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Abstract
Reshoring can be theorized as a brand revitalizing process for fostering companies’ ability to create value in the home country. The question of how to maintain sustainable reshoring implementation strategies by developing favorable brand responses is an important but underexplored field. Given that reshoring brand meanings are socially constructed and causally inferenced by consumers, we advocate that a reshoring brand revitalization should begin by understanding what constitutes customers’ attributions to reshoring motives. We identify values-driven, stakeholder-driven, and strategic-driven attributions as determinants of the sense of the institutionalization process (brand authenticity, legitimacy, and sustainability). These institutional logics comprise drivers that influence brand love and brand advocacy. We conduct an empirical study (n=1043) in China. The findings indicate that institutionalized reshoring branding activity is significantly influenced by customers’ attributions to underlying reshoring decisions. Reshoring brands that achieve institutional recognition are more likely to generate brand love and advocacy. In addition, our study provides empirical evidence that nostalgia (1) strengthens the influences of stakeholder-driven attributions on brand authenticity and sustainability, (2) inhibits the influence of values-driven attributions on brand authenticity, and (3) inhibits the influence of strategic-driven attributions on brand authenticity, legitimacy, and sustainability. Reshoring brand managers should consider these connections when designing their reshoring implementation strategies in the home country.
Keywords: reshoring, sustainability, motive attribution, authenticity, legitimacy, brand love

Introduction
In the past few years, due to the COVID-19 pandemic and the subsequent shutdowns and economic fluctuations, companies have been retrenching their value chains more effectively (Papadopoulos et al., 2020). The processes of reshoring, which entail the relocation of a company’s production, supply, research and development (R&D), and services to the company’s country of origin (backshoring), or to a nearby country (nearshoring), have been developed. When the reshoring initiative was founded in 2010, the number of US companies reporting new reshoring set a record of over 1,800 companies, which exceeded the amount of foreign direct investment by 100% (Moser and Kelly, 2021). The emergence of reshoring activities is not unique to western countries. The leading Chinese digital platform Kuaishou went public in February 2021 and allocated $2 billion (12.7 billion yuan) for overseas growth. Since the second half of 2021, Kuaishou’s offshoring strategy has transited to a refined operation, shrinking the distribution in non-core regions, and relocating its key business back to the Chinese market, leading to reshoring of their operations (Peng, 2022).
The reshoring literature has generated an increased interest in academic research over the last few years. Gray et al. (2013) defined reshoring as a reversion of a prior offshoring strategy, thereby bringing manufacturing back home. Drawing from existing management theories such as transaction cost theory, the resource-based view, or the ownership, location, and internationalization model (see Wiesmann et al., 2017 for a review), reshoring is conceptualized as a location- and cost-related choice, as a phenomenon caused by diminishing cost advantages (Ellram et al., 2013), volatile demand, and smaller/segmented markets (Wu and Zhang, 2014), or as an outcome particularly associated with network management and ownership issues (Martínez-Mora and Merino, 2014). Extant research on motivations of reshoring decisions provides some guidance regarding potential drivers of reshoring activities, such as external environmental turbulence (e.g., Tate et al., 2014; Gray et al., 2013), host or home country characteristics (Kinkel, 2012; Ellram et al., 2013), community-related drivers (e.g., Arlbjorn and Mikkelsen, 2014; Bailey and De Propris, 2014), and firm-specific characteristics (Kinkel and Maloca, 2009; Kinkel, 2014). 
The decision to reshore is thus motivated by efficiency, in terms of either the cost competitiveness of reshored production or increased costs in the offshored locations. However, evidence shows that continuously rising consumer expectations are also driving many organizations to re-evaluate their shoring decisions from a branding perspective. Almost 65% of global customers (including both consumers and industrial buyers) expressed a preference for products made in their own country (Burke et al., 2021). Owing to the “made-in” effect, customer perceptions of product quality can be higher after reshoring. The European Reshoring Monitor reveals that in many countries, such as Italy, the made-in effect ranks first among the motivations for reshoring (Cassia, 2020). Thus, a heightened emphasis on increasing customer expectations for brand performance in the home country has driven firms to reconsider their reshoring implementation decisions (Foroudi et al., 2022; Grappi et al., 2018, 2020; Tate, 2014). 
Although there is industry evidence of reshoring awareness for stakeholders (Arlbjorn and Mikkelsen, 2014), it is largely anecdotal and poorly developed as a research area. In particular, a reshoring brand with revitalization creates and confirms expectations of stakeholders that the brand will continue to deliver its promises (Wiedmann et al., 2011). This view espouses a sustainability perspective, and researchers have reported that the reshoring practice has been operationalized regularly to optimize a brand’s sustainability promise delivery process to external customers (Choudhary et al., 2022; Gillani et al., 2022). Following the demand-side perspective of reshoring, we assume that perceived motives of reshoring, similarly to social business activities in general, are attributed differently by different consumers (Heider, 1958). Specifically, the current study outlines three types of motives that customers attribute to reshoring decisions: values-driven, stakeholder-driven, and strategic-driven attributions. The attributed motives of a reshoring initiative need to be connected with the institutional logics in the home country, that is, with the recognition to adapt within the local institutional environment (Ertimur and Coskuner-Balli, 2015). Bringing the offshored activity back home is likely not to meet resistance and may even be supported by local consumers if the reshored activity enriches authenticity, legitimacy, and sustainability from customers’ perspectives. The institutional logics framework is therefore useful for shaping brand love and customer advocacy for the reshoring brands. Furthermore, business and branding researchers have documented that revitalizing a brand facilitates strong nostalgic reactions in customers (Brown et al., 2003). Given this relationship, in addition to evaluating our main hypothesis, we also propose a moderating effect of nostalgia and reshoring motive attributions on institutional logics. 
[bookmark: _Hlk116307614]The purpose of this paper is to address the following research questions: (1) How do customers’ attributions to reshoring motives affect brand authenticity, legitimacy, and sustainability? (2) How do brand authenticity, legitimacy, and sustainability, as the manifestation of institutional logics, drive brand love and brand advocacy? (3) To what extent does proneness to nostalgia moderate the impact of motive attributions on institutional logics? By conducting a survey (n=1043) in China, this study confirms that all three reshoring motive attributions lead to positive outcomes of authenticity, legitimacy, and sustainability, except the link between stakeholder-driven attribution and legitimacy. Authenticity, legitimacy, and sustainability have positive effects on both brand love and brand advocacy. The analysis also confirms the positive moderating role of nostalgia in stakeholder-driven attribution–authenticity and sustainability relationships. However, among nostalgic customers, the impact of strategic-driven attribution on authenticity, legitimacy, and sustainability is inhibited. The findings enable us to utilize a customer perspective to examine the complex attributional nature of motives elicited by customers toward a reshoring brand. This study also contributes to the institutional logics by adding a sustainability perspective to examine how customers’ perceptions of the sustainability endeavors of reshoring brands influence the customer–brand relationship. 
Another main contribution of this paper is that the proposed model of reshoring brand effectiveness takes account of the role played by customer nostalgia in motive attributions. Customers’ nostalgia leads them to be less accepting of the existence of strategy-motived reshoring decisions but heightens the impact of stakeholder-driven attribution on authenticity and sustainability. These findings have important academic and managerial ramifications, providing a deeper understanding of customers’ views on reshoring brands. While customers may prefer reshoring brands to align with their motives as mixed economic, social, and value-related objectives, reshoring brands may need to prioritize institutionally conferred brand communications, such as authenticity needs, and focus on legitimate beliefs and sustainability commitment.
Literature review
Reshoring from a sustainability perspective
The reversion of offshoring, known as reshoring, is commonly defined as involving relocating decisions to bring company activities (including production, supply, R&D, and services) back to the home country, independently of the governance method adopted (outsourcing vs. insourcing) (see Appendix Table 1) (Ciabuschi et al., 2019; Ellram et al., 2013; Gray et al., 2013; Grappi et al., 2015). Extending the conceptualization of backshoring, Gray et al. (2013) pointed out that different manifestations of reshoring are classified based on the ownership dimensions, and they developed an extended typology of reshoring considering two governance structures (insourcing vs. outsourcing) and yielding four cases. (1) In-house reshoring refers to the relocation of wholly owned offshored activities to wholly owned local activities; (2) Reshoring for outsourcing is the relocation of wholly owned offshored activities to local suppliers; (3) The outsourced reshoring decision is a firm’s return to the local market by relocating activities previously performed by offshore suppliers to the home location (Ashby, 2016). The practice of (4) reshoring for insourcing, which forms this paper’s focus, is the move from offshore suppliers to wholly owned home-based facilities. 
The significant scholarly attention devoted to the topic is evidenced by the increasing flow of research focusing on reshoring motivations (e.g., Martínez-Mora and Merino, 2014) and barriers (e.g., Wiesmann et al., 2017). Extant research on motivations of reshoring decisions provides some guidance regarding potential drivers of reshoring activities (see Appendix Table 1), such as external environmental turbulence (e.g., Tate et al., 2014; Gray et al., 2013), host or home country characteristics (Kinkel, 2012; Ellram et al., 2013), community-related drivers (e.g., Arlbjorn and Mikkelsen, 2014; Bailey and De Propris, 2014), and firm-specific characteristics (Kinkel and Maloca, 2009; Kinkel, 2014). The most cited reasons are related to economic costs in the host country, scarcity of resources, improved quality, and strategic flexibility in the home country (Tate et al., 2014). These motivations for reshoring often revolve around a variety of factors, such as financial, environmental, technological, legal, and social conditions. 
Common to the above justification of reshoring decisions is the open-system approach to embracing the multi-directional relationship between the organization and the wider direct or indirect social, economic, and environmental systems. Specifically, consumers may be skeptical of profit-seeking reshoring companies, suspecting that their adoption of reshoring practice is not expected to a caring concern (Bhattacharjee et al., 2017). However, consumers may develop a positive attitude if a brand’s identity is perceived in its longevity and its history. Brand revitalization can evoke images of continuity, safety, and equity, offering customers reassurance (Hakala et al., 2011; Taheri et al., 2017). A reshoring brand making revitalization efforts can create and confirm the expectations of stakeholders that the brand will continue to deliver on its promises (Wiedmann et al., 2011). This view espouses a sustainability perspective, characterized by “leveraging the wider social and ecological system in order to lower production costs, establish new markets, or enhance brand equity” (Ivory and Brooks, 2018, p. 349). In fact, recent research has discovered that the increase in reshoring business has tried to address sustainability and to acknowledge sustainable development by harmonizing management practices with sustainable development goals (SDGs) (Ashby, 2016; Foroudi et al., 2022; Zhang and Chang, 2021). Ashby (2016) presented a case study to illustrate how reshoring decisions in conjunction with supply management contribute to the sustainability performance of the reshoring company’s supply network. Under the reshoring brand condition, the sustainability of the brand appears to play an important role and adds value in the eyes of consumers. 
Nevertheless, better knowledge of the sustainability perspective of reshoring, as well as of its effects on consumer behavior, is needed (Ashby, 2016; Grappi et al., 2015). A particular priority is understanding the values that customers expect from companies that are bringing their processes “back home” as a brand revitalization process. This question has been echoed in research by Krause et al. (2009), who stated that firms that emphasize sustainability as a competitive priority will benefit by communicating sustainability efforts to customers. The strategic relocation of reshoring activities can therefore be considered a brand revitalization decision and will be associated with an increase in favorable brand attitude by customers toward the company. This statement is in line with the literature on “cultural sustainability” (Li et al., 2019), which asserts that brand revitalization can be achieved by brands “returning to their roots.” Rather than seeing reshoring brands as frustrated heroes curtailed by environmental forces (Barbieri et al., 2020), our brand revitalization account offers a nuanced model of the possibilities of customers’ contributions in a transition to company sustainability. Specifically, companies need to understand which of their reshoring-related attributions customers perceive most favorably and which therefore shape brand love and advocacy.
Theoretical framework and hypothesis development
[bookmark: _Hlk116552601]Customer attributions to reshoring motives
The findings of previous reshoring studies that examined the motivations of companies’ reshoring activities are inconclusive (Fratocchi et al., 2016; Gillani et al., 2022; Gray et al., 2017; Gupta et al., 2021; Sena et al., 2022; Zhang et al., 2022). More specifically, some studies indicated examples of companies relocating to Europe either due to resource restrictions in host countries, or for cost advantages in the home country (Barbieri et al., 2020). For instance, an Italian company, Coccato e Mezzetti Srl (Greco, 2020), decided to bring back the production of a disposable biodegradable face mask to Italy because of competition from low-cost alternatives in China. Some authors have focused on local market demand (e.g., customer requirements for high quality, brand image, or country of origin) affecting reshoring choices (Zhai et al., 2016). In 2017, a French company, Arkopharma, decided to close its manufacturing sites in Ireland and centralize its production activities in Carros (France). The reshoring movement aimed to build on the international renown and high quality associated with the “Made in France” label (Arkopharma, 2020). Moreover, researchers acknowledge that reshoring decisions from entire supply chains can attract valuable networks (Ancarani et al., 2015; Choudhary et al., 2022). As a multinational automotive company, McLaren invested around £50 million in 2017 in a new plant in Sheffield (UK), where it relocated the production of carbon-fiber “tubs” previously offshored to Austria (Tovey, 2017). This strategy enabled McLaren to achieve proximity to suppliers and quality control in its supply chain management. Ultimately, our findings are in line with the motivations for reshoring in these existing studies and highlight attribution theory’s underlying concept of explaining how customers attribute multiple and specific company motives to reshoring engagement (see Kelley, 1973).[footnoteRef:1] [1:  The relevant literature on attribution theory and institutional theory is provided in the online supporting information file.] 

Understanding the attribution process is especially important in the reshoring context. Reshoring has become part of a sustainability trend that includes reducing the exploitation of labor in underdeveloped countries and relocating jobs within the home country (Gillani et al., 2022; Sena et al., 2022; Zhang et al., 2022). For instance, Gillani et al. (2022) have pointed out that consumers not only viewed their connectedness with the concept of reshoring positively from a sustainability perspective, but also appraised it from a global perspective, demonstrating empathy toward the host country. Reshoring is now a norm or a moral decision leading to increased gratitude and decreased anger from customers toward the company (Grappi et al., 2015). Moreover, when reshoring involves the made-in effect (Stentoft et al., 2016), or an expression of the home country’s superior competences, it is evaluated positively by home country customers (Foroudi et al., 2022). Therefore, reshoring companies should seek to behave in line with the expectations of their customers. Customers may determine whether organizational actions are acceptable and infer what causes motivate those actions. 
Our study follows Ellen et al.’s (2006) conceptualization of customer attribution of companies’ motives in the corporate social responsibility (CSR) context, including motives that are strategic-driven (e.g., the company wants to increase sales or mitigate harm), stakeholder-driven (e.g., CSR is enacted because of stakeholder pressures), and values-driven (e.g., the company believes CSR is the right thing to do) (Groza et al., 2011). These three motives behind reshoring strategies have been considered to be a major variable in explaining customers’ responses to reshoring activities. In line with the findings of Grappi et al. (2015) and Foroudi et al. (2022), customers’ attributions of a company’s reshoring decision have a positive impact on a favorable appraisal of reshoring and subsequent positive customer responses. Specifically, customers attribute a reshoring decision as values-driven when they perceive that a core strategic reshoring goal is the kindness and genuine beliefs of the company. The strategic-driven attribution reflects a desire to achieve typical business goals such as increasing profits and attracting or maintaining customers in the home country. Stakeholder-driven motives refer to goals of meeting stakeholders’ expectations or satisfying the interests of supply chain partners. 
Institutionalization process 
While the changing economic environment provides a backdrop for the growth of reshoring, the institutional pressures include national and regional factors, as well as the demands of customers, whose motivations also come into play. Prior research has drawn from the institutional logics framework to outline a company’s practices following socially constructed institutional rule structures and cognition of actors (Khan et al., 2018). As Karatzas et al. (2022, p. 2) noted, “from a neo-institutional perspective, reshoring might help the firm signal legitimacy to its most important customers.” Reshoring companies are under pressure to adapt and seek recognition within their local institutional environment. Such activity can be seen as proof of their commitment to the made-in effect, and symbolic implementation of a reshoring strategy can be seen as contributing to the home country’s welfare; thus it may improve the reshoring company’s sales performance (Cohen et al., 2018). Studies of institutionalization in international branding research (Brouthers, 2013; Brouthers et al., 2005; Sun et al., 2016; Wu and Chen, 2014) have further highlighted the role of developing and maintaining a state of institutional adaptability in new markets by building idiosyncratic competences and gaining greater business prominence in the minds of the stakeholders involved. More importantly, if consumers perceive the reshoring as appropriate, such institutional logics are likely to be impacted positively by consumer attitudes, and the attributed motives for the reshoring initiative lead to favorable consumer perceptions of the company. In contrast, a lack of attribution of appropriate motives leads to consumers perceiving the reshoring effort as unnatural (Kim and Choi, 2018). Building on these findings, we contribute to attribution theory by developing a framework for reshoring brands that addresses how to navigate institutional logics in the home country.
Studies of institutional logic have demonstrated empirically how brand legitimacy and authenticity matter in shaping the cognition and behavior of social actors in organizational fields (Khan et al., 2018). In the reshoring context, brand authenticity refers to reshoring brands perceived to be faithful and true toward their customers and supportive of their desires (Morhart et al., 2015). Brand legitimacy relates to customers’ recognition of reshoring a brand to achieve survival, and emphasizes the importance of expressing behavioral patterns conforming to the beliefs of customers (Czinkota et al., 2014). To date, however, less attention has been paid to the element of sustainability in the institutional logics framework. The evolution of reshoring governance has encouraged the need to integrate the advantages of sustainability practices (concern for the local environment and society, or for sustaining longevity), which include maximizing stakeholder value and providing meaningful protection of the interests of a larger societal group (Ashby, 2016). In this regard, we conceptualize the third dimension of institutional logics in the reshoring context as sustainability, which relates to customers’ evaluations of “the overall proactive strategic stance of firms toward the integration of environmental [and social] concerns and practices into their strategic, tactical and operational activities” (Roxas and Coetzer, 2012, p. 464). 
In summary, we develop the main research questions on how customers’ attributions to reshoring motives develop into various elements of institutional logics (i.e., authenticity, legitimacy, and sustainability), and what consequences follow from this institutionalization process. In light of procedures put forward by previous studies on proposing a model in the company–customer context (Sheth and Parvatiyar, 1995; Marin et al., 2016), factors that lead to positive customers’ brand attitudes (brand advocacy and brand love) toward the reshoring brand could be derived from company motives (values-driven, stakeholder-driven, and strategic-driven attributions), from the individual (authenticity, legitimacy, and sustainability), or from the context (nostalgia). The next section discusses the research framework (see Figure 1) within which we investigate the institutionalization process and the varying outcomes and differential allocations of reshoring motive attributions.
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Figure 1. Research framework
[bookmark: _Hlk116552495]
Customers’ attributions to reshoring motives and brand authenticity
Over the past two decades, the concept of authenticity has developed into a fundamental concept in the study of customer–brand relationships and internationalization strategies (Beverland, 2005, 2006; Beverland and Farrelly, 2010; Muñoz et al., 2006). In particular, as Eggers et al. (2013, p. 340) reported, “authenticity as key source of competitive advantage and a brand panacea, particularly in times of distress and trust erosion.” Customers can assess authenticity, defined as the qualities of genuineness, truth, and reality, in a series of dimensions, for example, production method, product style, perceived image associated with certain locations, and firm values (e.g., Beverland 2005, 2006; Beverland and Farrelly, 2010; Grayson and Martinec, 2004). While authenticity has been viewed in the marketing literature (e.g., Grayson and Martinec, 2004; Muñoz et al., 2006; Rose and Wood, 2005) as being natural, honest, original, genuine, simple, unspun, sustainable, rooted, and human, in the particular context of retro brands authenticity is also assessed through a brand’s connections to the past as well as through factual and spatiotemporal links with the local (Brown et al., 2003; Leigh et al., 2006).

Despite high levels of agreement on authenticity’s relevance for consumer behavior and its association with genuineness, truthfulness, and conveying meaning to consumers, the literature is characterized by diverse and fragmented approaches and foci in the quest for a commonly accepted conceptualization of authenticity (Morhart et al., 2015, p. 201).

The phenomenon of authenticity has been further investigated using pairs of comparison: internal consistency and external consistency (Brown et al., 2003), physical connection and contagion (Newman and Dhar, 2014), and indexical and iconic (Grayson and Shulman, 2000). This range of approaches reflects a lack of agreement as to the essence of the antecedent properties of being perceived as authentic. However, scholarly consensus has emerged in the conversation that authenticity is not merely perceived in the objects that are considered as the original ones, but that it should also meet customers’ perceptions of authenticity in aspects such as heritage, origin, quality standards, physical proof, or psychological satisfaction (Grayson and Martinec, 2004; Napoli et al., 2014; Newman and Bloom, 2012). Authenticity is the reaction to threats of inauthenticity inherent in global versus local brands, while integrating authenticity into reshoring brands is still nascent from a management perspective. As customers perceive reshoring brands in relation to the made-in effect, the perception of brand authenticity has become an increasingly relevant focus of discussion (Grappi et al., 2015, 2018). Evoking an authenticity perception is important to reshoring brands’ status due to the existence of their historical associations and delivery on brand commitments (Napoli et al., 2014).
The present study considers brand authenticity as contrived rather than real, that is, as a constructed concept embedded into customers’ minds (Beverland, 2006). Inscribing brands with meanings associated with community through the institutionalization process can help to achieve cultural authenticity (Kates, 2004). One way in which reshoring brands may influence perceptions of authenticity is the existentialist perspective, by verifying that the brand’s positioning gels with its identity. Following the definition provided by Morhart et al. (2015, p. 202), “brand authenticity thus emerges to the extent to which consumers perceive a brand to be faithful and true toward itself and its consumers, and to support consumers being true to themselves.” There is a consensus in the literature that the perceptions of brand promises and intentions are essential for perceived brand authenticity (Schallehn et al., 2014). In terms of values-driven motives in the attribution process of customers’ reactions to reshoring actions, customers consider companies to be acting with sincere and benevolent intentions. They perceive that companies design reshoring activities because they care, and they tend to view reshoring decisions as deriving from benevolent motives (Marin et al., 2016). This values-driven attribution induces a sense of integrity, a key representation of authenticity that, when generated correctly, manifests ethically. For instance, US customers have a favorable attitude toward Under Armour, a US supplier of sportswear and casual apparel, following its reshoring decision to staff a new advanced manufacturing innovation facility to drive growth with better-quality products (Manenti, 2016). 
We also propose that stakeholder-driven attribution has a positive effect on brand authenticity. Customers may consider that a high-level stakeholder orientation helps the brand to ensure that the stakeholders will continue to support resource supply (Marin et al., 2016). This view relates to the concept of authenticity, which is a generalized perception or assumption that an entity is a well-adapted member of society and that its actions fit with that society (Schallehn et al., 2014). Furthermore, customers associate authentic brands with high-level credibility, that is, the ability to deliver on their promises (Morhart et al., 2015). We expect that individuals make strategic motive attributions incorporating a reshoring brand’s performance objectives, such as sales, profit, and return on investment. This conception is similar to Boyle’s (2003) honesty element of authenticity, which is perceived as honest and sincere. This study therefore proposes the following hypotheses:
H1a. Values-driven attributions positively influence brand authenticity.
H1b. Stakeholder-driven attributions positively influence brand authenticity.
H1c. Strategic-driven attributions positively influence brand authenticity.

Customers’ attributions to reshoring motives and brand legitimacy
Researchers have argued that adopting a reshoring strategy should intensify appropriate recognition and normative acceptance in the home country (Karatzas et al., 2022). This means that as a strategic decision, reshoring requires the consideration of signaling legitimacy to its most important customers (Staw and Epstein, 2000). The term legitimacy refers to “a generalized perception or assumption that the actions of an entity are desirable, proper, or appropriate within some socially constructed system of norms, values, beliefs, and definitions” (Suchman, 1995, p. 574). Three main types of legitimacy have been identified in prior research (Humphreys, 2010; Suchman, 1995; Thomas and Lamm, 2012; O’Dwyer et al., 2011; Rotter et al., 2014): (1) regulative/pragmatic: being sanctioned by explicit rules or policies (e.g., legalization); (2) normative: congruence between the social values associated with or implied by actors and the norms of acceptable behavior in the larger social system; and (3) cultural-cognitive: the degree of fit with existing cognitive and cultural schemas. Central to legitimacy theory is the implication of certain expectations from a company operating in its given sociocultural system, ranging from moral obligations to building reciprocal relationships with various stakeholders (Aray et al., 2021; Deegan and Unerman, 2011; Hooghiemstra, 2000). 
As the framework most widely used to explain branding internationalization with regard to environmental and social behavior (Yuan et al., 2016), legitimacy is particularly relevant in this paper. As companies plan to move home or near home, they should take responsibility for various social and environmental risks, in exchange for social legitimacy and state support. More importantly, reshoring can be driven by customers’ perceptions of a brand and its purpose. According to Burke et al. (2021), almost 65% of global customers express a preference for products made in their country and are likely to continue to support localized brands.
The degree of “fit” between customers’ attributions of companies’ motives and companies’ reshoring efforts is the key to building social legitimacy and community support during the period of brand revitalization. The state remains to this day the main driving force for reshoring in the US as preserving jobs and keeping domestic players afloat (Stefanelli, 2020). In particular, by communicating values-driven motives, the reshoring company could unintentionally confirm customers’ perceptions of morality and rightness of company behavior. For example, reshoring decisions aimed at environmental protection and involvement in philanthropy are great illustrations of goodwill building, which enhances customers’ acknowledgment of the brand in terms of virtue and intimacy. Similarly, cognitive legitimacy relies heavily on positive impressions from the customers. Companies gain this type of legitimacy when they target value in their practices as the only acceptable way to have an impact on collective action (O’Dwyer et al., 2011). Based on this argument, customers’ attributions to stakeholder-driven motives, which actively involve various stakeholder groups such as employees, suppliers, investors, and community in the reshoring activity, are important to develop brand legitimacy. Furthermore, legitimacy can be achieved by satisfying customers’ expected values through strategic measures, signaling to them that the company is targeting its business goals (strategic-driven attributions), and convincing them that company policies are adapted to the observation of market trends (Thomas and Lamm, 2012). Thus, we propose the following hypotheses:
H2a. Values-driven attributions positively influence brand legitimacy.
H2b. Stakeholder-driven attributions positively influence brand legitimacy.
H2c. Strategic-driven attributions positively influence brand legitimacy.
Customers’ attributions to reshoring motives and perceived sustainability
As stated above, consumer attributions help to make a brand more authentic and credible and can provide leverage for sustainability perceptions. The understanding of sustainability in terms of “doing good” is widespread in current CSR studies on the relationship between the attribution of company motives and corporate sustainability. However, sustainability in terms of reshoring context has received much less scholarly attention. Only recently, Foroudi et al. (2022) were the first to provide empirical evidence for the validity of a scale to measure customer perceptions of SDGs in the reshoring context. They concluded that the three pathways that enable reshoring brands to embrace SDGs are increasing well-being, increasing wealth, and sustainable consumption and production. Our study builds on this finding and further assesses how different reshoring motives influence customers’ perceptions of sustainability. The process is influenced by consumers’ beliefs that the brand cares about the reshoring movement and has genuine concerns about itself and others at the stakeholder level. Such attributions of motives engender feelings of responsibility and goodness that the perceiver experiences as uplifting. 
Drawing on attribution theory, it can be argued that practicing reshoring in terms of doing good is a promising way for brands to impact positively on the sustainability perceptions of existing customers. When doing good is appreciated by consumers, reshoring brands can directly contribute to the well-being of the society as a whole. Three types of motives are involved. First, when customers perceive the reshoring motives as values-driven, such as contributing to local growth, they often believe that companies can harness resources, skills, and innovation, leading to a simpler, more controllable response to sustainability performance (Ashby, 2016). Cheng (2020) confirmed that the deep-rooted values that make a company inclined to incorporate social and environmental issues into its strategic activities also allow it to integrate sustainability principles into its business purpose. Second, customers can easily attribute a sustainable approach to reshoring companies’ intentions of meeting stakeholders’ expectations. This insight is anchored in Engström et al.’s (2018) study, which investigated how Swedish reshoring companies won local customers back by using the “made in Sweden” value due to its relatedness to eco-friendly labels. The stakeholder theory also entails that adding value to stakeholders will support a balanced stakeholder management and create a sustainable future for the reshoring brands (Jones et al., 2018). Companies’ increased investments in reshoring are positively associated with market value, such as spotting trends or mobilizing strategic resources that generate explicit economic value (Ashby, 2016). When reshoring messages concentrate on communicating financial information, they transparently reflect the interests of stakeholders and will have a positive impact on developing organizational capability and maximizing sustainability value (Crifo et al., 2019). In this respect, customers often consider this to be a sustainable way to reduce uncertainty and increase the chances of survival for reshoring brands. Therefore, we propose the following hypotheses:
H3a. Values-driven attributions positively influence sustainability.
H3b. Stakeholder-driven attributions positively influence sustainability.
H3c. Strategic-driven attributions positively influence sustainability.
Effect of institutionalization on brand love and brand advocacy
As a bold move to reintroduce the brand in the local market, reshoring brands appear to be in the midst of a “brand revitalization,” in which regaining customer interest is a powerful management option. Previous studies on customer–brand relationships highlight the importance of building and managing brands in a constantly evolving marketing communications environment and as key to the effective exchange of brand messages (Keller, 2009). The recent growth of customer sentiment about reshoring brands, as customers “feel a higher level of gratitude and a lower level of righteous anger toward the company” (Grappi et al., 2015, p. 454), provides critical touch points to rejuvenate historical interactions between the customer and the brand story. From these touch points, all the thoughts, perceptions, emotions, feelings, and experiences are revitalized in customers’ memories as brand associations (Brown et al., 2003; Gilal et al., 2021). When reshoring brands are perceived as having paramount significance in the hearts and minds of customers, they maintain a level of affection that some prevailing brands are unable to achieve. We believe that brand love and advocacy are important outcomes to consider in the reshoring context, although these two aspects have not yet been investigated in the existing reshoring literature. Within a long-term relationship, and as a consequence of multiple satisfactory interactions with a reshoring brand, brand love and brand advocacy can even be strengthened. This study recognizes the importance of the brand revitalization aspect, wherein brand relationships can evolve in a positive direction over time.
Past research has investigated the concept of brand love in different contexts ranging from psychology, marketing, and services to tourism (Filieri et al., 2021; Palusuk et al., 2019; Shen et al., 2021; Zhang et al., 2020). Originating from Sternberg’s (1986) triangular theory of love, brand love encompasses intimacy, passion, and commitment. Carroll and Ahuvia (2006) conceptualized brand love as “the degree of passionate emotional attachment a satisfied consumer has for a particular trade name” (p. 5). A common theme for these definitions is a process of integrating the brand itself and the attached meanings within the given emotions and relationships (Alnawas and Altarifi, 2016; Batra et al., 2012). We adopt Alnawas and Altarifi’s (2016) brand love concept and interpret it as the customer’s desire to maintain their relationship with the brand. This love relationship is reflected as being irreplaceable, deep, and permanent. Through the process of institutionalization, brand love becomes known to customers in the home country. For instance, the authentic embeddedness of cultural identity, consumption experiences, and sincerity notions will enhance the possibility that the reshoring brand’s emotional commitment is retained by customers. Huawei, the Chinese star performer in telecommunications, launched its reshoring strategy of focusing on delivering groundbreaking technologies in China, and the brand has been increasingly recognized and appreciated by Chinese customers (Huawei, 2022). In addition, strategically recognized brand legitimacy is a precondition for customer appropriation of reshoring brand experiences that appeal to customers. Customers legitimize a brand through the rituals of consuming, affirming, evoking, or assigning symbols and meanings to it (Kates, 2004). In contrast, if a reshoring brand does not signal social legitimacy to a customer, building an emotional bond between that customer and the brand is difficult. In addition, there is considerable evidence in the CSR literature that if a company is known for making sustainability efforts or contributing to societal well-being, then that perception of goodness will translate into greater customer love toward the brand (Batra et al., 2012). In other words, if customers infer a company’s reshoring decision as the desire to take sustainability into account, they are more likely to develop strong brand love. Therefore, we posit the following hypotheses:
H4a. Brand authenticity positively influences brand love.
H4b. Brand legitimacy positively influences brand love.
H4c. Sustainability positively influences brand love.
Reshoring brands have also increasingly realized the importance of generating more effective brand advocacy for increased business profits, customer satisfaction, and customer loyalty (Grappi et al., 2015, 2018). Researchers have conceptualized brand advocacy as a strong behavioral focus and defined the term as customers’ supportive behaviors toward a brand beyond purchase, which results from motivational drivers including word-of-mouth activity, investment in a company, and recommendations (Dodd and Supa, 2014; Xie et al., 2019). Brand advocacy elicits long-term relational advantages and transactional benefits because customers voluntarily devote a level of energy and mental resilience while using a brand, as well as the willingness to invest time and effort (Kim et al., 2022). Securing brand advocacy has been a significant priority for reshoring brands, since customers in the home country may develop expectations for those brands and assess the appropriateness of purchasing local products. Customer expectations are constantly institutionalized in line with the social and institutional demands brands should fulfill. Reshoring activities have changed the way companies communicate, collaborate, and network with various stakeholders in their home country. When customers believe that a brand’s reshoring is legitimized by the benevolent nature of the movement or driven by authentic or genuine concerns, they are more willing to engage in more brand advocacy behaviors such as recommending the brand to others or resisting negative information about the brand. Similarly, customer expectations for reshoring initiatives can emerge in various sustainability domains including concerns for environmental issues, equality in employee management, or community engagement (Foroudi et al., 2022). Customers are also more willing to benefit companies who fulfill their expectations of sustainability initiatives. As the demands for institutionalization are apparent and robust in the context of reshoring, this study posits the following hypotheses for the direct effect of institutionalization conditions on customers’ brand advocacy behaviors:
H5a. Brand authenticity positively influences brand advocacy.
H5b. Brand legitimacy positively influences brand advocacy.
H5c. Sustainability positively influences brand advocacy.
Moderating role of nostalgia
Considering the centrality of the institutionalization process that links customers’ attributions to reshoring motives and customers’ reactions toward the brand, particular attention should be devoted to the intensity of these institutionalization experiences. Business and branding researchers have documented that restoring brands from the past facilitates strong nostalgic reactions in older customers (Brown et al., 2003). Given this relationship, in addition to evaluating our main hypothesis, we also propose a moderating effect of nostalgia and reshoring motive attributions on institutional logics. In the seminal study by Davis (1979), nostalgia was defined as a longing for and remembrance of a period from the past. Nostalgic memories, in particular, have been defined as “not a true recreation of the past but rather a combination of many different memories, all integrated together and, in the process, all negative emotions filtered out” (Hirsch, 1992). Holbrook and Schindler (1989, 1994, 1996) have validated a “nostalgia proneness scale” in various memory-rich contexts such as classic cars, movies, music, or fashion models. Subsequent studies have recognized that brands activating memorable experiences from the past for customers tend to evoke nostalgia, or that products and brands uniquely associated with specific past experiences and stages of life tend to elicit nostalgia (Wildschut et al., 2006). Peñaloza (2000) further contended the importance of expanding nostalgia as a cultural marker of legitimacy and authenticity. 
Conventional marketing wisdom suggests that revitalization of a brand is linked to an individual’s nostalgia (Brown et al., 2003; Cattaneo and Guerini, 2012; Youn and Dodoo, 2021). In this respect, “old brands may link people together even more powerfully, because they strongly evoke a sense of a utopian past and because of the close-knit ‘caring and sharing’ communities that are associated with it” (Brown et al., 2003, p. 20). Nostalgia has been found to induce a positive past experience and increase customers’ patience (Huang et al., 2016). Therefore, it might be expected to be easier for nostalgic customers to recall a pleasant past experience and attribute it to goodwill on the part of the reshoring brand, leading to positive connections to the brand. Together with event-related associations, nostalgic customers are expected to carry emotional connections that are usually more distinctive than non-nostalgic ones (Baldwin et al., 2015). In the reshoring context, nostalgic customers reconnect with their reshoring brands’ roots and, at the same time, they are more likely to recall the past of the brands. Believing that reshoring brands are intrinsically or extrinsically motived to come back allows customers to re-experience their truthfulness and authenticity. Nostalgia is also closely related with perceptions of updating the historical brand to contemporary standards of performance, functionality, and preferences (Cattaneo and Guerini, 2012). Moreover, nostalgic customers are more likely to exhibit increased recognition and acceptance of reshoring brands after a reminder of their morality in the reshoring motivations. Previous studies have indicated that nostalgia increases pro-social behaviors because of the mediating role of empathy feelings (Zhou et al., 2012). Along this line of thought, there is evidence that nostalgia reduces rigidity in adhering to sustainability standards, which can lead to a more inclusive attitude toward reshoring brands. We therefore propose the following hypotheses:
H6a. Nostalgia positively moderates the relationship between customers’ attributions to reshoring motives and brand authenticity.
H6b. Nostalgia positively moderates the relationship between customers’ attributions to reshoring motives and brand legitimacy.
H6c. Nostalgia positively moderates the relationship between customers’ attributions to reshoring motives and sustainability.
Method
Sampling
This research utilized a survey method, collecting data via one of the largest professional market research and data collection companies in China. The company, which manages a diverse portfolio and a customer base of 12 million, assisted with data collection based on its expertise in conducting consumer surveys in China. 
Participants were first given the definition of reshoring and asked whether they were aware of any company engaged in this activity. They were then asked to read the following scenario describing a company’s move back to the home country: 
Brand [x] is the world’s leading information and communication technology (ICT) solutions provider in China. In the beginning of 2010, brand [x] started to offshore its R&D activities to country [y]. During these years, the brand [x] had established more than 56,000 stores and counters worldwide, including more than 5,500 stores. In May 2019, brand [x] decided to move its R&D development back to China and developed its local suppliers. It is reported that in 2019, the local partner [a] shares more than 60 million transactions with brand [x]. It may soon become one of the brand’s [x] biggest suppliers in China.
Although the participants were told that the reshoring brand was fictitious, the reshoring activity was a real case. This ensured that the participants’ responses and evaluations were related to the reshoring activity only, rather than to other factors such as brand awareness. After reading the scenario, the participants were asked to fill in the questionnaire based on their own opinions. For a manipulation check, the company’s reshoring decision was included in the final part of the questionnaire. The respondents were asked to recall in which country the company offshored its R&D activities and where the activities had now been reshored. Only the responses that answered the manipulation check items correctly were used for data analysis. 
To eliminate common method bias, we conducted three rounds of data collection (Podsakoff et al., 2003), obtaining 1550 questionnaires. After eliminating incomplete responses and responses with wrong answers for the manipulation check items, we had 1043 questionnaires for data analysis. The sample is essentially representative of Chinese adults in terms of age, educational level, employment status, and annual income. The detailed demographic statistics of the respondents are presented in Table 1.
	Table 1. Demographic characteristics of respondents

	Demographic variable
	Frequency (N = 1043)
	Percentage

	Gender
	Male 
	536
	51.4

	
	Female
	507
	48.6

	Age (years)
	18–24
	183
	17.5

	
	25–34
	464
	44.5

	
	35–44
	281
	26.9

	
	45–54
	115
	11

	Education level
	Middle school and below
	104
	10

	
	High school
	287
	27.5

	
	Bachelors
	609
	58.4

	
	Masters and above
	43
	4.1

	Employment status
	Full-time 
	636
	61

	
	Part-time 
	150
	14.4

	
	Self-employed 
	165
	15.8

	
	Student 
	69
	6.6

	
	Unemployed
	23
	2.2

	Annual income ($)
	31,000 or less
	295
	28.3

	
	31,000–42,000
	477
	45.7

	
	42,000–126,000
	185
	17.7

	
	126,000–188,000
	63
	6

	
	188,000 or more
	23
	2.2



Measures
We translated the original version of the questionnaire into Chinese and then asked two bilinguals to translate it back into English to ensure accuracy and consistency with the original questionnaire. Three marketing scholars reviewed this translation to ensure the validity of the measurement scales. Seven-point Likert-type scales were used to measure the constructs (see Table 2 for the items). The summary statistics and confirmatory factor analysis (CFA) results are shown in Appendix Table 2.
Table 2. Measurement items
	Construct
	Items
	Sources

	Values-driven attributions
	A1_1_1
	Brand [X] has a long-term interest in society 
	Groza et al. (2011)

	
	A1_1_2
	Brand [X] believes in this cause 
	

	
	A1_1_3
	Brand [X] is trying to give something back to the community
	

	Stakeholder-driven attributions
	A1_2_1
	Brand [X] feels its customers expect it 
	

	
	A1_2_2
	Brand [X] feels society in general expects it 
	

	
	A1_2_3
	Brand [X] feels its stakeholders expect it
	

	Strategic-driven attributions
	A1_3_1
	Brand [X] will get more customers by supporting this initiative 
	

	
	A1_3_2
	Brand [X] will keep more of their customers by supporting this initiative 
	

	
	A1_3_3
	Brand [X] hopes to increase profits by supporting this initiative
	

	Brand authenticity
	A3_4_1
	Brand [X] possesses a clear philosophy which guides the brand promise
	Schallehn et al. (2014)

	
	A3_4_2
	Brand [X] knows exactly what it stands for and does not promise anything which contradicts its essence and character 
	

	
	A3_4_3
	Considering its brand promise, brand [X] does not pretend to be someone else
	

	
	A3_4_4
	Considering its brand promise, brand [X] does not curry favor with its target group; moreover, it shows self-esteem
	

	
	A3_4_5
	Brand [X] distorts itself, to match contemporary market trends*
	

	
	A3_4_6
	The saying “you trim your sails to every wind that blows” describes brand [X] adequately*
	

	Brand legitimacy
	A4_3_1
	Brand [X] is congruent with the moral principles of the culture I feel close to
	Fritz et al. (2017)

	
	A4_3_2
	Brand [X] fits well with my cultural views
	

	
	A4_3_3
	Brand [X] is compatible with the values and norms of the community I belong to
	

	Sustainability
	To what extent do you agree that the following statement is important for Brand [X]?

	
	A5_1
	Environmental sustainability
	Claudy et al. (2016) 

	
	A5_2
	Social sustainability
	

	
	A5_3
	Sustainability criteria for new product development
	

	
	A5_4
	Measuring new product progress on sustainability
	

	
	A5_5
	Future importance of sustainability-type criteria
	

	Brand love
	A2_1
	Brand [X] is a wonderful brand 
	Mody et al. (2019)

	
	A2_2
	Brand [X] makes me feel good 
	

	
	A2_3
	Brand [X] is totally awesome 
	

	
	A2_4
	Brand [X] makes me very happy 
	

	
	A2_5
	I love brand [X]
	

	
	A2_6
	Brand [X] is a pure delight
	

	Brand advocacy
	A3_2_1
	I will devote myself primarily to the products of brand [X]
	Grappi et al. (2020)

	
	A3_2_2
	I will blog in favor of brand [X]
	

	
	A3_2_3
	I will try new products introduced by brand [X]
	

	
	A3_2_4
	I will proselytize to others in favor of brand [X]
	

	
	A3_2_5
	I will give another chance to the brand [X] if it does something that I don’t like
	

	
	A3_2_6
	I will provide helpful feedback to brand [X] 
	

	Nostalgic
	A6_1_1
	How often do you experience nostalgia?
	
Seehusen et al. (2013) 

	
	A6_1_2
	Generally speaking, how often do you bring to mind nostalgic experiences?
	

	
	A6_2_1
	How prone are you to feeling nostalgic?
	

	
	A6_3_1
	How valuable is nostalgia for you?
	

	
	A6_3_2
	How important is it for you to bring to mind nostalgic experiences? 
	


* Reverse item.

[bookmark: OLE_LINK37][bookmark: OLE_LINK38]Data analysis and results

[bookmark: OLE_LINK57][bookmark: OLE_LINK58]The data were analyzed using structural equation modeling in SPSS AMOS 21. Following a two-step analytical procedure (Hair et al., 2010), the measurement model was first evaluated using CFA, followed by an assessment of the structural model and a path analysis. As common method bias can be problematic in self-reported surveys, statistical methods were used to examine the data (Podsakoff et al., 2003). Thus, this study utilized the approach suggested by MacKenzie and Podsakoff (2012) to eliminate common method bias. First, when designing the questionnaire, a definition of reshoring was provided to reduce issues of item ambiguity and unfamiliarity (Podsakoff et al., 2003). Second, some items were reverse-worded (e.g., brand authenticity items 5 and 6) to resolve potential common scale attribute issues (MacKenzie and Podsakoff, 2012). Third, three rounds of data collection were conducted (Podsakoff et al., 2003). Finally, we performed Harman’s single-factor test, and the result showed that the first factor explained 35.05% of the total variance, which is well below the suggested 40% threshold. Therefore, common method bias was not of great concern and did not affect the validity of the research findings.
Construct operationalization and CFA
[bookmark: OLE_LINK32][bookmark: OLE_LINK33][bookmark: OLE_LINK28][bookmark: OLE_LINK29][bookmark: OLE_LINK60][bookmark: OLE_LINK61]In the CFA model, the measurements accorded with the data and the fit statistics for the model were all satisfactory (the ratio of the χ2 value to degrees of freedom [χ2/df = 2.962] was less than the cut-off point of 3, p < 0.05, NFI = 0.933, CFI = 0.954, GFI = 0.909, AGFI = 0.894, TLI = 0.949, RMSEA = 0.043). We also assessed the reliability, convergent validity, and discriminant validity of our measures (see Table 2 for individual item loadings and Table 3 for reliabilities, means, standard deviations, and average variance extracted). We examined factor loadings (>0.50) for each item on the corresponding construct. One item from the nostalgia construct was deleted from subsequent analyses, since its loading was lower than 0.50. We evaluated convergent validity by examining composite reliability (all reliability scores above 0.70), and average variance extracted (AVE; all scores above 0.50) (Fornell and Larcker, 1981). Therefore, all the conditions for convergent validity were met. Next, to assess discriminant validity, we applied the Fornell–Larcker (1981) criterion and discovered that our results fulfilled it. Specifically, we confirmed the discriminant validity of all the constructs by comparing the square root of the AVE for each construct with the corresponding correlations of the other constructs. The factor correlation matrix, shown in Table 3, indicates that the criteria for discriminant validity were met.
Table 3. Descriptive statistics, correlations, and discriminant validity
	
	1
	2
	3
	4
	5
	6
	7
	8
	9

	1. Brand advocacy
	0.817
	
	
	
	
	
	
	
	

	2. Brand authenticity
	0.466**
	0.828
	
	
	
	
	
	
	

	3. Brand legitimacy
	0.246**
	0.138**
	0.792
	
	
	
	
	
	

	4. Brand love
	0.480**
	0.465**
	0.181**
	0.812
	
	
	
	
	

	5. Nostalgia
	0.380**
	0.323**
	0.101**
	0.416**
	0.794
	
	
	
	

	6. Stakeholder-driven attributions
	0.334**
	0.315**
	0.149**
	0.335**
	0.223**
	0.814
	
	
	

	7. Strategic-driven attributions
	0.364**
	0.387**
	0.351**
	0.441**
	0.168**
	0.200**
	0.854
	
	

	8. Sustainability
	0.582**
	0.498**
	0.191**
	0.603**
	0.405**
	0.400**
	0.453**
	0.850
	

	9. Values-driven attributions
	0.343**
	0.495**
	0.216**
	0.375**
	0.451**
	0.187**
	0.326**
	0.391**
	0.860

	CR
	0.923
	0.929
	0.835
	0.921
	0.894
	0.855
	0.890
	0.928
	0.895

	AVE
	0.668
	0.686
	0.628
	0.660
	0.630
	0.662
	0.729
	0.722
	0.740


** Significant at p < .01. 
Structural model and hypothesis testing
We tested all the path coefficients in our structural model analysis, the results of which are shown in Table 4. The hypothesized model offered a good fit to the data (χ2 (10) = 25.99, the ratio of the χ2 value to degrees of freedom (χ2/df = 2.910) was less than the cut-off point of 3, p < 0.05, NFI = 0.942, CFI = 0.961, GFI = 0.920, AGFI = 0.907, TLI = 0.957, RMSEA = 0.043). For these goodness-of-fit measures, CFI values above 0.90 and RMSEA values below 0.08 indicate a reasonably well-fitting model.
The model (see Table 4) shows a positive significant (p < 0.05) relationship between all three types of attributions and brand authenticity, legitimacy, and sustainability, except the stakeholder-driven attribution–brand legitimacy link. Therefore, H1 and H3 were supported. H2a and H2c were also supported. Furthermore, there are significant links between all three elements of institutional logics and brand love and brand advocacy (p < 0.05). Thus, H4 and H5 were supported. In the next step, the model was checked for control variables (i.e., ethnocentrism, age, gender, education, employment status, and annual income). After separating models including control variables from models excluding control variables, no significant difference was found in the parameter estimates for either model (see Appendix Table 3). Thus, these control variables do not have an impact on the suggested model. 

Table 4. Results of hypothesis testing (H1–H5)
	Hypothesis
	Path result
	S.E.
	C.R.
	P

	H1a
	Values-driven attributions  Brand authenticity 
	0.405
	0.036
	12.535
	***

	H1b
	Values-driven attributions  Brand legitimacy
	0.100
	0.031
	2.71
	0.007**

	H1c
	Values-driven attributions  Sustainability
	0.248
	0.039
	8.173
	***

	H2a
	Stakeholder-driven attributions  Brand authenticity 
	0.233
	0.027
	7.744
	***

	H2b
	Stakeholder-driven attributions  Brand legitimacy
	0.065
	0.025
	1.809
	0.07

	H2c
	Stakeholder-driven attributions  Sustainability
	0.330
	0.032
	10.928
	***

	H3a
	Strategic-driven attributions  Brand authenticity 
	0.236
	0.028
	7.625
	***

	H3b
	Strategic-driven attributions  Brand legitimacy
	0.355
	0.027
	9.233
	***

	H3c
	Strategic-driven attributions  Sustainability
	0.341
	0.033
	11.072
	***

	H4a
	Brand authenticity  Brand love
	0.230
	0.03
	7.712
	***

	H4b
	Brand legitimacy  Brand love
	0.067
	0.038
	2.339
	0.019*

	H4c
	Sustainability  Brand love
	0.529
	0.028
	16.376
	***

	H5a
	Brand authenticity  Brand advocacy
	0.222
	0.03
	7.406
	***

	H5b
	Brand legitimacy  Brand advocacy
	0.142
	0.038
	4.843
	***

	H5c
	Sustainability  Brand advocacy
	0.487
	0.027
	15.202
	***


Notes: ***p < 0.001, **p < 0.01, *p < .05

Regarding the moderating effect of independent variables (values-driven attribution, stakeholder-driven attribution, and strategic-driven attribution) and nostalgia, we performed a series of hierarchical moderated regression analyses in two steps with two models (Marin et al., 2016) (see Appendix Table 4). Model 1 tested the dependent variable hypothesized main effects, and Model 2 included both main effects and interaction effects. First, after centralizing the independent variables and the moderator variable, the interactive terms can be measured. The moderating analysis showed that nostalgia negatively moderates the relationship between values-driven attributions and brand authenticity (β = -0.157, p < 0.001). However, nostalgia positively moderates the relationship between stakeholder-driven attributions and brand authenticity (β = 0.085, p < 0.01) as well as sustainability (β = 0.064, p < 0.05). The results also suggest that nostalgia negatively moderates the relationship between strategic-driven attributions and all three elements of institutional logics: brand authenticity (β = -0.114, p < 0.001), legitimacy (β = -0.111, p < 0.001), and sustainability (β = -0.067, p < 0.05). Figure 2 shows the significant moderating effects. Thus, H6 was partially supported.





Figure 2. Interaction effects of nostalgia and motive attributions
Discussion and theoretical contributions
As illustrated in the theory section, customers’ attributions to reshoring motives were captured for three classifications, namely values-driven, stakeholder-driven, and strategic-driven attributions. Although our study confirmed Hypotheses 1 and 3, Hypothesis 2 was not confirmed since we did not find a positive relationship between stakeholder-driven attribution and brand legitimacy. Thus, reshoring brands would find it difficult to attain legitimacy in their home country by stating solely stakeholder-driven motives. This finding is contingent on the idea that if a company’s efforts are enacted only after pressure from stakeholders, customers may perceive the company as insincere and as acting only when forced to do so (Groza et al., 2011). Our analysis also provides evidence that companies that undertake their reshoring activities using institutional logics are more likely to foster good relationships with customers. In particular, reshoring brands strive to be considered as having sustainability credentials or have to become more long-term-oriented to be socially recognized in the local community. Thus, our study contributes to the lens of institutionalization research by adding the sustainability element to institutional logics. In addition, with regard to the moderating effect of nostalgia, our results deserve attention. On the one hand, the positive and direct effect of stakeholder-driven attribution on brand authenticity and sustainability is more salient among nostalgic customers. On the other hand, the positive impact of strategic-driven attribution on brand authenticity, legitimacy, and sustainability is inhibited among nostalgic customers. A similar finding is shown in the negative moderating effect of nostalgia on the relationship between values-driven attribution and brand authenticity. Such divergent patterns are highly desirable for reshoring brands that are aiming to improve their institutional logics among nostalgic customers. The non-significant interaction effects suggest that, contrary to expectations, the impacts of perceived values-driven motivation on the reshoring brand’s legitimacy and sustainability does not differ between nostalgic and non-nostalgic customers. Similarly, contrary to the findings of prior research (Marin et al., 2016), among nostalgic customers, a high-level stakeholder orientation will not necessarily continue to provide the generalized perception that the reshoring action is desirable and appropriate . Thus, the overall findings indicate that nostalgic customers have a minimal acceptance level of reshoring brands with strategic-driven motives, while stakeholder-driven motives are more important among nostalgic customers. 
The current study contributes to the literature in three ways. First, we enrich the assessment of reshoring motives from the customers’ perspective. A review of the existing literature indicates that reshoring emerges as a way to emphasize a company’s flexibility in its supply chains, as a form of local or national coordination for capitalized investment, or as a way to achieve strategic re-alignment (Arlbjorn and Mikkelsen, 2014; Ellram et al., 2013; Gray et al., 2013; Tate et al., 2014). However, some reshoring practices and motives do fall into the realm of the customer. Nevertheless, assessments of reshoring motives from the customer perspective are in their infancy, with only a few recent studies exploring reshoring activities from the consumers’ perspective. Notable examples are Gillani et al.’s (2022) exploration of the effect of different types of reshoring on sustainability connectedness, and Grappi et al.’s (2015, 2018, 2020) examinations of consumer responses (including sentiment) to reshoring. Yet, little attention has been paid to attributes of the motives of reshoring according to the customer , and how these attributions influence consumers’ advocacy behavior toward corporate brands to revitalize such brands. Responding to the recent emergence of the consumer perspective in the literature (e.g., Grappi et al., 2015, 2018, 2020) and the importance of the topic overall, this study adds to the reshoring motives literature by introducing an actional, theoretically grounded attribution framework. By integrating customers’ attributions to the values-driven, stakeholder-driven, and strategic-driven motives of companies into the specific reshoring context, we provide a more nuanced view of how these types of motivations operate in the reshoring branding setting. 
Second, given the increasing institutional pressure from communities and customers alike, reshoring brands are facing practical challenges related to production with country-specific factors and resources (Karatzas et al., 2022). By demonstrating the importance of building institutional logics in reshoring a brand, our analysis will help companies to overcome these challenges. As a complement to research on the institutionalization process via achieving authenticity (e.g., Morhart et al., 2015) and legitimacy (e.g., Yuan et al., 2016), our study indicates that sustainability is also a crucial component in consumers’ institutional process. This plurality of factors illuminates the nature of consumers’ institutional logics, clarifying their evaluations of brand authenticity, legitimacy, and sustainability commitments in the reshoring context. Responding to calls for approaches to reshoring decisions in the light of sustainability (Foroudi et al., 2022; Gupta et al., 2021), we have articulated the sustainability perspective systematically by providing empirical evidence on how customers perceive reshoring brands in the home country. Specifically, customers perceive a company’s participation in reshoring activities as a sustainability commitment positively when the reshoring decision is attributed not only to meeting the expectations of others but also to acting in accordance with the company’s own principles (e.g., being socially and environmentally sustainable).
Finally, one of the objectives of this research was to determine whether reshoring motive attributions are important to nostalgic customers in the institutional-based assessment of a reshoring brand. The literature on retro branding indicates that nostalgia is experienced as a wistful affection for important previous moments and is associated with positive attitudes toward revitalized brands (Routledge et al., 2013). Nostalgia has therefore been viewed as one of the mechanisms for conditionally supporting reshoring activities that are perceived as connecting to home country traditions, home country brands, and the well-being of local communities (Gillani et al., 2022). This study offers insights that reaffirm the distinction between nostalgic and non-nostalgic customers in the reshoring context. In doing so, it contributes to an understanding of the efficacy of nostalgia in the reshoring marketing context and advances our understanding of the interlinked relationships between nostalgia, customers’ motive attributions, and institutional-evaluation constructs. To our knowledge, this research is the first theoretical and empirical attempt to investigate nostalgia as a boundary condition impacting customers’ reactions to reshoring brands. Our results show that nostalgic customers do not consider a reshoring brand with respect to strategic-driven motives as a recognized area of institutional life. Thus, if customers see reshoring as satisfying their own business goals, nostalgia alone cannot be the core of a reshoring branding communication strategy. In contrast, stakeholder-driven attributions contribute both to authenticity and to sustainability among nostalgic customers. This result is in line with previous social nostalgia studies, which consider nostalgia to be a psychological buffer against adversity, particularly when others are included in the group (Brown and Humphreys, 2002). At the stakeholder level, nostalgic customers reflect on an authentic and sustainable reshoring decision as a heightened focus on benefiting the collective community.

Implications and future research
This research has a number of important managerial implications. First, managers need to be aware that reshoring is not only influenced by host country factors. Home country customers also engage in the attribution process to evaluate a company’s reshoring motives and further influence the customer–brand relationship. For instance, customers will have stronger brand relationships when they consider that the company’s reshoring decisions are motivated by genuine values, stakeholder expectations, and strategic benefits to the company. Specifically, when companies communicate the motivations of their reshoring activities, they should include their values or beliefs, such as having a long-term interest in society, reducing labor exploitation in underdeveloped countries, and creating more jobs in the home country. They should also communicate that these behaviors align with the expectations of customers and partners and will be of direct benefit to their business goals, for example by diminishing potential disruption to the supply chain, building smart factories, and understanding customers’ needs better (Burke et al., 2022; Agrawal and Sterner, 2023). The combination of business benefits and societal values will make the marketing messages more convincing (Marin et al., 2015). 
Second, our results suggest that customers also engage in the institutionalization process to make sense of the reshoring activity, which includes evaluating the brand’s authenticity and legitimacy, and perceiving whether the company’s reshoring decision is sustainable. Thus, when companies make cautious decisions about reshoring, decision-makers, as well as giving weight to economic factors and the country-of-origin effect, should suggest that the company be perceived as sustainable. Seeking sustainable development is one of the key issues for multinational corporations, since customers are increasingly aware of it and demand that companies demonstrate their involvement in it (Choudhary et al., 2022). It is important to note that the three institutional logics may not be required sequentially or exclusively. Companies need to manage and sustain the plurality of demands from consumers, and achieving this is likely to involve multiple actors and stakeholders. For example, customers may not only assess the focal manufacturing firm’s sustainability but also evaluate its suppliers on their operational competence and their social and environmental sustainability endeavors (Burke et al., 2021).
Third, this research suggests that nostalgia positively moderates the relationship between stakeholder-driven attributions and authenticity and sustainability relationships. It indicates that when companies engage in stakeholder-related reshoring initiatives, they should carry out more nostalgia-related marketing activities. For example, to trigger customers’ nostalgic memories, they should encourage the perception that they are willing to give something back to the home country or the local community and stakeholders (Grappi et al., 2015). This will enable customers to recall the authentic features of the company and its product, thereby helping to legitimize its reshoring decisions. Furthermore, as nostalgia is a multi-faceted phenomenon (Hartmann and Brunk, 2019), marketing and brand managers should assess the intended positioning of reshoring brands and design an appropriate communication plan. Such a plan might, for instance, include more emotional, moral, or experiential appeals (or combinations thereof) in order to incorporate brand commitment and customer experience, and to evaluate further how customers react to various motivations for reshoring brands (e.g., value- and strategic-driven motives). Customers who are more nostalgic might give low evaluations for brand authenticity, legitimacy, and sustainability if they are more skeptical about the company’s motives, with a corresponding negative influence on brand love and advocacy. 
Finally, the results of this study suggest that reshoring can facilitate a company’s renewal or revitalization of a brand, as customers respond positively on brand love and advocacy. Companies that bring production back to the home country attract attention from the media, which establishes an association with national identity in consumers’ minds (Närvänen and Goulding, 2016). Yet, this study provides evidence that this process can be easier through the reasoning and institutionalized process to revitalize the brand in the home country marketplace. 
Although our research makes substantial theoretical contributions and has interesting managerial implications, it is not without limitations. First, the study data were collected in a single country, namely China. Future studies could extend our research model and hypotheses and test them in another context. In addition, given the scarcity of research that examines the process of implementing reshoring activities, future studies could utilize a longitudinal approach to examine customers’ attributions and evaluations of brand revitalization before and after reshoring. Finally, the extant research suggests that when customers attribute companies’ reshoring behavior to a desire to satisfy their and other stakeholders’ expectations, they are more likely to institutionalize this behavior. Nostalgic customers are particularly likely to perceive the brand as authentic and legitimate. However, research also suggests there are some nostalgic brands (Youn and Dodoo, 2021) that have a long history of popularity and connect with customers’ episodic memories. Thus, future research could examine whether customers’ attributions of reshoring motives and their institutional processes vary between nostalgic and non-nostalgic brands.
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Appendix Table 1. Extant research on reshoring
	Article 
	Definition 
	Method 
	Key finding

	Choudhary et al. (2022)
	Can be simplified as a manufacturing location decision
	Analysis of two large-scale networks of Apple and Jaguar Land Rover
	No evidence was found for the impact of reshoring on sustainability.

	Gillani et al. (2022) 
	A voluntary company decision to relocate its activities back to the home country, after having implemented an offshoring decision in the past, regardless of the ownership of the activities reshored
	In-depth interviews with British consumers
	Consumers not only viewed their connectedness with the concept of reshoring positively from a sustainability perspective, but also appraised it positively from a global perspective, demonstrating empathy toward the host country.

	Karatzas et al. (2022)
	Is more than just a geographical shift of operations; it is also a reconfiguration of systems
	Event-study of 64 reshoring instances from 2005 to 2019
	The value-creation potential of reshoring instances depends on the information revealed in the announcement, or on properties and characteristics of the reshoring event.

	Sena et al. (2022)
	Companies’ reverse investments from a host country back into the home country as the opposite of offshoring investments 
	A panel of subsidiaries controlled by UK multinationals located in 39 countries 
	Reshoring amongst minority-owned subsidiaries is more likely to happen in countries with weak protection of shareholders and mandatory environmental disclosure. 

	Zhang et al. (2022) 
	The return of manufacturing and service operations from previously offshored location to the headquarters’ country
	Survival analysis of 1216 unique, publicly listed manufacturing MNEs from 15 OECD countries
	Firms with below-aspiration environmental performance are slower to engage in reshoring activity. In contrast, firms with above-aspiration environmental performance are quicker to engage in reshoring.

	Grappi et al. (2020) 
	A voluntary company decision to relocate its activities to the home country, after having implemented an offshoring decision in the past, regardless of the ownership of the activities reshored
	Multiple experimental and survey-based studies
	The interplay between consumer reshoring sentiment and consumer animosity leads to specific emotional reactions which affect relevant market responses.

	Baraldi et al. (2018)
	The voluntary process of repatriating manufacturing activities previously offshored to a foreign country, either through outsourcing or insourcing
	A longitudinal case study of an Italian manufacturing firm
	Reshoring may be considerably more affected, both positively and negatively, by the micro-interactions and interdependencies in the industrial networks stretching over the home country and the host country.

	Ashby (2016)
	A reversion of a previous offshoring decision, thereby “bringing manufacturing back home”
	In-depth longitudinal UK-based case study
	Socially complex, long-term relationships are important in managing a sustainable supply network in reshoring activities.

	Robinson and Hsieh (2016)
	The return of production activities to the home country of the parent firm, regardless of ownership of the relocated activities
	Semi-structured interviews in the UK
	The renewal of supply chain strategy through reshoring and increasing control in supply chain operations can enhance value and firm competitiveness.



Appendix Table 2. Summary statistics and CFA results
	Construct 
	Items 
	Estimate
	S.E.
	Cronbach’s α
	AVE

	Values-driven attributions

	A1_1_1
	0.885
	
	0.895 
	0.740 

	
	A1_1_2
	0.849
	0.027
	
	

	
	A1_1_3
	0.847
	0.026
	
	

	Stakeholder-driven attributions

	A1_2_1
	0.795
	
	0.855 
	0.662 

	
	A1_2_2
	0.813
	0.041
	
	

	
	A1_2_3
	0.833
	0.043
	
	

	Strategic-driven attributions

	A1_3_1
	0.868
	
	0.890 
	0.729 

	
	A1_3_2
	0.797
	0.026
	
	

	
	A1_3_3
	0.894
	0.027
	
	

	Brand authenticity

	A3_4_1
	0.815
	
	0.929 
	0.686 

	
	A3_4_2
	0.827
	0.032
	
	

	
	A3_4_3
	0.780
	0.031
	
	

	
	A3_4_4
	0.813
	0.031
	
	

	
	A3_4_5
	0.851
	0.032
	
	

	
	A3_4_6
	0.881
	0.03
	
	

	Brand legitimacy

	A4_3_1
	0.773
	
	0.835 
	0.628 

	
	A4_3_2
	0.805
	0.043
	
	

	
	A4_3_3
	0.798
	0.043
	
	

	Sustainability

	A5_1
	0.868
	
	0.928 
	0.722 

	
	A5_2
	0.841
	0.026
	
	

	
	A5_3
	0.847
	0.026
	
	

	
	A5_4
	0.821
	0.027
	
	

	
	A5_5
	0.87
	0.026
	
	

	Brand love

	A2_1
	0.838
	
	0.921 
	0.660 

	
	A2_2
	0.784
	0.03
	
	

	
	A2_3
	0.793
	0.029
	
	

	
	A2_4
	0.748
	0.03
	
	

	
	A2_5
	0.837
	0.029
	
	

	
	A2_6
	0.866
	0.029
	
	

	Brand advocacy

	A3_2_1
	0.841
	
	0.923 
	0.668 

	
	A3_2_2
	0.837
	0.03
	
	

	
	A3_2_3
	0.785
	0.03
	
	

	
	A3_2_4
	0.758
	0.031
	
	

	
	A3_2_5
	0.801
	0.03
	
	

	
	A3_2_6
	0.877
	0.029
	
	

	Nostalgia
	A6_1_1
	0.789
	
	0.894 
	0.630 

	
	A6_1_2
	0.770
	0.035
	
	

	
	A6_2_1
	0.705
	0.033
	
	

	
	A6_3_1
	0.825
	0.033
	
	

	
	A6_3_2
	0.870
	0.033
	
	





Appendix Table 3. Results of control variable effect
	
	Regression analysis on the dependent variables

	Variable
	Brand authenticity
	Brand legitimacy
	Sustainability 

	Age
	-0.194***
	-0.035
	-0.105**

	Gender
	0.011
	-0.012
	0.021

	Educational level
	0.000
	0.044
	0.003

	Employment status
	-0.072*
	0.015
	-0.038

	Annual income
	-0.007
	-0.02
	0.019

	Ethnocentrism
	0.06*
	0.031
	0.056

	F
	7.444***
	0.764
	2.321*

	R²
	0.041
	0.004
	0.013

	Adj R²
	0.036
	-0.001
	0.008



	Hypothesis 
	Relationship 
	Path coefficient before adding control variable 
	Path coefficient after adding control variable
	Supported 

	H1a
	Values-driven attributions  Brand authenticity 
	0.405***
	0.431***
	Yes 

	H1b
	Values-driven attributions  Brand legitimacy
	0.100**
	0.214**
	Yes

	H1c
	Values-driven attributions  Sustainability
	0.248***
	0.260***
	Yes

	H2a
	Stakeholder-driven attributions  Brand authenticity 
	0.233***
	0.246***
	Yes

	H2b
	Stakeholder-driven attributions  Brand legitimacy
	0.065 (n.s.)
	0.055 (n.s.)
	No

	H2c
	Stakeholder-driven attributions  Sustainability
	0.330***
	0.324***
	Yes

	H3a
	Strategic-driven attributions  Brand authenticity 
	0.236***
	0.334***
	Yes

	H3b
	Strategic-driven attributions  Brand legitimacy
	0.355***
	0.342***
	Yes

	H3c
	Strategic-driven attributions  Sustainability
	0.341***
	0.393***
	Yes

	H4a
	Brand authenticity  Brand love
	0.230***
	0.286***
	Yes

	H4b
	Brand legitimacy  Brand love
	0.067*
	0.127*
	Yes

	H4c
	Sustainability  Brand love
	0.529***
	0.569***
	Yes

	H5a
	Brand authenticity  Brand advocacy
	0.222***
	0.243***
	Yes

	H5b
	Brand legitimacy  Brand advocacy
	0.142***
	0.212***
	Yes

	H5c
	Sustainability  Brand advocacy
	0.487***
	0.512***
	Yes


Notes: ***p ＜0.001, **p ＜0.01, *p ＜0.05
Appendix Table 4. Results of moderating effects
	[bookmark: _Hlk116459301]
	Model 1
	Model 2

	Variable 
	Brand authenticity
	Brand legitimacy
	Sustainability
	Brand authenticity
	Brand legitimacy
	Sustainability

	Values-driven attributions
	0.431***
	0.214***
	0.260***
	0.362***
	0.204***
	0.261***

	Stakeholder-driven attributions
	0.246***
	0.055
	0.324***
	0.26***
	0.038
	0.335***

	Strategic-driven attributions
	0.334***
	0.342***
	0.393***
	0.306***
	0.315***
	0.377***

	Nostalgia
	0.255***
	0.043
	0.336***
	0.273***
	0.026
	0.343***

	Values-driven attributions * Nostalgia
	
	
	
	-0.157***
	-0.023
	0.001

	Stakeholder-driven attributions * Nostalgia
	
	
	
	0.085**
	0.002
	0.064*

	Strategic-driven attributions * Nostalgia
	
	
	
	-0.114***
	-0.111***
	-0.067*


Notes: ***p ＜0.001, **p ＜0.01, *p ＜0.05
low Nostalgia	low Values-driven 
attributions	high Values-driven 
attributions	2.4569999999999999	3.347	high Nostalgia	low Values-driven 
attributions	high Values-driven 
attributions	2.8210000000000002	3.375	
Brand authenticity



low Nostalgia	low Stakeholder-driven 
attributions	high Stakeholder-driven 
attributions	2.552	2.9239999999999999	high Nostalgia	low Stakeholder-driven 
attributions	high Stakeholder-driven 
attributions	2.98	3.544	
Brand authenticity



low Nostalgia	low Stakeholder-driven 
attributions	high Stakeholder-driven 
attributions	2.3039999999999998	2.9260000000000002	high Nostalgia	low Stakeholder-driven 
attributions	high Stakeholder-driven 
attributions	2.988	3.782	
Sustainability



low Nostalgia	low Strategic-driven 
attributions	high Strategic-driven 
attributions	2.4289999999999998	3.117	high Nostalgia	low Strategic-driven 
attributions	high Strategic-driven 
attributions	3.0110000000000001	3.4430000000000001	
Brand authenticity



low Nostalgia	low Strategic-driven 
attributions	high Strategic-driven 
attributions	2.681	3.2770000000000001	high Nostalgia	low Strategic-driven 
attributions	high Strategic-driven 
attributions	2.8290000000000002	3.2130000000000001	
Brand legitimacy



low Nostalgia	low Strategic-driven 
attributions	high Strategic-driven 
attributions	2.1850000000000001	3.0830000000000002	high Nostalgia	low Strategic-driven 
attributions	high Strategic-driven 
attributions	3.0049999999999999	3.7269999999999999	
Sustainability
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