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Abstract

This research investigates the role of consumer ethnocentrism in shaping brand trust, emphasizing the mediating
effect of consumer reshoring sentiment (CRS). It further examines how the country image of previously offshored
nations, categorized as high or low, influences these dynamics, especially in the context of reshoring decisions.
The study differentiates between reshoring decisions made during global crises versus stable periods. By
integrating ethnocentrism, consumer reshoring responses, and offshored country perceptions, this work provides
new insights into the external cues driving brand trust amid reshoring strategies and global uncertainties. A key
finding is that during crises, consumers exhibit stronger preferences for domestically produced brands, resulting
in elevated brand trust even when the company previously operated in a higher-image country. This study offers
an integrative framework to understand the evolving consumer-company relationship amid reshoring in crisis
contexts.
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0z

Bu arastirma, tiiketici etnosentrizminin marka giivenini sekillendirmedeki roliinii arastirmakta ve tiiketicinin
firmalarin tiretimini kendi iilkelerine dondiirme kararina karsi duyarliigimin aract etkisini vurgulamaktadir.
Ayrica, daha dnce iiretimin kaydirildigi offshore iilkelerin yiiksek veya diisiik olarak kategorize edilen iilke
imajinin, ozellikle yeniden tedarik kararlar: baglaminda bu dinamikleri nasil etkiledigini incelemektedir. Calisma,
kiiresel krizler ve istikrarly donemler sirasinda alinan iiretimin yapilacagi yere iliskin kararlar arasinda ayrim
yapmaktadir. Etnosentrizmi, tiiketicilerin firmalarin tiretim yerini kendi iilkelerine dondiirme kararmi ve offshore
tilke algilarini entegre eden bu ¢alisma, yeniden tiretim stratejileri ve kiiresel belirsizliklerin ortasinda marka
giivenini yonlendiren duis ipuclarina iliskin yeni bilgiler sunmaktadir. Onemli bir bulgu olarak, krizler sirasinda
tiiketicilerin yurt icinde iiretilen markalara yonelik daha giiclii tercihler sergilemesi ve bunun sonucunda
firmalarin daha énce daha yiiksek imajli bir iilkede faaliyet gostermis olmasi halinde bile marka giiveninin
artmasidir. Bu ¢alisma, kriz baglamlarinda iiretim yerinin degistirilmesi sirasinda gelisen tiiketici-firma iliskisini
anlamak icin biitiinlestirici bir cerceve sunmaktadur.

Anahtar Kelimeler: Firmalarin Uretiml:_Kendi Ulkelerine Dondiirme Karart Duyarlihigi, Tiiketici Etnosentrizmi,
Marka Giiveni, Kiiresel Kriz, Kategori Ulke Imajt
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1. Introduction

Offshoring as one of the key value chain phenomena has been put into the limelight of international
business research (Schmeisser, 2013). Besides benefits of offshoring such as cost savings, today many
companies are aware of offshoring leads quality problems, corruption issues, lacking in flexibility and
responsiveness, difficulties in offering customized products and ethical debates (Rosi¢, Bauer and
Jammernegg, 2009; Gray et al., 2017; Locke, Qin and Brause, 2007; Orzes and Sarkis, 2019).
Additionally, offshore operations raise the tendency of firms’ facing with various uncertainties in foreign
markets (Lartey et al., 2021). All these unfavorable outcomes push companies to reconfigure their
supply chain decisions. In this context, reshoring, moving value chain activities back to home country
(Fratocchi et al., 2016), has come to the agenda in over last decades as one of emerging trends
(Fjellstrom, Lui and Caceres, 2017). However, in the literature, the supply chain implications of
reshoring had not been extensively addressed to date (Barbieri et al., 2020).

Moreover, since the outbreak of the Covid-19 pandemic as a game-changing crisis there has been a
discussion among researchers, practitioners and policy makers about reconfiguration of global value
chains. Pandemic and post-pandemic environment illustrates that many companies are not fully aware
of the vulnerability of their supply chain relationships to global crisis (Deloitte, 2020). It is also expected
that pandemic would give a pace to the global supply chain changes such as reshoring decisions (Barbieri
etal., 2020). As it is mentioned by He and Harris (2020), like other global crisis with planet-wide impact,
Covid-19 with its personal, emotional, psychological, societal, economic, and cultural consequences
will leave scars and the effect of it will continue. Particularly, pandemic has led to a severe global
economic impact within and across countries and ongoing changes in consumer behavior. During Covid-
19 pandemic, consumers started to care about origin of manufacturing (Verma and Naveen, 2021) and
prefer locally-manufactured products (He and Harris, 2020) not to feel unsafe due to consuming products
made at unknown or low image locations as well as to satisfy their needs without being affected
negatively from the supply chain disruptions (Cappelli and Cini, 2020; He and Harris, 2020; Strange,
2020; Gupta, Wang and Czinkota, 2021), and to support local manufacturing (Deloitte, 2020). The return
to a “new normal” after the COVID-19 pandemic was swiftly disturbed by the Russia-Ukraine war and
according to Global Risk Report (World Economic Forum, 2024), as 2024 begins, the world is
confronted with a series of risks that feel both entirely new and unfamiliar such as a new era of low
growth, low global investment and de-globalization and growing pressure of climate change. In this
framework, given its potential to improve being fast to consumer demand and to alleviate the supply
chain interruption risks of sourcing from distant locations, examining reshoring under game-changing
events or global risks deserves scrutiny (van Hoek and Dobrzykowski, 2021). Therefore, it is expected
that understanding the effects of global crisis on companies’ decisions and consumer responses in
recovery period will be critical.

Additionally, prior researches on reshoring mostly focused on firm-sided drivers and effects, whereas
changes in global economic, social and political environment lead the rising demand side effects of
relocation strategies (Stgpien and Mtody, 2017). Reshoring decision of a company can also be accepted
as extrinsic information cue which they form consumer responses and brand evaluations. However, only
a few studies focused on consumer-centric effects of reshoring (Grappi, Romani and Bagozzi, 2015,
2018, 2019; Cassia, 2020). Prior consumer-centric reshoring literature has been studied on topics such
as interaction of consumer ethnocentrism with consumer evaluations of company motives for reshoring
(Grappi, Romani and Bagozzi, 2015), advantage of made-in effect in reshoring decisions (Stentoft et al.
2024), relocation strategy on brand trustworthiness (Li et al., 2023). Despite current research on
consumer ethnocentrism, brand trust, and reshoring, significant gaps remain in understanding the
nuanced interactions between these constructs. Specifically, there is limited investigation into how
consumer attitude toward reshoring mediate relationships between ethnocentrism and brand trust.
Furthermore, although research has highlighted the importance of country image as an informational
cue affecting product evaluations (Gurhan-Canli and Mahaswaran, 2000), its role as a moderator in the
context of reshoring decisions remains underexplored, particularly from a consumer perspective.
Moreover, the literature has predominantly focused on firm-side perceptions of country image (Koerber
and Schiele, 2024), leaving a gap in understanding its impact on consumer evaluations and trust in
reshored brands. This is particularly critical when considering global crises like the Covid-19 pandemic,
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which have reshaped consumer trust and expectations regarding supply chain reliability (Burke, Zhang,
and Wang, 2023). This study addresses these gaps by examining the mediating role of consumer
reshoring sentiment (CRS) in the relationship between consumer ethnocentrism and brand trust,
alongside the moderating influence of category country image under the conditions of a global crisis. It
seeks to provide a stronger understanding of how reshoring decisions influence demand-side effects,
offering theoretical and managerial insights into the strategic implications of reshoring in a globalized
and crisis-affected market context.

Under these circumstances, objective of this research is to analyze the role of consumer ethnocentrism
on brand trust with the mediation effect of consumer reshoring sentiment (CRS) Moreover, how strongly
do the country image of formerly offshored country in a specific product category (high vs. low category
country image) change the abovementioned effects in the context of reshoring decision is also analyzed.
In this study, the relations will be assessed according to whether the reshoring decision is made under
the impact of global crisis or not. Therefore, one of the contributions of this paper is to extend the current
knowledge about the extrinsic information cues behind brand trust regarding ethnocentrism, consumer-
response toward reshoring, offshored country image by encapsulating them in an integrative framework
under the global crisis context. In this framework, this study is expected to offer important insights from
demand-side perspective for value chain researches and practitioners especially in post-crisis recovery
period.

2. Reshoring and Consumer Reshoring Sentiment

Reshoring is a fundamentally a location decision and it is mainly related with where manufacturing
activities are to be operated mainly without considering who is operating the manufacturing activities
(Gray et al. 2013). Reshoring is simply defined as a relocation of production from offshore locations to
geographically closer locations or to home country (Fratocchi et al., 2014). Gray et al. (2013) framed a
reshoring typology according to two dimensions: location directions (from offshore to home country)
and different governance modes (insourcing vs. outsourcing). Fratocchi et al. (2013) gave answer the
question of “how” companies put reshoring into practice as “partial reshoring” which refers to keeping
a part of the value chain activities in offshore countries, and “full reshoring” which refers to returning
whole of the value chain activities back to home country. Furthermore, Grappi, Romani and Bagozzi
(2015) extended classification of reshoring strategies into three dimensions: (1) full reshoring,
manufacturing and design activities are reshored together; (2) reshoring production, only the
manufacturing activities are reshored but design activities are remained abroad; (3) reshoring design,
the design activities are reshored but manufacturing activities are remained abroad.

Furthermore, factors behind reshoring decision have been got the attention of many scholars in literature.
Especially local circumstances in the host economy such as loss of production efficiency, long lead and
delivery times, and disruptions in the entire supply chain, volatile energy prices or exchange rates,
growing concern related to environmental issues, concerns about corruption, pressure of being agile,
flexible and responsive, made-in effect, possibilities to work together with local suppliers, improved
efficiency in the home country’s production operations are the vital factors for companies to rethink
their global supply chain reconfiguration and reshoring strategies (Ellram, Tate and Petersen, 2013;
Fratocchi et al., 2016; Pegoraro, De Propris and Chidlow, 2022). These factors are classified by
Pegoraro, De Propris and Chidlow (2021) as home-country (pull-factors) or offshored country (push
factors) related factors. Additionally, considering consumer response toward reshoring decision as a
driver to enhance the value created for consumers can be important factor (Grappi, Romani and Bagozzi,
2019). Customer perceived value related to reshoring motivations trigger the reshoring decision.
Besides, reshoring also has a distinctive moral representation in the eyes of consumers in terms of
offering a solution to many socio-economical drawbacks caused by offshoring (Grappi, Romani and
Bagozzi, 2015). However, there is a limited number of studies which analyze company’s reshoring
decisions from the perspective of consumers attitudes and market response (Grappi, Romani and
Bagozzi, 2015, 2018, 2020; Stepien and Mlody, 2017; Cassia, 2020).

Grappi, Romani and Bagozzi (2018) analyzed drivers of reshoring from a demand-side perspective and
defined CRS as “an appraisal structure that includes relevant, generalized, long-term positive beliefs
associated by the consumer with reshoring”. In this study, they developed the CRS scale which includes
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six themes to measure cognitive evaluations in consumers' minds about reshoring decision of companies.
First, “Superior Quality of Reshored Production” is defined as the favorable assessment of consumers
toward the products produced in home country against offshored products. “Greater Ability to Fulfill
Needs” states consumers belief that offshored products, especially in relatively less developed countries,
are less capable to meet their needs compared to the products produced in their home countries. Under
the “Government Support” dimension, consumers think that governments should do more favor to the
companies which coming back home. “Competency Availability” sentiment indicates that consumers
also believe reshoring will affect the domestic production beneficially, since they think local employees
are more skilled and expert than offshored countries’ employees. Additionally, reshoring decision is not
only seen as supporting and strengthening domestic production, but also as protecting and maintaining
"made-in-home-country” image. “Made-in Effect” represents emotional attachment and pride of
consumers, rather than only cognitive judgments. Lastly, “Ethical Issues” as one of the CRS dimensions
are under the consideration of consumers since reshoring comes into prominence as a solution to many
ethical discussions caused by offshoring.

3. Theoretical Background and Hypothesis Development
3.1. Consumer Ethnocentrism and Consumer Reshoring Sentiment

According to Shimp and Sharma (1987, 280) consumer ethnocentrism represents “the beliefs held by
consumers about the appropriateness, indeed morality, of purchasing foreign-made products”.
Consumer ethnocentrism has been studied in both offshoring (e.g. Durvasula and Lysonski, 2008) and
reshoring (e.g. Grappi, Romani and Bagozzi, 2015, 2018) literature. Charpin (2022) suggests that supply
chain research would benefit from a deeper examination of nationalism to better understand how
organizations can predict, assess and respond to such nationalist drivers of supply chain decisions.
According to Grappi, Romani and Bagozzi (2015), consumers who are more ethnocentric have more
gratitude and less anger toward the reshoring decision. Further, Cassia (2020) revealed that while
cognitive ethnocentrism (i.e. Propensity to prefer domestic products due to their objective superiority)
do not have effect, affective ethnocentrism (i.e. Emotional attachment to home country products) has an
impact on perceived product quality of reshored products. Therefore, consumers who have favorable
attitude toward purchasing domestic products with moral, emotional and rational motivations will be
pleased about reshoring decision (Grappi, Romani and Bagozzi, 2015) and will have positive CRS. To
sum up, the following hypothesis is proposed:

Ha: Consumer ethnocentrism positively predicts the CRS.
3.2. Role of Consumer Reshoring Sentiment between Consumer Ethnocentrism and Brand Trust

Chaudhuri and Holbrook (2001) defined brand trust as the consumer's confidence in the ability of a
brand to deliver the function it promises. As Ellram, Tate and Petersen (2013) highlighted some risks
with regard to the offshoring or global sourcing such as environmental issues, quality concerns, length
of supply chains, which of all may cause supply chain disruptions or decreased agility and
responsiveness. These supply chain disruptions can break trust of customers. Especially after Covid-19
pandemic according to Burke, Zhang and Wang (2023) customers will likely continue to look for
trustworthy supply chains which consist of two aspects: competence (being operationally excellent) and
character (being sustainable). As supporting abovementioned idea favorable CRS, with especially its
three dimensions “Superior Quality of Reshored Production”, “Greater Ability to Fulfill Needs” and
“Competency Availability” likely to generate more trust to reshored brands. Consumers with high
reshoring sentiment perceive reshored companies to be more considerate (Li et al., 2008; Grappi,
Romani and Bagozzi, 2018), thereby, reshoring as an extrinsic information cue triggers the positive
evaluations of consumers about the benevolence and good intentions of the brand. Finally, it can be
mentioned that CRS is likely to predict brand trust by grounding on the literature on reshoring and brand
trust.

Additionally, consumers, who have strong CRS, are expected to show a tendency in favor of domestic
products (Balabanis and Diamantopoulos, 2004) and this tendency is explained also by consumer
ethnocentrism (Fischer and Zeugner-Roth, 2014). Although consumer ethnocentrism mostly represents
economic concerns of consumers (Zeugner-Roth, Zabkar and Diamantopoulos, 2015), it may affect
consumers’ sentiment towards a reshoring decision affectively. Therefore, consumers feel a sense of

3119



Ozgen, 0.,3116-3134

pride deriving from the made-in effect sentiment of CRS (Grappi, Romani and Bagozzi, 2018). Current
studies (e.g. Migliore, 2021) also indicate that especially in crisis such as Covid-19 pandemic,
ethnocentrism is one of the factors which has an influence on consumers’ behavior during the lockdown
period. In sum, existent researches both on consumer ethnocentrism and brand trust reveal the mediation
links of CRS. Therefore, the following hypotheses are proposed:

H.a: The relationship between consumer ethnocentrism and brand trust is mediated by CRS.

Hap: Indirect effect of consumer ethnocentrism on brand trust through CRS differs with the drive of
global crisis (such as pandemic).

3.3. Moderator Roles Category Country Image Under the Condition of “The Role of Covid-19
Pandemic on Reshoring Decision”

Country image is defined as “generalized images, created by variables such as representative products,
economic and political maturity, historical events and relationships, traditions, industrialization and the
degree of technological virtuosity” by Bannister and Saunders (1978, 562). Consumer ethnocentrism is
likely to intersect with country-of-origin specific beliefs (Balabanis and Diamantopoulos, 2004), and
affect consumers’ evaluations (Pharr, 2005). In decision making process, consumers are exposed to a
variety of informational cues on which they shape brand evaluations (Lude and Priigl, 2018) and brand
trust is influenced according the informational cues especially related to quality (Alan and Kabadayi,
2014). Country-of-origin is also one of the extrinsic informational cue and consumers are questionable
about the products which is produced in the countries with lower level of industrial development than
their own countries (Papadopoulos, Heslop and Bamossy, 1990). Gurhan-Canli and Mahaswaran (2000)
emphasized, the effect of country image may vary depending different product categories, since
consumers evaluate product quality in accordance with the country’s expertise in this product class or
overall image (Hamzaoui Essoussi and Merunka, 2007). Even if a country produces high quality of one
sort of product, this positive image is not able to be generalized or attributed to the relevant country
(Gurhan-Canli and Mahaswaran, 2000). Additionally, this issue is associated with reshoring from the
firm-side perspective in literature. For example, Koerber and Schiele (2024) analyzed various country
perceptions to reveal their influence on sourcing decisions from the standpoint of purchasing experts.
They found that country perceptions and images play major roles in sourcing decisions. However, it has
been observed that there is still no study on the intersection of country image and impacts of reshoring
decision on the customer evaluations within the scope of the existing research of the authors. In this
regard, this study asserts that product evaluations of consumers are affected regarding the category
country image based on global manufacturing or sourcing locations. Consequently, this study questions
whether the examined moderated mediation effect proposed with Hypotheses 3a if reshoring decision is
given under the Covid-19 pandemic impact. Therefore, the following hypotheses are proposed:

Hsa: Category country image negatively moderates the effect of the CRS on brand trust.

Hs,: Moderation effect of category country image on the relationship between CRS and brand trust
differs with the drive of global crisis (such as pandemic).

3.4. Moderated Mediation with a Robust Approach

Delgado-Ballester (2004) referring to Barber (1983) emphasized that building trust follows two paths:
first, partners put other’s interests before their own interest, thereby deliver their obligations in this
regard; second, partners be sure about other parties’ competencies and performance to deliver the given
promise. Consistent with this structuring, it is claimed that consumers first evaluate whether the given
reshoring decision is creating value for themselves, and then process their existing sentiment with regard
to category country image. Both drawing upon the past researches and referenced theories detailed
above, the indirect effect of consumer ethnocentrism on brand trust through CRS is expected to be
conditional upon category country image of previously offshored country, such that a lower image will
enhance the relationship between the consumer and brand, thereby more brand trust will be generated.
Through this approach, consumers will involve in a relationship both with the brand and the country
image, which will provide a more robust process to enlighten demand-side effects of reshoring. To sum
up, following hypotheses are proposed:
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H,: Conditional indirect effect of consumer ethnocentrism on brand trust through CRS by the
category country image of offshored country differs according to reshoring decision with or without
drive of global crisis (such as pandemic).

Based on the above discussion, the conceptual framework illustrated in Figure 1 will be drawn to
examine the role of ethnocentrism on brand trust with the mediating role of CRS under the moderator
effects of category country image according to whether reshoring decision is given under the Covid-19
pandemic impact or not.

Figure 1. Conceptual Framework

Category Country Image
Consumer of Offshored Country

Reshoring Sentiment /

Consum?r Brand Trust
Ethnocentrism L

Experimental Condition:

Reshoring with/without drive
of global crisis

4. Research Design and Methodology

This study had a 2 (category country image of previously offshored country- low vs. high image) x 2
(with or without drive of global crisis (such as pandemic)) x 2 (full reshoring vs. partial reshoring)
between-subjects design using a scenario-based vignettes approach. Thus, eight vignettes were
developed. A fictious company under the name of ‘Company A’ operating in white goods industry was
used in vignettes. Fictious name was preferred to avoid any bias regarding acquired experiences (Lim
and Shim, 2019). Since this study is employed in Turkey, white goods category was determined. It is a
sector where global Turkish companies exist, as well as Turkey is the world's second largest white goods
manufacturer after China and is Europe's largest manufacturer (White Goods Industrialists Association
of Turkey, 2020).

Participants were given a scenario where related information about reshoring decision of Company A
was given, and they were randomly assigned to one of eight different reshoring case. It was stated at the
beginning of the stimuli that the situation given was real, although the company name was fictitious. In
this study, the Covid 19 pandemic was chosen as a global crisis because it was the crisis that respondents
had most recently experienced and could internalize in this sense. Under the post- Covid-19 pandemic
condition, participants have been informed that reshoring decision had been taken in order to provide a
solution to the risks and disruptions that Company A is exposed to during and after the Covid-19
outbreak, and to respond consumer demand faster and agile in such a crisis situation by reviewing its
value chain operations. Reverse condition (without drive of COVID 19) did not include any particular
reason for reshoring. Grounding on the literature, China was chosen as a country with lower category
country image (Turkish consumers tend to avoid purchasing products of a Turkish white goods brand
manufactured in China; see. Genc and Bayraktaroglu, 2017), and Germany was considered as a country
with higher category country image (Turkish consumers consubstantiate white goods with Germany;
see. Tigli, Pirtini and Erdem, 2010). One of the vignette examples which contains the full reshoring
decision from a low-image country with ‘with the drive of global crisis such as Covid-19’ is presented
below:

““A’ is a Turkish company that has been manufacturing white goods for over 75 years, and whose
products are sold all around the world. In 2002, company ‘A’ started manufacturing in China.
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However, the company ended all its manufacturing activities in China as of 2022, and moved back
to its home country, Turkey in order to alleviate the risks and disruptions it was exposed to during
and after the Covid-19 outbreak, and in order to respond to the consumer demand faster and more
agile.”

In the questionnaire, CRS was measured using the eighteen items of Grappi, Romani and Bagozzi
(2018); while brand trust was measured using four items adapted from Chaudhuri and Holbrook (2001).
As recommended by Batra et al. (2014), a refined subset of CETSCALE (Shimp and Sharma, 1987)
with four items from Klein (2002) measured consumer ethnocentrism. Category country image (of the
previously offshored country) measured using three items adapted from Andéhn, Nordin and Nilsson
(2015). Country brand loyalty® was included as a control variable, and measured using two items from
Zeugner Rot, Diamantopoulos and Montesinos (2008) adapted based on Yoo and Donthu (2001). In
addition, consumer animosity was controlled using two items adapted from Hoffman, Mai and Smirnova
(2011). Reshoring type (full vs. partial) was also controlled. 7-point Likert scales were used in this study
and measured items. Participants also responded manipulation check questions regarding reshoring
type/strategy, and the category country image.

Since the consumers sentiment against a Turkish company's reshoring decision was the focus of the
study, population was defined as ‘males’ or ‘females’, over 18 years of age, Turkish consumers and
users of the products in the relevant category (white goods). Data was gathered through both on-line
guestionnaires. Respondents were selected through convenience sampling method. The data were
collected from 273 participants. 12 respondents who gave incorrect answer to the attention check and 3
respondents who wrongly answered the first manipulation check questions were eliminated. Final data
set contained (n = 258) respondents for eight groups, which constitutes the sample size of the study.

Manipulation Check

First, respondents were asked to write down whether Company A reshored fully or partially from the
given country. It was preserved only the questionnaires where respondents answered correctly. Second,
respondents rated their level of agreement on category country image scale (Andéhn, Nordin and
Nilsson, 2015) based upon the country from where Company A returned back (i.e., China or Germany).
Results of independent-samples t-test demonstrated significant mean differences for ‘category country
image’ [Mchina= 2.70 (SD= 1.18), Mgermany= 5.51 (SD=1.21), t (256) = -18.763, p < 0.001, two-tailed].
As a result, all the manipulations were verified.

5. Findings and Discussion
5.1. Reliability and Validity Assessment

Prior to reliability assessment (Dunn, Seaker and Waller, 1994), all constructs were confirmed to be
unidimensional® by conducting exploratory factor analyses (EFA). Besides, Kaiser-Meyer-Olkin
measure of sampling adequacy (KMO) values were valid, and above 0.50 (Kaiser, 1974) as well as
factor loadings (> 0.50; Hair et al., 2010). Item-to-total correlations were above 0.30, supporting the
scales’ reliability (Dunn, Seaker and Waller, 1994). According to Cronbach-alpha, measures showed
good levels of internal reliability ranging from 0.85 to 0.95.

Since Malhotra and Dash (2011) stated that a second-order model offers more parsimonious settling
than a first-order model as it includes fewer paths, a second-order overall measurement model®, in which
the CRS was introduced to collect the six dimensions of CRS under one higher-order factor and along
with all other hypothesized variables were tested by running a confirmatory factor analysis (CFA) to
assess construct, convergent and discriminant validity. The results are shown in Appendix 2.

! It expresses the tendency to be loyal to a country's products or brands (Zeugner-Roth, Diamantopoulos and Montesinos, 2008,
p.583).

2 Since the CRS was developed as a multi-dimensional (six dimensions) scale (Grappi, Romani and Bagozzi, 2018: p.199),
EFA statistics of each dimension examined separately, and also observed as unidimensional.

3 In order to see the higher order representation of first-order factors of CRS variable and to see the ability of higher order
model to explain the covariation among the first-order factors (Marsh, 1987: 37), the target coefficient (TC1=y2 of the baseline
model (F) /y2 of the alternative model (T)) has been assessed. TC1 value for the model of the measurement model was 0.78,
and above 0.43 (F/FU) as recommended by Marsh (1987: 37). In addition to TCy, TC2, which is another measure of higher
order model’s ability to show the superiority in representing the data (Marsh, 1987: 37), was 0.79.
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Accordingly, factor loadings were above 0.50 (Hair et al., 2010), except one item (i.e., CRSNeeds6:
0.29), thus, it was decided to eliminate it. As a result, the final model showed a very good model fit:
¥2n = 923.356(42), p < 0.001, CFI = 0.924, TLI = 0.915, GFI = 0.841, NFI = 0.820, SRMR = 0.088,
RMSEA = 0.065 (Hu and Bentler, 1999; Kline, 2016).

In addition, the model was assessed by means of reliability, convergent validity and discriminant
validity. Composite reliability (CR) is sufficient solely to reason convergent validity (Lam, 2012).
Accordingly, CR of all measures ranged from 0.79 to 0.94 (>0.60; Fornell and Larcker, 1981; Hair et
al., 2010), providing evidence for convergent validity. Discriminant validity was assessed using both
Fornell-Larcker criterion (1981) and HTMT method (Henseler, Ringle and Sarstedt, 2015), which
demonstrated each AVE value's square root was greater than the cross-construct correlations, and HTMT
values were below 0.85 (Henseler, Ringle and Sarstedt, 2015), thus supported the discriminant validity.

5.2. Multi-Group CFA and Measurement Invariance Tests

Following the multi-group analysis guidelines (Byrne, 2016) the final measurement model was
established as a baseline for two groups varied upon global crisis related motive: (1) without the drive
of Covid-19 (n = 122); (2) with the drive of Covid-19 (n = 136). In accordance with the objectives of
this study, three forms of invariance, which are configural, metric and scalar, were assessed (Steenkamp
and Baumgartner, 1998) by following the steps exist for the higher-order models (Chen, Sousa and West,
2005). As shown in Table 1, it was followed the procedure suggested by Cheung and Rensvold (2002)
for measurement invariance assessment, and accepted as there was no significant deterioration between
the models, since CIF changes wasn’t greater than 0.01 (ACFI < 0.01), and chi-square difference tests
by comparing each step with the previous step (Bentler & Bonett, 1980) did not show significant
deteriorations.

Table 25. Measurement invariance assessment

Model 72 df | Ay2 | Adf| CFI | ACFI | RMSEA | SRMR | PCLOSE
Configural 1558.57 | 884 0.897 0.055 | 0.109 | 0.046
Invariance
First-Order

. . 1576.56 | 905 | 17.994 | 21 | 0.897 | 0.000 0.054 0.110 0.077
Metric Invariance

First- and Second-
Order Metric | 1582.69 | 910 | 6.132 5 10.897 | 0.000 | 0.054 0.113 0.082
Invariance

First-Order Scalar

. 1605.12 | 931 | 22.426 | 21 | 0.897 | 0.000 0.053 0.113 0.116
Invariance

First- and Second-
Order Scalar | 1609.15 | 936 | 4.033 5 10.897 | 0.000 0.053 0.113 0.129
Invariance

Later, Harman’s (1976) one-factor test was conducted with an unrotated factor solution to detect
common method bias (Podsakoff et al., 2003; Fuller et al., 2016). The test showed an explained variance
of 30.14%, which was significantly less than the threshold of 50% suggested by Podsakoff et al. (2003).
In addition, a specific bias test was conducted by using the AMOS plugin for further verification. As a
result, the constrained and unconstrained models are found to be invariant (Ay%ss = 185.00, p = 1.000),
which demonstrates no detected specific response bias affecting the model.

5.3. Hypothesis Testing

Simple linear regression and appropriate models of PROCESS (V3.5) (Hayes, 2018) were conducted in
this study. All continuous variables were centralized (x — M) at time of conducting the analysis. In
addition, country brand loyalty, consumer animosity and reshoring type was included as covariates in
all hypothesis tests (see. Appendix 4) in order to control their effects on the conceptualized relationships.
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First, a simple linear regression was utilized to test Hypothesis 1. As a result, consumer ethnocentrism
explained a significant proportion of the variance in CRS, F (1, 256) = 75.852, p < 0.001, R? = .23,
R%adjusted=.226. Accordingly, consumer ethnocentrism significantly predicted CRS, b = .478, t (256) =
8.709, p < 0.001. Thus, Hypothesis 1 is supported.

Using PROCESS Model 4 (5000 bootstraps, 90% CI; Hayes, 2018), results revealed a statistically
significant indirect positive effect of consumer ethnocentrism on brand trust through CRS (IE = 0.074;
ClI [0.031, 0.129]), thereby supported Hypothesis 2a. Further, conducting PROCESS Model 4 (5000
bootstraps, 90% CI; Hayes, 2018) revealed a statistically significant indirect positive effect of consumer
ethnocentrism on brand trust through CRS in both ‘no Covid-19’ sample (n = 122) and ‘with Covid-19’
sample (n = 136) (IE no covip-19 = 0.119; CI [0.048, 0.203]; IE with covip-19 = 0.048; CI [0.010, 0.094]).
Considering the effect sizes, in the sample where there is not the drive of Covid-19, the indirect
relationship is stronger than the ‘with the drive of Covid-19’, thereby supporting Hypothesis 2b. Later,
PROCESS Model 1 (5000 bootstraps, 95% CI; Hayes, 2018) was applied and results revealed a
statistically significant interaction effect of category country image on the relationship between CRS
and brand trust, b = 0.054, t (251) = 1.89, p < 0.1. CRS also explained a significant proportion of the
variance in brand trust by interacting category country image, F (6, 251) = 18.11, p < .05, R?= 0.30.
Addition of the interaction was a significant change to the model, F (1, 251) = 3.58, p < 0.01, R? change =
0.01.

Interaction term was further probed by using the pick-a-point approach (Hayes, 2017) conditioned on
the 16th, 50th, and 84th percentiles of the distribution for category country image. The simple slopes
revealed that CRS significantly predicted brand trust at all three levels of category country image. As
depicted in Figure 2, results indicated a significant positive interaction effect for the low-category
country image (b = 0.357, t (251) = 3.83, p < 0.01); for the medium levels of category country image
(i.e., neither perceived low nor high) (b = 0.467, t (251) = 6.32, p < 0.001); and for the high-category
country image (b = 0.576, t (251) = 6.10, p < 0.001). Accordingly, neutral to high-category country
image more strongly generated brand trust than did comparably low-category country image, which is
contrary to our hypothesis that the moderation effect would negatively affect the relationship, thus
Hypothesis 3a is not supported.

Figure 2. Moderation of CRS on brand trust by category country image
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Furthermore, results (PROCESS Model 1, 5000 bootstraps, 95% CI) indicated no moderation in the
‘with the drive of Covid-19’ sample (n = 136), b =0.002, t (129) = 0.05, p > 0.05, while a moderation
was observed (b=0.09, t (115) =2.12, p <0.05) in the ‘without the drive of global crisis such as Covid-
19’ sample (n = 122) as shown in Figure 3. Thus, Hypothesis 3b is supported.
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Figure 3. Moderation of CRS on brand trust by category country image in ‘No COVID-19’ &
‘With COVID-19’ samples
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Hypotheses 4 was analysed using PROCESS Model 14 (Hayes, 2015), which revealed that the indirect
effect of consumer ethnocentrism on brand trust through CRS is conditional upon the level of category
country image in ‘without the drive of Covid-19’ condition, b = 0.018; 95% CI [0.0018, 0.0370]. Pick-
a-point approach of conditional effects revealed that all three conditional indirect effects were significant
(at 16th percentile, IE = 0.08; CI [0.014, 0.181]; at 50th percentile, IE = 0.11; CI [0.036, 0.224; at 84th
percentile, IE = 0.15; CI [0.051, 0.292]). On the contrary, results revealed no conditional indirect effect
of consumer ethnocentrism on brand trust through CRS upon the level of category country image in
‘with the drive of Covid-19’ condition, b = 0.000; 95% CI [-0.0106, 0.0139] as hypothesized, which
supports Hypothesis 4 (see Figure 4).

Figure 4. Results of the moderated mediation effect of CRS by category country image in ‘without
the drive of global crisis’ vs. ‘with the drive of global crisis’ conditions
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Note(s): b refers to unstandardized regression coefficient generated by PROCESS Macro (V3.5),
Bootstrap resamples = 5,000, %95 CI; N no covip-19 = 122; N with covip-19 = 136.
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Conclusion, Implications and Limitations

This study was conducted to better understand the role of CRS among the relationship between consumer
ethnocentrism and brand trust through the conditional process of category country image by integrating
the impact of global crisis within reshoring context. Accordingly, the encompassing effects of global
crisis such as Covid-19 pandemic in the context of reshoring have been investigated with the intend to
expand the understanding of consumer-brand relationship. This study offers several theoretical and
managerial insights.

First, consumer ethnocentrism is a predictor of CRS deriving from the emotional attachment to home
country-made products (Verlegh, 2007; Grappi, Romani and Bagozzi, 2015, 2018). Second, CRS
mediates the relationship between consumer ethnocentrism and brand trust as proposed. Consistent with
the brand trust literature (Chaudhuri and Holbrook, 2001; Delgado-Ballester, 2004), consumers seem to
perceive reshoring decision of company as an indicator of the responsiveness, thus generate greater
brand trust. Given the sense of pride elicited as a result of made-in home country belief, CRS links
consumer ethnocentrism with brand trust.

Third, category country image interacts with CRS and brand trust relationship but in a positive way,
which is contrary to the priory hypothesis. Specifically, it has been found that category country image
of previously offshored country interacts with CRS, and enhances brand trust. However, findings reveal
that reshoring from a country with higher category country image enhances brand trust more than
reshoring from a country with lower category country image. This finding reflects a positive bias
towards locally produced products, namely domestic country bias (Balabanis and Dimantopoulos,
2004). Even though the consumers are more prone to prefer products produced in developed countries,
in the case of reshoring from a more developed country (Adina, Gabriela and Roxana-Denisa, 2015),
their sense of pride (Botschen and Hemetsberger, 1998) may become integrated by the domestic country
bias, which make the effect of category country image upside down. More specifically, home-country
consumers may proud given reshoring decision as a company belong to their nationality reshoring from
a country with higher category country image. Thus, felt pride inhibits the product quality related cues.
This is consistent with the view that consumers do not make judgements regarding product quality on
the basis of the country of origin, but they also take emotions such as pride into account (Verlegh and
Steenkamp, 1999).

Furthermore, while the interaction of category country image with CRS enhanced brand trust, the
interaction effect was not significant under the condition of global crisis. Specifically, consumers with
higher reshoring sentiment generate higher brand trust when the company implement reshoring from a
country with higher category country image, when there is not any motive regarding crisis situation.
However, in situations where the company decide on reshoring in order to alleviate the negative effects
of global crisis in supply chains, consumers are not affected by the category country image. One reason
for this finding may be that consumers do not take into account the country image in a crisis situation
with widespread effects, such as emotional, psychological, social, economic. This is also consistent with
the findings of Camacho, Ramirez-Correa and Salazar-Concha, (2021) that pandemic context leads
consumers to ignore country of origin attributes. Therefore, when consumers evaluate the reshoring
decision under the effects of crisis, they neglect the country image considerations. This finding expands
the relevant literature in the context of both the demand-side effects of reshoring and the relationship
between reshoring and crisis.

Finally, indirect effect of consumer ethnocentrism on brand trust through CRS was found to be
conditional upon category country image only in situations where there is not any motive regarding
global crisis. This finding gives support, and further highlights the role of global crisis in neutralizing
the impact of country image. While it has been revealed that consumer ethnocentrism, through CRS,
provides trust to the reshoring brand that give this decision as a solution to the negative effects of crisis,
which triggers risks in terms of both supply and demand side (Van Hoek and Dobrzykowski, 2021),
consumers’ shift preferring home-country made products can more clearly be explained by domestic-
country-bias rather than country image.

In summary, this study revealed that now and in future crisis situations would change the direction of
the demand-side effects of the consumer-company relationship in the context of reshoring. Consumers
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have a stronger desire to choose brands that produce in their own country under the effects of crisis.
Therefore, they have a higher brand trust feeling even if the company was producing in a higher image
country before in situation of reshoring for the reason of crisis. To the best of our knowledge this is the
first study to date has empirically addressed the consumers’ reactions towards a company relocation
decision in the context of reshoring under the effects of crisis. Overall, this study contributed to the
literature by providing an integrated and expanded view.

This study also allows gathering several managerial insights. The findings suggest practitioners that
responding crisis situations, such as Covid-19 that affects not only companies but also consumers, can
turn into a strategic tool that brings a leverage effect. First of all, reshoring is a strategy that affects
consumers' attitude towards the brand. In the meantime, crisis situations such as Covid-19 has made the
importance of the reshoring strategy more apparent to consumers. So much so, that consumers ignore
even the pre-reshoring and develop high sentiment against the company's reshoring decision. For this
reason, managers will be able to justify their reshoring decisions with the emphasis of crisis conditions
more strongly, and they will also gather trust to their brands. Considering high CRS ensures brand trust,
companies should develop an efficient communication strategy that emphasizes being close to the
market for preventing supply chain disruptions derived from crisis situations such as pandemic.

This study suffers from several limitations, which also promise opportunities for future research. First,
the data was collected through convenience sampling, which leads narrow generalization of the results.
Besides, this study only examined a specific product category, it is not clear whether the findings can
be applied for all product classes. Future research should consider other factors related to consumer-
brand relationship in reshoring context. Furthermore, this study was designed on the basis of home-
country consumers. However, since companies run their business in many different countries or regions
around world, different market reactions may be arisen towards reshoring of a company. Future research
might be expanded accordingly and may present an interesting area for further research.
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Genisletilmis Ozet

Giliniimiizde bir¢ok sirket, offshoringin kalite sorunlarina, yolsuzluk sorunlarina, esneklik ve yanit
verebilirlik eksikligine, 6zellestirilmis iiriinler sunmadaki zorluklara ve etik tartigmalara yol agtiginin
farkindadir (Rosi¢, Bauer ve Jammernegg, 2009; Gray vd., 2017; Locke, Qin ve Brause, 2007; Orzes ve
Sarkis, 2019). Ayrica, offshore operasyonlar, firmalarin dis pazarlarda ¢esitli belirsizliklerle karsilasma
egilimini artirmaktadir (Lartey vd., 2021). Tiim bu sorunlar firmalarin {iretim yerlerini sorgulamasina
neden olmaktadir. Ek olarak, ozellikle kriz donemleri de firmalari iiretim yeri kararmi degitirmeye
yoneltmektedir. Dahasi, oyunun kurallarmi degistiren bir kriz olarak Covid-19 salginmin patlak
vermesinden bu yana, aragtirmacilar, uygulayicilar ve politika yapicilar arasinda kiiresel deger
zincirlerinin yeniden yapilandirilmasi konusunda bir tartisma yasanmaktadir. Pandemi ve pandemi
sonrasi ortam, bir¢ok sirketin tedarik zinciri iligkilerinin kiiresel krizlere kars1 kirllganliginin tam olarak
farkinda olmadigini1 gostermektedir (Deloitte, 2020).

COVID-19 salgininin ardindan “yeni normale” doniis, Rusya-Ukrayna savasi gibi savaglar ya da politik
belirsizliklerle hizli bir sekilde bozulmustur ve 6te yandan, Kiiresel Risk Raporuma gore (Diinya
Ekonomik Forumu, 2024), 2024'e girerken diinya, yeni bir diisiik biiylime donemi, diisiik kiiresel yatirim
ve kiiresellesmeden uzaklagma ve iklim degisikliginin artan baskist gibi hem tamamen yeni hem de
tanidik olmayan bir dizi riskle karsi karsiyadir. Bu gergevede, tiiketici talebine daha hizli cevap
verebilmek ve uzak lokasyonlardan tedarik saglamanin tedarik zinciri kesintisi risklerini hafifletme
potansiyeli gbz oniinde bulunduruldugunda, oyunun kurallarint degistiren olaylar veya kiiresel riskler
altinda yeniden iiretim yeri kararlarimin incelenmesi gerekmektedir (van Hoek ve Dobrzykowski, 2021).
Bu nedenle, kiiresel krizin sirketlerin kararlar1 ve toparlanma donemindeki tiiketici tepkileri tizerindeki
etkilerini anlamanin kritik 6nemde olmasi1 beklenmektedir.

Yeniden iiretim yerini firmanin kendi {ilkesine dondiirmesi, temelde stratejik bir kararidir ve iiretim
faaliyetlerini kimin yurittiigi dikkate alinmaksizin esas olarak {retim faaliyetlerinin nerede
yiriitiilecegi ile ilgilidir (Gray vd. 2013). Grappi, Romani ve Bagozzi (2018) talep yonlii bir bakis
acistyla yeniden iiretim yeri degistirmenin itici giiclerini analiz etmis ve tiiketicilerin bu karar iligkin
duyarliligin1 (Consumer Reshoring Sentiment) “tiiketici tarafindan iiretim yerinin yer degistirmesi ile
iligkilendirilen ilgili, genellestirilmis, uzun vadeli olumlu inanclar1 i¢eren bir degerlendirme yapis1”
olarak tanimlamistir. Bu arastirma, tiiketici etnosentrizminin marka giivenini sekillendirmedeki roliinii
arastirmakta ve tliketicinin firmalarin iiretimini kendi tilkelerine dondiirme kararina kars1 duyarliligimin
araci etkisini vurgulamaktadir. Ayrica, daha 6nce iiretimin kaydirildig1 offshore iilkelerin yiiksek veya
diigiik olarak kategorize edilen iilke imajinin, Ozellikle yeniden tedarik kararlari baglaminda bu
dinamikleri nasil etkiledigini incelemektedir. Calisma, kiiresel krizler ve istikrarli dénemler sirasinda
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alinan Uretimin yapilacagi yere iliskin kararlar arasinda ayrim yapmaktadir. Etnosentrizmi, tiikketicilerin
firmalarin {iretim yerini kendi iilkelerine dondiirme kararin1 ve offshore iilke algilarini entegre eden bu
caligma, yeniden {iretim stratejileri ve kiiresel belirsizliklerin ortasinda marka giivenini yonlendiren disg
ipuglarina iligkin yeni bilgiler sunmaktadir. Calismanin hipotezleri asagidaki sekildedir.

Hy: Tiiketici etnosentrizmi CRS'yi pozitif yonde etkilemektedir.
H2a: Tiiketici etnosentrizmi ile marka giiveni arasindaki iliskiye CRS aracilik eder.

Hap: Tiiketici etnosentrizminin CRS araciligryla marka giiveni lizerindeki dolayl: etkisi, kiiresel krizin
(pandemi gibi) itici giiciine gore farklilik gosterir.

Hsa: Kategori tilke imaji, CRS'nin marka giiveni iizerindeki etkisini negatif yonde ilimlilastirir.

Hap: Kategori iilke imajinin CRS ve marka giiveni arasindaki iligki iizerindeki moderasyon etkisi, kiiresel
krizin (pandemi gibi) itici giicii ile farklilik gosterir.

Hs: Tiiketici etnosentrizminin CRS araciligiyla marka giiveni tizerindeki kosullu dolayl: etkisi, offshore
yapilan tilkenin kategori iilke imaji, kiiresel krizin (pandemi gibi) itici giicii olsun ya da olmasin yeniden
konumlandirma kararina gore farklilik gosterir.

Bu caligmada senaryo temelli deneysel yaklasim kullanilmigtir ve arastirma, 2 (daha 6nce offshore
edilen iilkenin kategorik iilke imaj1 - diisiik ve yiiksek imaj) x 2 (kiiresel kriz kosullar1 altinda (pandemi
gibi) ile veya kiiresel kriz olmadan stabil sartlar altinda) x 2 (liretimin tamamen kendi {ilkesine
dondiiriilmesi ve kismen dondiiriilmesi) denekler arasi bir tasarima sahiptir. Boylece sekiz senaryo
gelistirilmistir. Senaryolarda beyaz esya sektoriinde faaliyet gosteren 'A Sirketi' ad1 altinda kurgusal bir
sirket kullanilmistir. Nihai veri seti, calismanin 6rneklem biiyiikliiglinii olusturan sekiz grup igin (n =
258) katilimery1 kapsamaktadir.

Bu calismanin sonuglari ise ilk olarak, tiiketici etnosentrizminin yani tiiketicilerin kendi iilkesinde
iiretilen {irlinlere olan duygusal bagliliklarinin CRS'nin bir belirleyicisi oldugunu, diger ¢calismalarla da
parallel bir ¢ercevede ortaya koymaktadir (Verlegh, 2007; Grappi, Romani ve Bagozzi, 2015, 2018).
Ikinci olarak, CRS, onerildigi gibi tiiketici etnosentrizmi ile marka giiveni arasindaki iliskiye aracilik
etmektedir. Marka giiveni literatiiriiyle tutarli olarak (Chaudhuri ve Holbrook, 2001; Delgado-Ballester,
2004), tiiketiciler firmalarin {iretim yerlerini yeniden konumlandirma kararini duyarliligin bir gostergesi
olarak algilamakta ve boylece daha fazla marka giiveni olusturmaktadir. Kendi iilkesinde iiretilmesine
iligkin olumlu inanciin bir sonucu olarak ortaya ¢ikan gurur duygusu goz Oniine alindiginda, CRS
tiiketici etnosentrizmini marka giiveni arasinda anlaml bir aracilik iliskisi kurmaktadir. Ugiincii olarak,
kategori tilke imaji, CRS ve marka giiveni iligkisi ile etkilesime girmektedir ancak bu etkilesim, 6ncelikli
hipotezin aksine olumlu bir sekilde gergeklesmektedir.

Ayrica, kategori ililke imajinin CRS ile etkilesimi marka giivenini artirirken, etkilesim etkisi kiiresel kriz
kosullarinda anlaml degildir. Ozellikle, kriz durumuyla ilgili herhangi bir gerek¢e olmadiginda, sirket
daha yiiksek kategori iilke imajma sahip bir iilkeden kendi iilkesine iiretimini dondiirdiigiinde, daha
yiiksek CRS’ye sahip tiiketiciler {izerinde daha yiiksek marka giliveni yaratmaktadir. Ancak, sirketin
kiiresel krizin tedarik zincirlerindeki olumsuz etkilerini hafifletmek i¢in yeniden tedarik karar1 aldigi
durumlarda, tiiketiciler kategori iilke imajindan etkilenmemektedir. Bu bulgunun bir nedeni,
tiiketicilerin duygusal, psikolojik, sosyal, ekonomik, ekonomik olmayan gibi yaygin etkileri olan bir kriz
durumunda iilke imajin1 dikkate almamalari olabilir. Bu nedenle, tiiketiciler krizin etkileri altinda
yeniden iiretim kararin1 degerlendirirken iilke imajin1 goz ardi etmektedirler. Bulgular, uygulayicilara
Covid-19 gibi sadece sirketleri degil tiiketicileri de etkileyen kriz durumlarina yanit vermenin kaldirag
etkisi yaratan stratejik bir araca doniisebilecegini gostermektedir. Bu nedenle, yoneticiler kriz
kosullarina yaptiklar1 vurgu ile yeniden tedarik zincirini konumlandirma kararlarin1 daha giiglii bir
sekilde gerekgelendirebilecek ve ayni zamanda markalarina giiven toplayabileceklerdir. Yiiksek
CRS'min marka giivenini sagladig diistintildiigiinde, pandemi gibi kriz durumlarindan kaynakli tedarik
zinciri aksakliklarinin 6niine gegmek icin sirketler pazara yakin olmay1 vurgulayan etkin bir iletisim
stratejisi gelistirebilir.
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