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1. Introduction
[bookmark: _Toc224804792]1.1 Industry and Research Context
The United Kingdom's skin care high-end is in a very visible beauty economy. According to industry reports, the United Kingdom beauty sector will contribute about £ 30.4 billion to GDP in 2024 (Warn, 2025b). The UK is said to have higher prestige beauty sales in comparison to all the EU5 (Warn, 2025a), and facial skincare value sales improved by 7.9% in 2024 (Mintel, 2024). In the United Kingdom, the use of beauty products also has significant import qualities to the tune of circa £ 2.93 billion in 2024 (OEC, 2025). Thus, the labels of country of origin and indicators of imports are very prominent at the point of sale. These source cues can influence the quality, safety, prestige, and purchase intention impressions of the UK customers, but there are limited quantitative data on the topic in the UK, and evidence regarding these effects in the market of premium imported skincare.
[bookmark: _Toc224804793]1.2 Research Aim
To examine and measure how origin-related cues influence United Kingdom consumers’ evaluations and purchasing decisions regarding high-end imported skincare products.
[bookmark: _Toc224804794]1.3 Key Research Objectives
1. To explore the origin-related cues consumers attend to when evaluating premium imported skincare.
2. To analyse how country associations shape perceived quality, safety, and brand prestige.
3. To test how strongly these perceptions influence purchase decisions.
4. To investigate whether these effects differ across consumer segments defined by age, income, skincare involvement, and brand familiarity.
[bookmark: _Toc224804795]1.4 Key Research Questions
1. What origin-related cues do United Kingdom consumers attend to when evaluating premium imported skincare?
2. How do country associations shape perceived quality, safety, and brand prestige?
3. How strongly do these perceptions influence purchase intention?
4. Do these effects differ by age, income, skincare involvement, and brand familiarity?
[bookmark: _Toc224804796]2. Literature Review
The review contributes to the creation of the framework within which the role of origin-related cues is analysed in terms of its impact on the examination and purchasing decisions of UK consumers toward the high-end imported skincare. The themes are directly mapped to the research questions and design. The cue salience theory is the theory of COO; the uncertainty reduction theory is signalling theory; the premium branding literature justifies prestige consequently; the skincare decision-making research explains safety, risk, and involvement; and the behavioural models justify purchasing dicisions as the dependent variable. The combination of these views informs the measurement of cue salience, perceived quality, perceived safety, brand prestige, purchase intent, and segment differences.
[bookmark: _Toc224804797]2.1 Country-of-Origin (COO) Theory
In the case when intrinsic attributes cannot be easily evaluated, COO research considers origin as an extrinsic signal. The perceived quality can be influenced by the association of the place of manufacturing in situations where there is limited information (Bilkey and Nes, 1982). Impacts of COO are attitudinal and intentional, though depending on the product type, consumer diagnosticity of knowledge and source (Verlegh and Steenkamp, 1999). This is important in imported skincare, where efficacy and safety cannot easily be checked before they can be utilised. One of the differences is between halo and summary construct effects: a consumer can project some beliefs without experiencing or basing their opinions on product experience (Min, 1989). Therefore, French pharmacy, K-beauty or Japanese skincare can be stereotypical or based on the experience. Countries and stereotypes are multidimensional (Roth and Diamantopoulos, 2009), explicit and implicit aspects influence preferences in different ways, and thus the effect of the COO is automatic and deliberative (Diamantopoulos et al., 2017). COO reacts with the price sensitivity and intention in skincare models (Hsu, Chang and Yansritakul, 2017), whereas in the UK green-cosmetics evidence, the concepts of safety and credibility react (Lin et al., 2018). RQ1 and RQ2 are informed using this theme and used to measure cue salience and country-linked evaluations.
[bookmark: _Toc224804798]2.2 Signalling Theory in Consumer Markets
Signalling theory describes the choices made when there is information asymmetry, with sellers having more knowledge of quality and safety than buyers. Observable indicators are then used as proxies of qualities that are not observable (Spence, 1973). With high-end imported skincare, consumers have no easy way to check the efficacy or quality of formulation or production before they make a purchase. The cues are more convincing when they are difficult to counterfeit or carry reputational effects for the sender (Kirmani and Rao, 2000). Origin-related cues have a chance to act like that because they are associated with national reputations for cosmetic science, dermatology, heritage, or control. Both signal interpretation and receiver knowledge and context are also important, implying that they could be influenced by opportunity, familiarity, and the presence of dependence on origin cues (Connelly et al., 2011). This theme enlightens RQ2 and RQ4 and underscores the predictive nature of origin-related cues as outdated with respect to perceived quality, perceived safety, and brand prestige, but involvement and familiarity as variables of segmentation.
[bookmark: _Toc224804799]2.3 Prestige Branding and Perceived Value
High-end foreign skincare is as much examined on functional performance as on symbolic value, prestige, and price-quality reasoning. Brand equity theory posits that associations, perceptions of quality, and loyalty influence understanding of extrinsic attributes such as origin (Aaker, 1991). The customer-based approach also indicates that a brand structures a memory and meaning, and therefore brand origin cues can exert an indirect impact on an evaluation by mediating the evaluation process via brand-attached links (Keller, 1993). The luxury and prestige research indicates that the standards of luxurious brands are evaluated in terms of exclusivity, social signalling and symbolic differentiation. The perception of brand luxury work can have a foundation on assessing brand prestige instead of considering it as a broad category (Vigneron and Johnson, 2017). New luxury cosmetics studies identify that attachment and loyalty are enhanced by perceived authenticity, which means that stories of origin can support prestige (Lee, Park and Chen, 2025). In imported skincare, where brand storeys focus on place-based experience and legacy, this theme completes RQ2 and RQ3 and supports brand prestige as a unique avenue.
[bookmark: _Toc224804800]2.4 Consumer Decision-Making in Skincare
Skincare is a high involvement area where performance is realised in the long term and safety is hard to test before usage. Findings on cosmetics buying behaviour reveal that purchasing decisions is affected by a thought of safety information, loyalty and perceived value, and safety-related cognition can thus be a significant route linking the cue to behaviour (Choi and Lee, 2019). The problem of skin-care risk perception and the difficulty of converting technical risk information into useful user knowledge also serve as the focus of public health-oriented work, which puts more importance on heuristics and extrinsic cues (Diyab et al., 2025). It is revealed that a younger generation, in particular, Millennials and Gen Z, is more concerned with safety, ethicality and sustainability, which makes age and involvement a possibility of influencing interpretations of origin-related claims (Shim et al., 2024). The perceived safety and authenticity are additional evaluative constructs that are encouraged with the help of regulation- and package-based literature and visible indicators of reliability in cosmetics (Vieira et al., 2024; Lee et al., 2019). This theme is informative of RQ2 and RQ4 and contributes to the inclusion of perceived safety and differences between segments.
[bookmark: _Toc224804801]2.5 Models of Purchase Intention
Purchase intention must have a behavioural basis. The Theory of Planned Behaviour views intention in the context of attitudes, subjective norms and perceived behavioural control (Ajzen, 1985; Ajzen, 1991). TPB in skincare models has been used, in which the prices and sensitivity of COO are used as moderators, which also meets the concern of heterogeneity in this study (Hsu, Chang and Yansritakul, 2017). It is also applicable in luxury consumption settings, and the use of intention modelling can be applied to the high-end segment (Jain, Khan and Mishra, 2017). This theme tells RQ3, and it is used to justify a regression-based design where quality, safety and prestige will be modelled as factors of purchasing decisions.
[bookmark: _Toc224804802]2.6 Identified Literature Gap
Despite the well-known effects of COO, recent evaluations report that narrower theorisation is still required on whether, whom and under what circumstances origin is important (Samiee et al., 2024). The evidence provided by meta-analytics also demonstrates a high degree of variability in the COO-image effects, which means that moderator testing is necessary, as well as the existence of context-dependent boundary parameters (Oduro, Nisco and Petruzzellis, 2023). Recent review literature also emphasises the need for more category- and market-specific quantitative analysis of origin strategies in premium and luxury settings (Ghosh et al., 2025). The gap that is specific to this paper is that there is no market-specific quantitative evidence available on premium imported skincare that struts cue salience, perceived quality, perceived safety, brand prestige and purchase intention all in a single model, and that compares differences in age and income, skincare involvement and brand familiarity. This paper closes this gap by linking its theory, variables and survey design to research questions.
[bookmark: _Toc224804803]2.7 Conceptual Framework
[image: ]
Figure 1: Proposed Conceptual Framework
The country-of-origin theory, signalling theory and behavioural intention theory are listed as the roots of the proposed conceptual framework. It places origin-related cues as symbols of the outside information that contribute to the perception of quality, perceived safety, and brand prestige that subsequently affect purchase intention (Bilkey and Nes, 1982; Connelly et al., 2011; Ajzen, 1991, Verlegh and Steenkamp, 1999).

[bookmark: _Toc224804804]3. Methodology 
[bookmark: _Toc224804805]3.1 Philosophical Positioning
The work follows a positivist approach, presuming that perceptions of origin cues and related assessments of quality, safety, and prestige are measurable constructs that can be analysed and tested using statistics (Bryman and Bell, 2015). Similar to existing business study principles that recommend the appropriate fit of theory to hypothesis testing as part of a quantitative research framework (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc224804806]3.2 Approach to Inquiry
This research will follow a quantitative explanatory-descriptive method guided by country-of-origin theory, signalling theory and behavioural intention theory. This descriptive aspect determines the origin cues that UK consumers consider when judging fine imported skincare, and their significance in the making of a buying judgement. The explanatory element compares the associations among the source-related cues, perceived quality, perceived safety, brand prestige, and purchase intention, and analyses the differences among consumer groups. This method is suitable as it describes the observable response patterns, as well as quantifies the relationships between the clearly defined variables by means of structure calculation and statistical testing (Saunders, Lewis and Thornhill, 2019; Bryman and Bell, 2015). In particular, the COO theory justifies the quantification of genesis-related indication as extrinsic means of evaluation (Bilkey and Nes, 1982; Verlegh and Steenkamp, 1999), the role of origin-related cues as signs of quality and safety that are otherwise undetectable (Connelly et al., 2011), and the purchase intention usage as the dependent variable of interest (Ajzen, 1991).
[bookmark: _Toc224804807]3.3 Research Design and Time Frame
The research will be in the form of a mono-method online survey and a cross-sectional period. Internet surveys offer effective reach to consumer samples and offer uniform delivery of research instruments (Evans and Mathur, 2005). Cross-sectional frameworks are best applicable to studying relationships between constructs at one point in time (Saunders, Lewis and Thornhill, 2019; Bryman and Bell, 2015).
[bookmark: _Toc224804808]3.4 Target Population and Sampling Strategy
· Study population: UK-based consumers of quality skincare products.
· Sampling approach: convenience sampling online through a distribution. This suits a situation when a complete sampling frame is not available but creates representativeness constraints that should be considered (Etikan, Musa and Alkassim, 2016).
· Planned sample size: 150 to 250 respondents. Multiple regression analysis needs sufficient responses in relation to the predictors to ensure reliable estimation; there is settled advice that supporting regression sample size planning employs rule-based minimums (Green, 1991). The top-end enhances the stability of models and group-based comparisons.
[bookmark: _Toc224804809]3.5 Methods of Data Collection
The research will use a 5-question online questionnaire (five-point Likert scale). It will be measured: (1) presence of origin-related information, consisting of: Made in labels, country symbolism, use of foreign language, country narrative, (2) the perceived significance of that information, (3) the quality perception, (4) the safety perception, where applicable, including regulatory trust; (5) perceptions of brand prestige; (6) purchasing decision. The control variables will be age, income, presence of skincare and brand familiarity. Standardisation helps to enhance comparability and quantitative evaluation ( Bryman and Bell, 2015; Saunders, Lewis and Thornhill, 2019), whereas online survey administration indicates the established advantages and weaknesses of surveying over the internet (Evans and Mathur, 2005).
[bookmark: _Toc224804810]3.6 Analytical Techniques
Statistical software, such as SPSS and Excel, is used to test the data. The correlation testing and multiple regression will also be employed to determine the association between the significance of origin cues and purchasing decision, considering the demographic variables and behavioural variables (Bryman and Bell, 2015; Green, 1991). It will be investigated in terms of group-based approaches as to whether these effects depend on age, income, involvement, and familiarity (Saunders, Lewis and Thornhill, 2019). Multi-item scales are to be evaluated using Cronbach's alpha to determine the level of reliability (Tavakol and Dennick, 2011).
[bookmark: _Toc224804811]3.7 Research Ethics
The research will be under an aware consent and completely anonymised, using ethical principles of online research (BPS, 2021). The management of data shall adhere to the UK GDPR on legally processing and data storage (UK Government, 2018), and the project will also adhere to the recognised standards of research integrity on clear reporting and research management (UK Research Integrity Office, 2023).
[bookmark: _Toc224804812]4. Anticipated Findings
Based on the reviewed literature, the research is likely to unveil whether positive country associations are correlated with the heightened perception of quality, safety, and brand esteem in the high-end imported skincare sector. It is also aimed at establishing whether the origin-related cues are related to purchase intention and whether this is different among consumer groups. Specifically, the impact of age, income, skincare involvement, and brand familiarity on the strength or weakness of the effect of origin-related cues will be analysed. The research does not presuppose a predetermined result but an empirical support of the factual level and direction of these relationships in the United Kingdom market situation.
[bookmark: _Toc224804813]5. Study Limitations
The research is based on survey data that is self-reported and thus the research can be influenced by the bias of responses and differences between the intention expressed and the purchasing behaviour itself. Its cross-sectional structure makes it impossible to interpret causally because it characterises the relationships at one moment, but not across time. Convenience sampling could lower the levels of representativeness and limit generalisability to the overall UK high-end skincare sector. Furthermore, the research is limited to the UK luxury skincare industry, therefore the results might not be applicable to mass-market skincare or in other nations. The limitations will be overcome by paying attention to scale design, construction of surveys and open reporting.

[bookmark: _Toc224804814]6. Project Schedule: Gantt Chart
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[bookmark: _Toc224804815]7. Conclusion 
The proposal will be a positivist and quantitative study of whether origin-related cues influence the evaluation and purchase intentions of UK consumers in the high-end imported skincare market. It uses country-of-origin and signalling viewpoints and combines them to have origin information as an extrinsic cue that modulates the perceived quality, safety and brand prestige in a category where there is a degree of uncertainty of purchase pre-purchase. This study will be done using a cross-sectional online survey and will test the relations among the origin cues and the evaluations, as well as the purchase intention, also testing the variation over age, income, involvement in skincare and familiarity with the brand. It provides the UK-specific quantitative data and provides practical insight into the part of premium brands designing strategies to communicate origin strategically with their importers and retailers.
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