondness with significant others, thus devel-
oping strong connections with them (Mikulincer,
Shaver and Pereg, 2003; Mikulincer and Shaver,
2007). As consumers could be influenced by, for
example, attachment to their home countries or
connections that they have with other people, it
is important to examine their perceptions about
reshoring manufacturing activities and the result-
ing impact on the three dimensions of sustainabil-
ity in the home country (UK). Considering the
above-mentioned gaps, the main research ques-
tion of this study is as follows. How do British
(home country) consumers perceive the relation-
ship between organisations’ reshoring activities
and the three (economic, social, and environmen-
tal) dimensions of sustainability? Accordingly, the
overarching research objective of this study is to
understand consumer perspective regarding the re-
lationship between reshoring and the three (eco-
nomic, social, and environmental) dimensions of
sustainability.

By addressing this research question, we make
several contributions. First, while most reshoring
literature focuses on the firm’s perspective, we as-
sume a holistic approach. We add to the reshoring
literature by examining the perspective of British
consumers regarding organisations’ reshoring ac-
tivities. Second, to our knowledge there is no re-
search considering the consumer perspective on
the relationship between reshoring and sustain-
ability, and we provide a comprehensive analy-
sis of consumers’ perceptions of reshoring and
sustainability considering the social, economic,
and environmental dimensions. Third, we demon-
strate connectedness as a helpful and novel the-

3

oretical lens for examining consumer perspective
towards reshoring and sustainability. We extend
the theoretical conceptualisation of connected-
ness by proposing the following three theoretical
categories: national sustainability connectedness,
global sustainability connectedness, and indiffer-
ence towards sustainability connectedness.

Literature review
Reshoring and consumer behaviour

Reshoring is defined as a firm’s decision to relo-
cate all or some of its functions back to the home
country (Ellram, Tate and Petersen, 2013; Gray
et al., 2013). Reasons for reshoring include in-
creased transportation and labour costs in devel-
oping countries, low product quality, sustainability
concerns, and, more recently, COVID-19-induced
supply chain disruptions (Dachs, Kinkel and Jéger,
2019; Fratocchi and Di Stefano, 2019; Mclvor and
Bals, 2021). While sustainability considerations are
described tangentially as factors influencing or-
ganisational reshoring decisions in relation to the
host country, which suggests an increasing under-
standing of the impact of production and supply
chains on the environment, they have not been suf-
ficiently explored (Wiesmann et al., 2017). Further,
it is argued that reshoring production from de-
veloping countries may be detrimental to the sus-
tainability of marginalised workers in those coun-
tries, who depend on such production for their
livelihood (Doherty, Davies and Tranchell, 2013;
Eckhardt, Belk and Devinney, 2010; Gillani et al.,
2021).

While most of the reshoring research concen-
trates on a firm’s supply chain and operations
management (e.g. Di Di Mauro et al., 2018; Gray
et al., 2013; Tate et al, 2014), the consumer’s
viewpoint remains under-researched (Ashby,
2016; Fratocchi and Di Stefano, 2019; Moretto,
Patrucco and Harland, 2020; Srai and Ané,
2016). This is surprising, because the literature
affirms that consumers are increasingly demand-
ing authentically and locally made products, and
are willing to pay more for them (Collins and
Weiss, 2015; Grappi, Romani and Bagozzi, 2020;
Robinson and Hsieh, 2016). In a seminal study
examining consumers’ willingness to buy products
from companies that reshore, Grappi, Romani and
Bagozzi (2015) found that a company’s reshoring
decision positively influenced consumer attitudes
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towards the organisation through increased grat-
itude and decreased anger. Further, concerning
corporate social responsibility (CSR), they argue
that consumers appreciate reshoring that they per-
ceive as motivated by serving others as opposed to
that perceived as self-serving.

More recently, Grappi, Romani and Bagozzi
(2018) found that the perceived superior qual-
ity of reshored products and host-country-related
sustainability concerns increased the intention to
buy home-country products. However, in mea-
suring consumer attitudes towards organisations’
pre- and post-reshoring decisions, Cassia (2020)
found that only consumers who were aware of
companies’ previous offshoring activities and were
highly ethnocentric had an increased perception
of quality towards reshored products. Recently,
Grappi, Romani and Bagozzi (2020) argued that
consumers with strong reshoring sentiments are
more inclined towards purchasing such products
and speak positively about them to others. How-
ever, these studies have mostly examined the pos-
itive aspects of consumer responses to reshoring
decisions and ignored negative consumer reac-
tions, and thus the literature is not holistic. We fill
this research gap by considering both positive and
negative consumer perceptions towards reshoring
to the UK.

Furthermore, the increasing number of scan-
dals regarding the devastating social and environ-
mental impact of offshoring (Tsoulfas and Pappis,
2006) are raising consumers’ sustainability con-
cerns (see Veit et al., 2018). Consumers might con-
sider reshoring strategy as an ethical decision, in
that companies comply with the labour and en-
vironmental laws of home countries as opposed
to those of host countries (Grappi, Romani and
Bagozzi, 2018). Bonini and Oppenheim (2008)
conducted a multinational study in the USA, the
UK, India, and China and found that approxi-
mately 50% of respondents were inclined to buy
products from companies that invested in alterna-
tive energy or made efforts to be environmentally
conscious. Maronde et al. (2015) found that the en-
vironmental benefit of reshoring significantly in-
fluences customers’ willingness to pay more for
such products. From a social sustainability per-
spective, reshoring may not always create job op-
portunities, but it may avert layoffs (Engstrom
et al., 2018). Therefore, it is important to con-
sider the influence of sustainability concerns on
reshoring decisions (Fratocchi and Di Stefano,
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2019; Orzes and Sarkis, 2019). Although there is
growing customer interest in sustainability and a
demand for organisations to engage sustainably in
reshoring practices (Delis, Driffield and Temouri,
2019; Fratocchi and Di Stefano, 2019; Gualandris,
Golini and Kalchschmidt, 2014), to our knowledge
there is no research examining consumer perspec-
tive regarding the relationship between reshoring
and the three dimensions of sustainability.

Theoretical framework. Sustainability
connectedness and consumer behaviour

Extant consumer research on reshoring has wit-
nessed a constrained use of theories, and there is
a lack of studies examining consumers’ percep-
tions towards reshoring and sustainability through
a complementary theoretical perspective. Organi-
sations’ reshoring decisions have been traditionally
explicated through the cost—benefit factors rooted
in transaction cost economics, focusing on the
role of economic factors such as labour costs or
overseas supplier dependence (Choudhary et al.,
2022; Mclvor and Bals, 2021). In contrast, we
adopt a unique theoretical perspective to exam-
ine consumer perspective regarding reshoring and
sustainability — the connectedness concept, which
hinges on attachment theory. Bowlby defined at-
tachment as a ‘lasting psychological connectedness
between human beings’ (1969, p. 194) that creates
social bonds and links people through their com-
mon concerns (Lastovicka and Sirianni, 2011).
Connectedness is a multi-dimensional concept,
encompassing various forms (see Table 1), such
as social connectedness (Akestam, Rosengren
and Dahlen, 2017; Wang, Keh and Chao, 2018),
connectedness to nature (Dong et al., 2020; Liu
et al., 2019), global connectedness (Lee, Lee and
Kim, 2016; Strizhakova and Coulter, 2015), and
connectedness to self (Liang and Guo, 2021). For
example, concerning the COVID-19 pandemic,
Kirk and Rifkin (2020) found that consumers
established social connectedness though virtual
social events, cloud clubbing, or wellbeing ses-
sions to cope with the crisis. Further, Akestam,
Rosengren and Dahlen (2017) argue that social
connectedness is important for marketers when de-
signing advertising campaigns, as it can engender
an inclusive society. In this study, connectedness
could provide a useful lens through which to
examine the relationship between reshoring and
social sustainability by examining how consumers

© 2022 The Authors. British Journal of Management published by John Wiley & Sons Ltd on behalf of British

Academy of Management.



"90URISIP SSAUPAIOAUU0I-[QO[T AQ PajeIopOw
SeM JUBINEISAI AU} O} UINJAI 0} SUONUIIUI pUE

AV ‘pueeyL
‘eury) ‘ueder
‘Fuoy] Suoy

(9107)

S2JUALIAA XD SIUWO)ISND UAIM]IQ UOTJRIDOSSE Y T, SIQWNSUOD ()/0T KaaIns arreuuonsan() ‘eI[RIISNY ‘SN [®qo[D wr] pue 97 9o
‘pueIq o)
PUE ‘Sasned [B100s ‘s1onpoid Jo juowssasse
9AnIsod B PoRIISUOWIP ‘SSAUPIIIUUOD syuedronted
Jeom [IIM Paredwon ‘SSaUPIIAUUOD s ‘T Apmig (s102)
Jo asuas Fuons © im syuedionied sjuapnis (L1 ‘1 Apnis KaAIns a1reuuONsSaNg) - [e2130]0YdASq [emIe33y pue ueyyz
aseqeleq
uoneurIojuy
'SpueIq ([BQO[3) [I0] AU} )14 UONEOYNUIPI JTBIN [BqOTD NS
11oU) AQ pajeIpaW SBM YUI[ ST} PUB ‘San[eA §,10}IUOWOINF WOIJ pue I ‘Brssny
[eqo[3—1ed0[ uo urpuadap spueiq QO[3 BJRP [2AJ[-[BUOTIRU ‘e1puy ‘BUIYD (S107) 193M0D
uey[) IOYJeI SpuRIq [BOO] paseydind siownsuo)) SIQWNSUOD /61T puE JoWNSU0D) ‘Tizeig ‘erensny [eqo[H pUE BAOYRYZILIS
syuopns
‘s1oy30 Surdjoy 0S ‘¢ Apnmag
10 SI9Y)O 0] SAIINOSAIT JO JUU WO sjuopnys
JOMO[ B 0 PI[ SSAUPJOIUU0D [BIIFO[OTIAsd 9/ ‘¢ Apmig
PISBAIOIP [ONG 'SIAYIO 0] SSAUPIJOAUUOD SSI sjuopn)s
119 Ao} ‘AIFUNy 9IoM 10 UIWOM JATORIIR ¥ ‘T Apmag a1ode3urg
Jo saIn3o1d UmMoys 91oM S[BNPIAIPUT USYA\ syuopnis ¢f ‘1 Apmis juowiLIadxg ‘Suoy] Suoy [eo130[0yoASq ($107) Sueyz pue 1]
‘UONRUISEWI PURIQ PUB UOT)RULIOJUT
wei3ord 01 paje[ar A1owow w)-3uo] pue KaAIns arreuuornsanb SI9JORIRYD ($007) I919°H
-1I0U[S S [eNpPIAIPUI UB PaJoIpald ssaupajoouuo)) SjuapnIS €19 ‘sdnois snooq SN pue sweidoid uoIsIAd[a], Pue UBWION] ‘[[osSy
“UWIAY) SUISTIIAPR
pajeredas & 9soyd LwAYDs-J[as jeredas
© PaAR[ASIP OYM S[ENPIAIPUT A[IYM QU]
SUISIIIOADPE PIJOAUUOD B PAINOARJ BUIAYDS- J[OS (L661)
P2102UU0J B PIILIJSUOWAP OYM S[BNPIAIPUT SJuAPNIS 7| KaaIns a1reuuonsan() SN SuIsnIApY UOMOJA] Pu® SuBpy
sSurpury Jrdwreg POYIdIA Anuno) SSIUPIJIIUUOD JO WLIO Apms

Heading Home?

ANOIADYIq LIUINSUOD pUb ME.CW&&ENE Uo 24nJv42]1] Y] Ul SSIUPIJIIUUOI UO SIIPN]S \NNU.E.RNEN Ppalarajas [ a|gny

© 2022 The Authors. British Journal of Management published by John Wiley & Sons Ltd on behalf of British

Academy of Management.



A. Gillani et al.

"K11199190 18y} £q PIsIOpud
syonpoid ay) Anq 01 uonuajur 3y) unoeduwr
SNy} ‘93essow pasIOPUa §,A311q9[90 PaLIdjaId

1197} pue ssauUpajoduu0d syuedonred

SOI)ISIOATUN OM)

(6107) uonnng pue

U99M19q UOTIRIOOSSE dANISOd © Sem a1y [ wolj s)udpnIs 70§ KaaIns a1reuuonsang) SN JUSWIASIOPUD A111GR[RD jsereduepzex ‘uel]
syuapnys
vEl ‘¢ Apmig
"2INJBU 0} $SAUPIIIUUOD syuapnys
£q pajeIpaW 21oM dINjRU JoY)RJ/IyloW 68 ‘T Apmis
PUB INOIARYS] [BIUSWIUOIIAUI-0I] syuapnys 98 ‘1 Apmg AdAIns a1reUUONSINQ) RUIYD amieN (6107) w12 NI
SIOWINSUOD
01¢€ ¥ Apmig
SIOWINSUOD
9%1 ‘¢ Apmig
SIOUWINSUOD
101 ‘T Apmig
'SpooJ Judgnpur 10j Sury| pue eI[eIsou SIOUWINSUOD juowLIddxe (8102)
U99M19q U] Y} PAIBIPAUL SSOUPIIIAUUOD [BIOOS GS1 ‘1 Apmis PO AINL-IN BUIYD ‘SN [e100S oryD puk Yoy ‘Suemy
‘uonjejuowe[dwr £391e1)S Sa[ES o) YSnoIy)
dourui0y1ad I9y3Iy 03 PIJ SSAUPIIIUUOI (8107) ezRUY
‘Kymeroa reureoiur ysSry jo sown Sunng syuedionaed ¢z KaAIns a1reuuonsang) SN uosiadsoreg pue IaN[eA\ ‘UIMON
SIOWINSUOD
€L1 ¢ Apmig
*$SOUPI}IAUU0I [R100S JO suondoorod SIOWINSUOD
1oy} Sunoedwr oouay ‘onoyredwd 6¢S ‘T Apnas
d10W 3UIAQq SIAWNSUOD 0} PI[ SANIANIL SIOWNSUOD (L107) udrye pue
reuonowoid ur £yjenxasowoy jo uonordop ay . $S1 ‘1 Apms juowiLradxg oadoing yrioN [e100S UQITUBSOY ‘WEISANY
sgurpur Jdureg POYRIA Anuno) SSAUPIPIIUUOD JO ULIO Apms

(ponunuod ) [ 2qnL,

© 2022 The Authors. British Journal of Management published by John Wiley & Sons Ltd on behalf of British

Academy of Management.



‘suondo

PasSIOPU-AILIOUIW ‘SA PISIOPUI-AJLIofewr
punoie saouaIajard yjm ame paonpur

(q) pue ame [euonIsodsIp (&) usamidq

digsuorne[al oy} pPojeIPOW SSAUPIJIOUUOD [RIVOS

‘SununodsIp awrn (q) pue 01012 Jonpord
diqeure)sns () pue opnineIs uoamioq
driysuonea1 uneIpaw 9y3 pajeIopow

J19S 2ININJ 0} SSAUPAIOAUUOD) FUNUNOISIP

Jwn) 0} 9pnINeIs WOl Jey) Ul puL 100

jonpoid o[qeure)sns 0} apnjneIs

woly yred oy ur ssaoo1d uonerpaw ) sAJLIS
-pou J[9s 2IN3NJ Ay} 0} SSOUPIIAUUO))
‘3ununoosIp

awn 03 9pNINeIS WOl Jey) Ul pue 10y
jonpoid sjqeureisns 01 opnineIsd

wouj yyed ay) ur sseooxd uonerpawr Ay sAILI
-pow J[9s 2INInJ oy} 0} SSAUPIIAUUO0))
-3ununoosIp

o) 0} 9pnINeIs Wolj Jey) Ul puL 107
jonpoid o[qeure)sns 03 opnjneIs

woJj yred oy ur ssedo1d uonerpaw ) sAJLIS

-pour J[os 2Ininyj ay} 0} SSAUPIIAUUO0))

‘uondwnsuod
pue ssaunjpuriu usamjaq drysuoneyar

Q) PIJBIPIUL AINJBU O} SSIUPIJIIUUO))

‘punoj sem Inoiaeyaq uonduwnsuoo
9]qeuIL]SNS UO UONBIOOSSE JO2IIPUI UB
pue ‘Surokoar pue Suiseyoind pue ainjeu 0}

SSUPOOAUU0D UdIM)q diysuornefar aanisod y

syuedionted
Ovb ¢ Apmis
SJuapMIS GET

‘T Aprig
syuedionted

979 ‘1 Apmig

syuedronaed 9¢ |

syuedronied ¢zg

syuedronied 9gg

KaAIns a1reuuonsang)

JuowLadxHq
‘KoaIns [eurpniiSuo|

AdaIns arreuuornsang)

AdaIns arreuuonsang)

euIy)

eury)

SN N

eury)

(1207) uaAn3N
1008 pue ny ‘Suex

J1os arminyg (1207) onn pue Suery

amjeN (1200) w1211

aIieN (0T0T) 17 12 Suo(

ssurpury

Jrdweg

POYRIA

Anuno)

SSIUPIIIIUUOD JO ULIOY Apms

Heading Home?

(ponutiuo) ) T 2jqnL

© 2022 The Authors. British Journal of Management published by John Wiley & Sons Ltd on behalf of British

Academy of Management.



8

may feel connected to people in the home country,
and how reshoring could impact their livelihoods.

The dominant perspective in consumption stud-
ies espouses an ecological perspective of con-
nectedness, conceptualising it as the degree to
which people embrace nature (Mayer and Frantz,
2004; Schultz, 2002). Individuals who demonstrate
high levels of connectedness to nature are more
likely to positively view environmental preserva-
tion and negatively view harmful activities towards
nature (Barbaro and Pickett, 2016; Dong et al.,
2020). Connectedness to nature could evoke pos-
itive feelings, such as empathy and involvement in
prosocial behaviour and socially responsible con-
sumption (Mayer and Frantz, 2004; Weinstein,
Przybylski and Ryan, 2009; Zhang, Howell and
Iyer, 2014). For example, in a survey of 546 on-
line consumers, Li et al. (2021) noted that con-
sumers demonstrating strong connectedness to na-
ture were more likely to choose sustainable alter-
natives such as fair-trade products or to actively
reduce their consumption.

Some studies have also stated that people who
experience higher levels of connectedness to nature
tend to be considerate about other individuals and
society at large; for example, Russell and Russell
(2010) found a positive association between con-
sumer global connectedness and responsiveness to
foreign CSR initiatives. Since the advent of glob-
alisation, global brands are not seen as comple-
mentary, but rather as competitive (Varman and
Belk, 2009). This argument gains more impetus in
the context of reshoring and sustainability, where
these values could tip this delicate balance, yet it re-
mains understudied. These studies mostly infer re-
lationship between the human-—nature connection
and societal welfare, which demonstrates a signif-
icant gap in the literature regarding this relation-
ship, which leads to the need for clarity on these
basic assumptions.

From a global viewpoint, Strizhakova and Coul-
ter (2015), after examining consumer ethnocen-
trism and global connectedness, found that higher
levels of global connectedness are inversely related
to consumer perceptions of local product qual-
ity, compared with global products. When con-
sumers feel connected to broader society, instead
of just their nation, the self—other gap reduces,
potentially inducing empathy and stronger emo-
tional reactions (Escalas and Stern, 2003; Galin-
sky, Ku and Wang, 2005). While global connect-
edness alludes to increased consumer involvement
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in the world, making consumers more receptive
to global brands, consumer ethnocentrism refers
to supporting local brands, and is often associ-
ated with stronger nationalistic beliefs (Balabanis
and Diamantopoulos, 2011; Cleveland, Laroche
and Papadopoulos, 2009). This can be significant
when consumers evaluate reshoring motives and
alter their attitudes and behaviours considering the
welfare of both local and distant individuals.

Conceptualising connectedness at a more in-
ternal level, researchers argue that individuals
recognise their present and future selves to be as-
sociated, which affects their future decisions (Ur-
minsky, 2017). Consumers with a connectedness
to their future self may choose sustainable al-
ternatives over short-term and cost-saving ones.
The reshoring and sustainability context may ac-
centuate connectedness to the future self, because
consumers who perceive environmental and so-
cial sustainability to be unrelated to organisa-
tions’ reshoring decisions may react negatively to
reshoring (Fratocchi and Di Stefano, 2019).

There is a significant gap in the connectedness
literature because these studies adopt a unitary
view by focusing either on the individual’s rela-
tionship with the environment or on the social in-
terface with others, and thus do not offer a holis-
tic view of the concept concerning reshoring and
sustainability. This is a significant omission, given
that individuals are embedded within broader eco-
nomic, social, and ecological contexts. Connect-
edness could provide a much-needed anchor to
study consumers’ perceptions around reshoring
and sustainability, which could explain the mo-
tivation to include consumers in organisations’
decision-making processes (Moorman and Price,
1989; Thompson and Coskuner-Balli, 2007).

We conceptualise sustainability connectedness
as the degree to which a consumer is cognisant of
the economic, social, and environmental aspects
of reshoring. We argue that consumers can foster
connections with the natural environment, societal
wellbeing, and economic prosperity, which play
important roles in influencing their perceptions
around reshoring. Drawing upon this concept
allows the simultaneous identification of the three
interrelated and sometimes conflicting demands
that consumers should be conscious of when
considering organisations’ reshoring decisions.
Therefore, addressing the above-mentioned gaps,
the main research question of this study is: How
do British (home country) consumers perceive
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Table 2. Participant characteristics

Number Occupation Gender Age
1 Employability manager Female 26
2 Admissions coordinator Female 25
3 NHS nurse Female 24
4 Head of human resources, Small and Medium Enterprise (SME) Female 50
5 Human resources adviser, independent school Female 28
6 Undergraduate student Female 20
7 Freelance consultant Male 25
8 Social media marketer Male 23
9 Account relationship manager Male 23
10 Digital learning coordinator Male 43
11 Independent consultant Male 57
12 Book publisher Female 59
13 Organisational consultant Female 31
14 Sales and business developer Male 25
15 Postgraduate student Female 23
16 Child-minder Female 23
17 Business support officer Male 41
18 Administrator Male 37
19 University academic Female 60
20 Mortgage advisor Male 48
21 Operations coordinator Female 50
22 Widening participation and outreach officer Male 32
23 Sustainability manager Female 28
24 Retired engineer Male 67
25 Academic Male 50
26 Marketing consultant Female 60
27 Book author Male 80
28 Retired consultant Male 64
29 Energy manager Male 26
30 Freelance consultant Male 34

the relationship between organisations’ reshoring
activities and the three (economic, social, and
environmental) dimensions of sustainability?

Methodology

While a quantitative design may uncover the extent
of the relationships, it does not unveil the ‘why’ and
‘how’ behind the relationships (Plakoyiannaki and
Budhwar, 2021; Saunders and Townsend, 2016),
and it thus offers a limited understanding of con-
cepts. Therefore, we adopted a qualitative design,
as it provides in-depth insights and rich descrip-
tions of concepts and encourages detailed con-
siderations for sounder conceptualisation (Doz,
2011). Further, our study is exploratory in na-
ture, highlighting the relationship between organ-
isations’ reshoring activities and the three (eco-
nomic, social, and environmental) dimensions of
sustainability from a consumer’s perspective, as
there is a dearth of research in this area. The extant

research on reshoring and consumer behaviour
predominantly examines positive opinions, ignor-
ing the negative opinions that consumers may have
regarding reshoring, and hence there is a dearth
of research considering a holistic perspective (e.g.
Grappi, Romani and Bagozzi, 2020). To overcome
the limitations of the extant research described
in the previous section and to acquire a broader
view of British participants’ perspectives related
to reshoring and sustainability, we conducted in-
depth interviews with participants from the UK,
as the ‘home’ country.

To minimise bias, we purposively selected par-
ticipants (Patton, 1990) belonging to a wide range
of occupations, income levels, age groups (20—80
years), and gender demographics (for details
see Table 2). Initially, we recruited participants
through researchers’ social media accounts. Fur-
ther, consistent with data analysis and the themes
emerging therefrom, we performed theoretical
sampling (Glaser and Strauss, 1967), selecting par-
ticipants who were willing to share their opinions.
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These participants were recruited from UK-based
sustainability and reshoring groups on Facebook,
where regular discussions are held on these topics.

We conducted interviews over three months un-
til data saturation (Glaser and Strauss, 1967; Saun-
ders and Townsend, 2016) was achieved at 27 in-
terviews. We then conducted three further inter-
views, which failed to reveal any new information,
and the data collection process was terminated
at 30 interviews. Informed consent was obtained
from the participants prior to the interviews.
Owing to the COVID-19 pandemic and various
social-distancing measures (during the data collec-
tion), the interviews were conducted remotely via
Zoom/Teams/mobile, in a format in which partici-
pants felt comfortable in sharing their views (Holt,
2010; Stephens, 2007). The interviews lasted from
30 minutes to over an hour and were recorded and
transcribed verbatim, resulting in detailed descrip-
tions of participants’ accounts and strong descrip-
tive validity (Becker, 1970; Maxwell, 1992).

The interview guide was flexible, and probes
were used throughout the interviews. Before fi-
nalising the guide, it was discussed with two
academic experts and improved via three pilot in-
terviews. Initially, we solicited consumers’ opin-
ions about product provenance. As reshoring and
connectedness may not be a part of consumers’
common parlance, ‘reshoring’ and ‘connectedness’
were not explicitly mentioned. Instead, we asked
them about their perceptions regarding British
companies bringing manufacturing back to the
UK, the challenges and opportunities for the
home and host countries, and the related sustain-
ability impacts. To gain deeper insights, we used
projective techniques (Belk, Ger and Askegaard,
2003) and presented photos (see online Appendix
1) of products by companies that are reshoring.
The interviews involved detailed discussions about
reshoring effects on economic, social, and environ-
mental sustainability and participants’ connected-
ness with people or systems within and outside the
UK.

Data analysis was carried out in tandem with
data collection, as guided by the emergent themes
and employing the constant comparison method
(Glaser and Strauss, 1967). We constantly com-
pared incidents to establish relationships among
the themes. This ongoing comparison enabled
us to ascertain whether the data supported and
strengthened the emerging categories, while defin-
ing their properties and dimensions (Walsh ef al.,
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2015). Regarding the inter-rater reliability, each re-
searcher coded the transcripts independently and
compared and discussed notes regularly with the
others. Open coding was carried out for each tran-
script to identify various opinions and attitudes.
This resulted in several initial codes, for example,
‘supporting local’, ‘lack of transparency’, ‘con-
flicted between local and global’, and ‘cynical of
corporate exploitation’. Data were then subject
to focused coding, and nine second-order themes
were derived. Advanced memos were written up
to refine these themes and improve the level of
analysis from descriptive to conceptual, by iden-
tifying aggregated dimensions (Gioia, Corley and
Hamilton, 2013), including ‘supporting reshoring
conditionally’, ‘inclusive reshoring’, and ‘doubting
reshoring’ (depicted in Figure 1).

Findings

Overall, our findings demonstrate that sustainabil-
ity connectedness significantly affects consumers’
perceptions about reshoring and economic, social,
and environmental sustainability. The data analy-
sis revealed that not all participants shared positive
perceptions towards reshoring; their opinions var-
ied according to the emphasis they placed on con-
nectedness to economic, social, and environmen-
tal sustainability and self-interest. Three themes
emerged from the data — supporting reshoring
conditionally, inclusive reshoring, and doubting
reshoring, which are explained below and depicted
in Table 3.

Supporting reshoring conditionally: National sus-
tainability connectedness. The interview analysis
revealed that some participants felt strong con-
nectedness to the UK, their home country, and
supported reshoring, as it could help the national
economy, society, and the overall environment.
However, this support was contingent upon fac-
tors impacting long-term sustainability within
the home country. By presenting illustrations
of products offered by reshoring British brands,
most participants demonstrated a deeper sense
of national identity. For example, when shown
the image of the recently reshored Hornby toy
train, one of the participants demonstrated na-
tional sustainability connectedness, supporting
the perceptions of UK-based manufacturing’s
adherence to high environmental standards. They
also demonstrated nostalgia regarding English
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Table 3. Link between reshoring and sustainability through connectedness

11

Aggregate dimension

Sustainability
connectedness to

Indicators

Supporting reshoring
conditionally

Inclusive reshoring

Doubting reshoring

reshoring and Level of Sustainability
sustainability sustainability dimension
National National Economic
sustainability
connectedness
Social
Environmental
Global sustainability Global Economic
connectedness
Social
Environmental
Indifference towards  Indifference Economic
sustainability
connectedness
Social

Boost national economy through
purchasing locally made products
Support small businesses

Rebalance economy through more local
manufacturing, reducing dependence on
other countries

Increased cost of production
Affordability of locally made products
owing to potential increased product
price

Local employment opportunities in
reshored and ancillary industries

Skill development

Better standards in the society —
improved morale

Inconvenience to local communities due
to manufacturing activities

Potential wealth divide

Less shipping miles- pollution
Reduction in carbon emissions- Buying
locally

Pollution and air-quality issues owing to
increased local manufacturing activities
Long-term disruption to national
ecosystems

Unemployment in host country due to
shift in manufacturing to home country
Lowering economic growth

Impact on trade relationships

Help other countries become more
economically sustainable rather than
bringing back manufacturing — living
wage

Barrier to universalism — potential divide
‘us and them’

Lack of skills and expertise

Help other countries become more
socially sustainable rather than bringing
back manufacturing-worker conditions

Increased environmental issues due to
manufacturing in home country — if raw
material production is attempted

Help other countries become more
environmentally sustainable rather than
bringing back manufacturing
Self-serving — prioritising individual
needs over sustainability, for example
price

Questioning financial motives of
previous offshoring decisions

Unethical practices within British
manufacturing — poor working
conditions
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Table 3. ( Continued)

A. Gillani et al.

Sustainability
connectedness to
reshoring and Level of Sustainability
Aggregate dimension sustainability sustainability dimension Indicators
Environmental ¢ Distrust about origins and sustainability

of a product
e Greenwashing — inauthentic marketing
ploy around ethics and sustainability

traditions, childhood memories, and local brand
iconicity, representing a lasting impression of
trustworthiness towards British brands:

Looking at the home Hornby train, that’s such an
English brand. I mean, it goes back to the 1920s
and 1930s when it started, and I still got my father’s
Hornby train. It’s lovely, and most of them are clock-
work so you can wind them back, they never really
broke. All I'd say is if it is made in England, I'd like

First-order

to think it was made to a better standard, you know
would be recyclable. You know thankfully our local
authorities do recycle plastic bottles and glass, which
is good. (Participant 14)

The excerpts, ‘it’s such an English brand...they
never really broke’, and ‘thankfully our local coun-
cil...do recycle’ represent trust in the quality of
British brands and the emphasis on environ-
mental sustainability in the UK. Further, others

Second-order themes

Aggregated dimensions

Yeah, I really support British owned, or even Welsh owned, I'll Endorsi hori
even buy only Welsh butter. And, you know, British strawberries > ndorsing reshoring
and British meat. L
Bringing back manufacturing to the UK is reducing the travel ( ) } Supporting reshoring
required for the products. And because of the employment Connecting with conditionally-
legislation in the UK, it certainly protects that social aspect of sustainability at national level National sustainability
sustainability. “ connectedness
It's so heavily concentrated here, there's not perhaps the space for Expressing sustainabilit
manufacturing. That might create problems with taking away what congerns fogr lilome county
little green belt there is just in the name of trying to create jobs. y
And I think actually more of a blended approach where perhaps Sharing inclusive view of
some manufacturing continues in developing countries, but they s hori
are supported so that it continues in a fairer way. L reshoring
If production is coming in the UK, it's also leaving elsewhere...So Connecting with Inclusive reshoring
the impact then is on peoples’ economic and social condition. And ~ [—— inabili lobal level - Global sustainability
again this is this idea of like, sort of separating us and them. sustainability at a global leve connectedness
I think it’s quite negative if anything I think it's taking jobs away E s
. : mpathising for host
from people who really need them, and then moving them to this —> tp‘ S dg 0. Os.t
country where it's not as much as an issue. countries and reciprocity
I'm quite price sensitive. If it comes back to the country, with Exhibiti i
higher taxes, and higher wages, the actual manufacturing costs will Xhibiing negative
2o up so the actual price of the end product will go up too. perceptions about reshoring
I think, I think cynically, a lot of companies do like to brand it as D ine indiff B Doubting reshoring
oh, yes, we're carbon neutral. I'm not totally convinced they're > emonstrating ".] 1 fe'rence - Indifference towards
100% behind it. But if it helps marketing, they’Il do it. towards sustainability sustainability
connectedness
-
I do like H&M just because it's convenient. I try to be mindful but R Connecting to self-
it's not always convenient to be mindful. "|  prioritising individual needs

Figure 1. Data Scheme [ Colour figure can be viewed at wileyonlinelibrary.com]
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demonstrated strong national connectedness con-
cerning socio-economic sustainability, quoting
improved economic conditions, skill development,
and the livelihoods of British people and small
businesses in local communities. They explicated
that reshoring could even create employment op-
portunities by supporting industries in the UK. A
retired male engineer expressed the potential pos-
itive ‘knock-on’ effects of bringing manufacturing
back to the UK and recognised that more jobs may
be beneficial for the wider British society, stating:

It’s bound to help, it’s like a car industry. It’s not just
selling the car and employment for the workers. It’s
all the subsidiary industries, and there are thousands
of local companies, within a 50-mile radius of the
car plant that are supplying all this equipment, and
they’re producing jobs. And then obviously, you’ve
got the service industries as well. So, you’ve got peo-
ple that turn up in their vans with the food and coftfee,
cleaners. It does help the economy. (Participant 24)

You are bringing back, in some respects you are re-
skilling you are equipping the people in the UK,
with those skills of manufacturing, which over the
decades, have been reduced. So yeah, equipping peo-
ple with a wider range of skills. (Participant 1)

Participants also noted the positive social im-
pact of creating more employment within the
home country, as it is linked with overall better liv-
ing standards:

If you look at jobs, and certain areas in the country
that feel like they’ve sort of been left behind, partic-
ularly in the North, jobs are the biggest issue. If pro-
duction is moved to certain areas and that has a pos-
itive impact, as employment sort of leads to better
lifestyles and better opportunities for people ... so,
that would be a positive impact in terms of morale
as a country. (Participant 22)

Nevertheless, this national sustainability con-
nectedness is contingent upon participants’ long-
term sustainability concerns. They also expressed
strong concerns regarding the impact of reshoring
on air quality, pollution, and long-term disrup-
tion to national ecosystems, exhibiting sustainabil-
ity connectedness to the natural environment. For
example, one participant demonstrated a less opti-
mistic viewpoint, perceiving the interlinked nature
of established activities and the potential harm
they may cause:

13

It’s creating jobs for individuals that are on manufac-
turing lines. However, I guess long-term, if we were
to just strip back all of our remaining green space,
and, turn that into factories, that would have a neg-
ative impact. And the pressures that it puts on bio-
diversity, and even things like air quality, the energy
involved in powering those factories. (Participant 20)

Phrases such as ‘strip back ... green space ...
turn to factories’ and ‘air quality’ demonstrate con-
ditionality in terms of reshoring and long-term
sustainability in the home country’s environment.
Some participants recognised that reshoring could
offer gains in the local economy, as consumers may
favour UK-manufactured products. However, they
also recognised that this will increase production
costs, which will be borne by the consumer. For ex-
ample, one participant who was concerned about
the affordability of British-made products identi-
fied a potential increase in product prices as a bar-
rier to accepting such reshored products:

I guess you're pumping more money back into the
economy from purchases. So that could be poten-
tially good. The only worry is that prices might be-
come higher and those goods might be less affordable
for people who are struggling with money anyway, so
it might make some products just unattainable, and
might create a bit more of a wealth divide. (Partici-
pant 7)

Here, conditionality pertaining to national sus-
tainability connectedness is related to ongoing
associated problems of a more social nature,
namely a potential ‘wealth divide’ within soci-
ety and unaffordability concerns, demonstrating
socio-economic connectedness within the com-
munity and British society. Overall, participants
demonstrated a strong national sustainability con-
nectedness regarding reshoring to the UK. This
phenomenon is strongly embedded in national
identity, nostalgia for British brands, and personal
experiences, but conditioned upon concerns for
the wellbeing of local communities, environment
preservation, and economic stability.

Inclusive reshoring: Global sustainability connect-
edness. Global sustainability connectedness en-
compasses a worldwide sustainability view, and the
implementation of reshoring is fraught by partic-
ipants’ concerns about its sustainability effects on
home and host countries. Thus, some participants
also demonstrated an inclusive view of reshoring,
resonating with Schwartz’s (1994) universalism
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values that entail broadmindedness, equal oppor-
tunities, empathy, and environmental protection.
The participants perceived that reshoring means
job losses in the host country, creating socio-
economic instability:

The other thing is what it takes away isn’t it, if pro-
duction is coming in, it’s also leaving elsewhere. You
know, people probably wouldn’t think about the fact
that while there’s going to be people in those coun-
tries that then lose their jobs because they are just
stripped away, and this is the idea of, sort of separat-
ing us and them. (Participant 5)

Global sustainability connectedness regarding
sustainability, emanating from concerns regarding
separation, which reshoring may bring about, is
demonstrated through a potential divide between
the UK and other host countries, as it could
‘separate us and then’. This view implies a strong
global sustainability connectedness as partici-
pants perceived reshoring to the UK as a barrier
to universalism, as it focuses on the benefits to the
UK and not necessarily on the implications for
the host countries.

Further, participants showed a deep global sus-
tainability connectedness, which is characterised
by their strong sense of empathy towards the loss
of employment in host countries, which could be
‘a lifeline for them’. They compared the impact of
reshoring on the home and host country, highlight-
ing the fallibility of institutional systems that guar-
antee the wellbeing and economic sustainability of
the workforce:

So, for those people who are losing their jobs out
there, that’s a lifeline for them. Whereas in the UK,
if you lose a job, you've got a bit of safety net,
you’ve got Universal Credit as a last resort fallback.
Whereas those systems aren’t really in place in some
other countries. (Participant 8)

The availability of ‘Universal Credit’ as a ‘last re-
sort fallback’ for unemployed people in the UK is
mentioned, whereas the fact that host countries do
not have such alternatives is considered as a chal-
lenge that that could risk the livelihoods of people.

In addition to a universal viewpoint and em-
pathy towards sustainability in the host country,
global sustainability connectedness is also linked
to political agendas underpinning the reshoring
business model. Participants preferred a more in-
clusive agenda over a nationalist UK-based drive.
This view is also reflected in SDG-12, which en-
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courages developed countries to support develop-
ing countries in implementing sustainable produc-
tion and consumption practices (United Nations,
2021). For example, a participant explained:

I think what we should be doing is supporting fac-
tories in China and India to operate sustainably in
terms of their waste emissions, their energy con-
sumption but also in terms of worker rights and liv-
ing wage and worker conditions. So, I think it’d be
better if we could push that agenda more than just
have everything grown and manufactured in the UK.
(Participant 17)

This implied the clear presence of global sus-
tainability connectedness, indicated by a strong
push to support others, rather than being focused
solely on the UK. Global environmental sustain-
ability is reflected in phrases such as ‘sustainabil-
ity in terms of ... waste emissions...energy consump-
tion’; global social sustainability in terms such as
‘worker rights’ and ‘working conditions’; and global
economic sustainability in terms including ‘/iving
wage’. It is expressed that bringing manufacturing
back to the UK may not, on its own, be an ideal
strategy.

Connectedness is also associated with the rela-
tional aspects of trade between the home and host
countries. Alongside the country interdependen-
cies illustrated above, most participants were also
concerned about the effects of reshoring on inter-
national political and trade relationships, from a
global viewpoint. This poses yet another challenge
to the economic sustainability of reshoring with-
out major potential political and trade implica-
tions for the UK:

There are countries that we were buying stuff from.
And then there’s the impact on relationships between
countries. If you’re not buying this from us, then
we’re not going to sell you that anymore, then that
could have a negative impact politically, as ultimately
we build our relationships on trade. (Participant 3)

Participants recognised that the reduction of
manufacturing opportunities for host countries
may negatively impact trade relationships between
countries, which could cause negative repercus-
sions further down the line.

In conclusion, we found that connectedness
correlates with sustainability concerns at the
global level, considering both the home and host
country perspectives. However, participants raised
issues regarding reshoring and the dichotomy
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it may create between the economic, social and
environmental sustainability of the host coun-
try as opposed to the home country and hence,
engendering an ‘us versus them’ divide.

Doubting reshoring: Indifference towards sustain-
ability connectedness. Some participants demon-
strated scepticism, doubt, and suspicion towards
reshoring. This creates a gap between consumers
and sustainable reshoring, resulting in indifference
towards sustainability connectedness. Such partic-
ipants reported not trusting reshoring organisa-
tions, questioning their motives and establishing a
clear disconnect:

I know some shady practices are going on with com-
panies in terms of masking where things come from,
like I’'ve seen some stuff on supermarket branding,
like Gilbert’s farm and farm aesthetic on it but it’s
made in a factory somewhere. (Participant 12)

Furthermore, research participants questioned
corporations’ intentions around sustainability
reshoring, viewing them as greenwashing and
ingenuine. A female consultant expressed con-
cerns over the authenticity of the reshoring model
and stated that organisations may want to gain
a reputation for sustainability, even if they do
not practise it. This caused an additional level of
indifference towards sustainability connectedness:

For the larger UK companies, I would say sustain-
ability is on their agenda. But I would be sceptical to
call it authentic. I think it’s high on their agenda to be
perceived as doing something to enhance sustainabil-
ity, but I don’t think the actions and the effectiveness
of those actions are real. (Participant 26)

This participant further expressed exasperation,
questioning why consumers are being expected to
demonstrate sustainable consumption behaviours
while organisations are not necessarily upholding
ethical standards. Specifically, the participant ex-
pressed concerns regarding organisations that de-
ceived the public into believing that their products
were sustainable and charged a higher price:

So, I guess some products that claim to be sustain-
able are cost-competitive ... is it kind of expensive
because it’s being branded as being ethical, or is that
just marketing and trying to squeeze money out of
the people who buy ethically ... Why should I pay
more then? (Participant 26)

15

Participants also gave examples of unethical
practices within the British manufacturing indus-
try, causing them to disengage and casting further
doubt on whether they would ever view reshoring
and manufacturing in the UK positively. They
suggested that if reshoring was further imple-
mented, organisations would either have to accept
lower profits or descend into unsustainable and
unacceptable work conditions, as expressed below
though an example from the fashion industry:

Like Pretty Little Things and Boohoo, I think they
do produce clothes in the UK. They have terrible eth-
ical standards in factories, but if you were to main-
tain good standards, then most likely not so much
profit. Therefore, it’s a risk when you say reshore
back to the UK when they have that factory in Le-
icester, and they got away with paying them less than
minimum wage and working 70 hours a week. I think
that would be a risk regarding sustainability and
reshoring. (Participant 18)

The potential indifference regarding sustainabil-
ity connectedness resulting from such cynicism
may lead to participants being unwilling to re-
search reshoring further:

Maybe sustainability choices could be at times diffi-
cult. I needed a bit more research in those situations.
I don’t engage so much because it means I’ve got to
do a bit more extra work. (Participant 13)

Another participant was extremely sceptical, as
he linked the motive of reshoring to the motive
of offshoring, which is sourcing cheap labour with
solely financial outcomes in mind. He expressed
negative feelings and distrust towards that and felt
that reshoring would not be a meaningful sustain-
able process:

I think it’s moving one issue to a different country.
So, I think, the idea of globalisation, reaching out,
justifying cheaper employment in the first place is a
bit of a dodgy situation. And that was all done just
with profit in mind ... they might make an active
choice to try and be sustainable, but it’s kind of just
an empty gesture. (Participant 22)

Participants also expressed cynicism towards
sustainable choices. They preferred other factors,
such as current clothing styles and price, over sus-
tainability and presumed that sustainable options
were less affordable:
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For clothing I just say what’s on trend is a priority for
me ... because a lot of the time sustainable clothing
options are a lot more expensive. (Participant 9)

To summarise, the research participants were
distrustful, unsure, and suspicious of corpora-
tions’ reshoring and sustainability motives and
showed strong disdain towards the idea. They
highlighted instances where British organisations
engaged in unethical practices, such as poor work-
ing conditions or paying less than the minimum
wage to workers, and these practices caused them
to be indifferent towards sustainability connected-
ness and to prioritise self-centred needs over sus-
tainability.

Discussion and conclusion

In this study, we found that participants’ opinions
varied, substantiating an intricate interplay be-
tween reshoring and sustainability. Three theoret-
ical aggregate dimensions emerged from the data.
First was the ‘supporting reshoring condition-
ally’ dimension related to national sustainability
connectedness, where participants favoured prod-
ucts from the UK, which they associated with
high quality, previous experiences, and nostalgia.
This supports research that suggests that con-
sumer ethnocentrism positively affects the quality
of local brands and purchases (Balabanis and
Siamagka, 2017; Strizhakova and Coulter, 2015;
Zeugner-Roth, Zabkar and Diamantopoulos,
2015). However, most of these previous studies fo-
cus on nationalistic appeals instead of highlighting
sustainability concerns, which marks an important
point of departure. We extend this literature by
revealing that consumers supported local products
not only because of national pride, but also be-
cause of empathy towards local communities, for
example, providing jobs to citizens and ensuring
better environmental measures. However, this sup-
port was conditioned upon the home country’s en-
vironmental, social, and economic sustainability.
Second, the ‘inclusive reshoring’ dimension en-
tails a more global outlook on the evaluation of
reshoring, demonstrating connectedness with the
people, economy, and environment that may be af-
fected by reshoring, particularly in host countries.
This adds to previous studies on consumer atti-
tudes that focus on the implications of reshoring
for the home country, but not necessarily for the
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host country (Grappi, Romani and Bagozzi, 2020).
This supports the work of Russell and Russell
(2010), who found a positive relationship between
consumer global connectedness and responsive-
ness to foreign CSR initiatives. Furthermore, this
global connectedness reduces the self—other gap,
inducing empathy and strengthening emotional re-
actions (Escalas and Stern, 2003; Galinsky, Ku
and Wang, 2005; Gentina, Daniel and Tang, 2021).
This finding has been replicated in this research, as
participants showed a strong empathetic response,
specifically when expressing the potential devas-
tating socio-economic effects of reshoring in host
countries.

Finally, the ‘doubting reshoring’ dimension re-
vealed strong scepticism towards reshoring mo-
tives, specifically regarding sustainability, leading
to indifference towards sustainability connected-
ness. This is in contrast to previous studies, as they
focused primarily on consumers’ home-country-
based positive evaluations of reshoring, over-
looking negative attitudes (Grappi, Romani and
Bagozzi, 2020). We add to the findings of Grappi,
Romani and Bagozzi (2015) that consumers dis-
play righteous anger when they perceive organisa-
tional reshoring motives to be self-serving. Fur-
thermore, our work supports Fratocchi and Di
Stefano (2019), who claimed that consumers who
do not perceive sustainability as a reshoring mo-
tive are unlikely to support it. Moreover, partici-
pants prioritised their individual needs over those
of others. For example, along with sustainability
in reshoring, price consideration was apparent, re-
sulting in indifference towards reshoring and sus-
tainability.

Theoretical implications

Our study makes several contributions to the liter-
ature on consumer behaviour, reshoring, and sus-
tainability. First, by providing a consumer perspec-
tive, we add to the extant reshoring scholarship,
which predominantly presents the firm’s stand-
point (Fratocchi and Di Stefano, 2019; Wiesmann
et al.,2017). Second, unlike prior research on con-
sumer perspective regarding reshoring, which fo-
cused on the positive aspects of reshoring (Cas-
sia, 2020; Grappi, Romani and Bagozzi, 2020),
we assume a holistic perspective. Our findings re-
veal that reshoring is not always positively eval-
uated, as consumers — specifically those who
have a global outlook and are aware of the
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negative implications of reshoring on host coun-
tries — also harbour negative feelings towards it,
especially when sustainability is involved. Third,
the emphasis on sustainability is a significant ad-
dition (Ashby, 2016), because existing studies em-
phasise the effect of the link between reshoring
and sustainability on the environmental dimension
(Fratochi and Di Stefano, 2019). By adopting a
more comprehensive view, we encapsulate the eco-
nomic, social, and environmental dimensions of
sustainability, demonstrating that consumers of-
ten wrestle with maintaining a balance between
the dimensions in forming their responses. Finally,
by comprehensively conceptualising the concept
of sustainability connectedness, we fill a theoret-
ical void in the literature by demonstrating that
consumer responses to reshoring are influenced by
the degree of social, economic, and environmen-
tal connectedness. This is in line with ethical con-
sumption research, which argues that when con-
sumers identify or proximate with marginalised
producers in developing countries, they develop
empathy towards them (Eckhardt, Belk and
Devinney, 2010; Gillani et al., 2021). Thus, we ex-
tend this literature, as this issue has not been exam-
ined in the context of reshoring and sustainability.

Managerial implications

Our findings have valuable managerial implica-
tions. First, although, there is an increasing in-
terest regarding sustainability among British con-
sumers, participants expressed that just highlight-
ing the ‘made-in’ effect may be perceived as divi-
sive. It is also important to highlight the benefits
of reshoring for the local community (e.g. creat-
ing jobs), the environment (e.g. reduced air miles,
the use of renewable materials), and the region
where the product is manufactured on the product
packaging rather than just branding the product as
‘made in the UK.

Second, some participants were doubtful and
suspicious of organisations’ motives for their
reshoring and sustainability decisions. Therefore,
marketeers could be more transparent when de-
vising strategies to alleviate doubts among con-
sumers. For example, short stories explaining the
positive impact of reshoring manufacturing on
the environment, economy, and society in the UK
(home country) could be developed. Various so-
cial media channels (e.g. Facebook, Twitter, Insta-
gram) could be used to increase consumer engage-
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ment regarding reshoring to the UK and its impact
on sustainability.

Third, a fair and inclusive third-party labelling
system, similar to the traffic-light system widely
used in food packaging, could be developed for
products, based on sustainability principles in re-
lation to reshoring. In principle, this would make
it easier for consumers to comprehend this impact;
for instance, the label could present the environ-
mental cost of products in relation to air miles and
carbon footprint. This could help consumers to de-
cide whether to purchase or avoid a product.

Limitations and future research

While our study has presented valuable insights
into reshoring and sustainability from a consumer
viewpoint, it has some limitations that should be
addressed in future research. First, while we em-
ployed the concept of connectedness based on at-
tachment theory, future studies could adopt other
theoretical perspectives, such as transaction cost
theory (Williamson, 1985). In the reshoring con-
text, such costs could be linked with third-party
manufacturers, thus affecting potential suppliers,
required investment, or perceived risk in the op-
erating environment. These supply-side factors,
when studied alongside the consumer perspective
(demand-side conditions), can be crucial in de-
termining the opportunity costs associated with
reshoring strategies (Mclvor and Bals, 2021).

Second, because our study is based in the UK,
future studies could examine reshoring and sus-
tainability in countries with different economic,
political, and institutional contexts. Future re-
search could also examine consumer opinions
from a host country’s perspective. Third, we fo-
cused on the consumer perspective, as consumers
are a largely overlooked stakeholder within the
reshoring literature. Given that other actors also
play an important part in influencing reshoring—
sustainability decisions, future studies could exam-
ine the roles of other stakeholders, such as not-for-
profit organisations, workers, and governments,
along with that of consumers.

Fourth, we used the concept of connectedness
to explore the understudied relationship between
reshoring and sustainability. Future studies could
adopt other concepts such as proximity to investi-
gate this link, as this can be useful in determining
the extent to which consumers identify with the
workers and producers in their own country
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compared with those in host countries (Gillani
et al., 2021). Finally, we found that consumer
awareness about organisations selling reshored
products was very low. We had to provide partic-
ipants with examples of reshored products using
projective techniques. In the future, studies could
go beyond consumer attitudes and investigate
their actual pre- and post-purchase behaviours
regarding such products.
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