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	1
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	2
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	Purpose of Research Activity

This research will aim at determining consumer perceptions towards the product localization policies used by the New Balance. It talks about the impacts of localisation of products to customer preference on customer satisfaction, brand image and the purchase behaviour. Through the assistance of secondary qualitative data, the study has highlighted how the concept of localization in different marketplaces and how it contributed to success in global business.

	4
	Research Question

How do the consumers feel about the product localization methods of New Balance and what is the impact of such methods on the purchasing behaviour?

	5
	Aims of Research Activity
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	6
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	Information for participants:
	
YES
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	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
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	☐
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	Will you tell participants that their participation is voluntary?
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	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☐
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☐
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☐
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
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	☐

	28
	If YES to any question, please provide full details 

	
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state that in this box.
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SECTION F: Anticipated Risks

	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.

	
	Risk to participants:
There are always risks. Do not write N/A unless you have no participants.

(this box should expand as you type)
	How you will mitigate the risk to participants:



(this box should expand as you type)

	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	


(this box should expand as you type)

	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
The secondary data-analysing may have judgement bias and intellectual drainage. There is also some risk of coming up with incorrect or low quality sources.
	How you will mitigate the risk to the investigator:
Take into consideration authoritative and peer analysis resources and follow a successful research plan and also take breaks and think critically in order to minimize bias.

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
The pseudoscience or plagiarism might harm any academic reputation. Ethical/compliance issues can be presented due to abuse of information.
	How you will mitigate the risk to the University:
Right referring and academic honesty policy. The information that is used must be both credible and acquired morally.



	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:
The utilization of electricity and digital resources was influencing the small environmental affected. It is possible that its carbon footprint is increased due to an over-use of the internet.
	How you will mitigate the risk to environment:
Reduce the gadget wastage and become productive. The transition into the digital world will eliminate physical wastes.






SECTION G: Feedback, Consent and Confidentiality

If you have identified in section D that there are no participants, then enter skip this section and continue to section H.

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	You don’t need to email your participants with your final report. A good alternative is to set up an email address that they will be able to contact for further details or results.

(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	If you are using a paper questionnaire then you should have the participants sign an appropriate consent form. These forms will count as personal data and should be noted as such in section J.
If you are using an online questionnaire, then you should have a screen before the questions start that acts as a consent form, informing participants that by clicking on the NEXT button they are providing consent.

(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	Do not collect names unless you really need them. Do not name participants or organisations in any research publications (including the thesis) without their explicit permission.

(this box should expand as you type)



SECTION H: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☒

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.

(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
☒

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.



(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☒
	☐

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☒
	☐

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	If possible, save your data on computers that are secure and regularly backed up. Many cloud services only provide GDPR-compliant storage for business customers. An example of suitable text is given below.

All data will be kept in password protected cloud storage on the University Office 365 system which
will not be shared. Audio/visual data will be transcribed and would be shown to participants to
check accuracy of reporting. Any USB sticks used to store or transfer data will be password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. 


(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☒
	☐

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.

All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.

(this box should expand as you type)

	20
	List all who will have access to the data generated by the research activity:

	
	Normally the principal researcher, possibly also the supervisor and, if the project has an industrial partner, a representative of that partner. Possibly also external examiner or second marker?

(this box should expand as you type)

	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	Usually the principal researcher.

(this box should expand as you type)

	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected, and will be reformatted at the end of the project in order to destroy the data. The data will be stored until the completion of the project and then deleted. 

(this box should expand as you type)

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	☒

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	☒




SECTION I: Use of AI tools
	Use of generative AI and other AI-based tools
There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.

Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	☒
	☐

	2
	Generate and/or edit text?
	☐
	☒
	☐

	3
	Generate graphics?
	☐
	☒
	☐

	4
	Generate video?
	☐
	☒
	☐

	5
	Generate sound/music?
	☐
	☒
	☐

	6
	Generate code?
	☐
	☒
	☐

	7
	Generate synthetic data?
	☐
	☒
	☐

	8
	Analyse data?
	☐
	☒
	☐

	9
	Analyse personal or sensitive data?
	☐
	☒
	☐

	10
	Classify data?
	☐
	☒
	☐

	11
	Do you intend to use the free version of any AI tools?
	☐
	☒
	☐

	If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  

	12
	State which AI tool or tools you will be using, and where they are based (or store their data – you may need to check their webpages or user agreement for this). If you are planning to use Copilot then say if you’re using the UWTSD version of it or the public version. You should also show how you are complying with current UWTSD guidance/policy of the use of AI.

(this box should expand as you type)




SECTION J: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Vraj Khadela
	Date: 
17 – 03- 2026

	2
	Supervisor:
	Alireza Nazarian
	Date:19/03/2025

	3
	Signature:
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[bookmark: _Toc224652996]1. Introduction 

Globalisation has also influenced companies to be bold in their foreign reach, and they must localize their products to suit the local market. Product localization may be explained as the way that products may be adjusted to the cultural, social and functional requirements of consumers in different regions (Camilleri et al., 2023). The applicability of this strategy has been on the increase among the global brands that are eager to remain competitive in the different markets. The localization strategy is a reputation that has been adopted by New Balance by providing region-specific designs, sizes and marketing strategies to the region. The perception of these strategies should be known by the consumer, which directly affects brand image, satisfaction and buying behaviour. Though the interaction with the customers can be optimized using the tools of localization, the brand identity can be affected by not adapting to it with a single-minded approach (Chan, 2025). This paper will therefore explore the consumer perception when it comes to localized products and whether the consumer perception will influence their buying behaviors.

[bookmark: _Toc224652997]1.1 Aim

The aim of the research is to analyze the perception of consumers on the localization strategy that the product used by New Balance possesses.

[bookmark: _Toc224652998]1.2 Research Question

How do consumers perceive the product localization strategies of New Balance, and what influence their purchasing behaviour?

[bookmark: _Toc224652999]1.3 Objectives

1. To examine the localization strategy used by New Balance.

2. To determine consumer impression when using localized products.

3. To examine the impact of satisfaction and brand image.

4. To know whether one was influenced by it and wants to make a purchase or not.

[bookmark: _Toc224653000]2. Literature Review 

[bookmark: _Toc224653001]2.1 Concept of Product Localization

[image: Expand your business to grow in global eCommerce]

Figure 1: Product localization

Source: (Kim, Lee and Youn, 2024)

Localization of products is a major strategy in international business, which all individuals know. It means adjustment of products to cultural, economic, and social peculiarities of a particular market (Firtikiadis et al., 2024). Researchers asserted that localization entails altering the growth of the design, packaging, branding and functionality such that it can ascend to meet the needs of the local consumers. This strategy will enable the companies to establish stronger relationships with the customers since they offer products that are relevant and familiar. Localization is not an option but a strategy requirement in the constantly competitive global markets. It can help companies to respond to various needs of consumers and stay in the competition (Kim, Lee and Youn, 2024). Besides, the concept of localization can be tied to the conceptual notion of so-called glocalization, the integration of the local aspects into the global brands, but without drastically changing them. This type of balance is vital towards consistency in the world and relevancy within the local level.

[bookmark: _Toc224653002]2.2 Culture and Consumer Behaviour

Consumer behaviour is highly influenced by culture, in regard to values, beliefs, and social norms. The researchers assert that buying is influenced by traditions, lifestyle and environmental conditions. Human beings will avoid abandoning the commodities that depict their identity and their culture, as it gives a sense of familiarity and assurance (Lambarraa-Lehnhardt, Ihle and Elyoubi, 2021). The localization can help the brands to meet the expectations through the inclusion of geographical specifications on the products. By the way, it is possible to affect the material choices by how the climate varies, but the product design may be governed by the fashion trends. The social factors that influence the consumers’ preferences include peer group as well as the exposure of the media. Such cultural variations are essential to be appreciated by companies, which are interested in decent relations with their customers in other markets.

[bookmark: _Toc224653003]2.3 Impact on Customer Satisfaction and Brand Image

There is a clear word in the prevailing literature that the brand image would rise significantly because of other forces, such as relevance and attractiveness of the products to the local consumers. The customers will consider that they are of high quality and utility as long as they feel that the products meet specific needs and tastes. The picture induces an increase in the level of satisfaction and generates a perception of long-term loyalty (Lily C Dong, 2020). The interpersonal emotional attachment between the brand and customers can be created as well through the conspicuous localized approach. However, scholars caution that localization has the potential to create discrepancies in brand names across markets. Otherwise, it will displease the consumers and negate the universal familiarity of the brand. Therefore, the standardization and adaptation of development must create a balance in order to remain sustainable.

[bookmark: _Toc224653004]2.4 The Localizing Strategy of the Sportswear Market

[image: ]

Figure 2:  Successful localization strategy

Source: (Martinčić, Vuković and Hunjet, 2022)

Localization has been a critical concern in the sportswear sector, which has made it possible to address most consumer demands. In most cases, businesses redefine the properties of their products, such as size, material and design, in a bid to satisfy the customer preferences of that region and the environmental conditions (Martinčić, Vuković and Hunjet, 2022). One example is that shoe companies will be able to consider the weather, landscape and fashion styles and tailor them to produce a product. New Balance has been labelled as the company offering certain products according to the region and specific to a market. The approach facilitates ease, comfort, and a more pleasant to the customer. The sportswear companies would also need to align the products with the local expectations to maximize the penetration into the markets and extend the competitive advantage.

[bookmark: _Toc224653005]2.5 Research Gap

This has much research on product localization, but there is minimal focus on consumer perceptions regarding this strategy in real-life situations. The majority of studies are primarily carried out on operational and strategic factors and not customer responses. As a consequence of this, there is a disparity in knowledge on the effects of localization of consumer attitudes and behaviour (Merlino et al., 2022). This gap is bridged by the study, as the secondary data was analyzed using qualitative data to investigate consumer opinion. It will aim at providing viable information on the effectiveness of localization strategy and its impact on customer perception and shopping behavior.

[bookmark: _Toc224653006]3. Methodology 

This research adopts a qualitative approach using secondary data to explore consumer perception of product localization strategies. The methodology is designed to provide a systematic and structured analysis of existing information without involving primary data collection. This approach is suitable for identifying trends and patterns in consumer behaviour while ensuring efficiency, flexibility, and cost-effectiveness (Muça, Pomianek and Peneva, 2021). By relying on already published data, the study is able to examine a wide range of perspectives across different markets and contexts. The qualitative nature of the research also allows for deeper interpretation of consumer opinions, experiences, and attitudes.

[bookmark: _Toc224653007]3.1 Research Design

It is a qualitative study, which relies on the secondary data in essence, to know what consumers perceive of the localization strategies in products. The research methodology will reflect in this way that it would provide a systematic and organized approach to the existing information without examining any primary data. This is the most suitable one in terms of factoring in trends and patterns of the consumer behaviour, and also efficient, flexible and cost-effective (Zou et al., 2025). The study will be able to examine a wide range of perceptions within different markets and situations with the help of the already published data. It also helps that through qualitative research, Aramex can get deeper into the interpretation of the consumer opinions, experience and attitude.

[bookmark: _Toc224653008]3.1 Research Design

The study has a descriptive and exploratory research design. The descriptive aspect is devoted to an overview of the existing information about the localization strategy, in particular, how businesses customize products to various markets. The exploratory component will help in creating patterns and consumer perception relationships (Camilleri et al., 2023). This combination contributes to the encompassing understanding of how the localization influences behaviour. It also helps the researcher have a bigger picture where results are subject to the interpretation of strategic business practices.

[bookmark: _Toc224653009]3.2 Data Sources

The data will be collected with the help of a great number of credible materials, which are free of charge. They are scholarly articles, reportage, publications and studies of the company and the market. In addition, online assessment will also be done with social media discussion websites, websites of consumer reviews, as well as blogs (Firtikiadis et al., 2024). All these sources would come in handy in knowing customer opinion, expectations, and actual experience. Information that is relevant to New Balance will be considered significant so that some degree of topicality to the subject of study is realized.

[bookmark: _Toc224653010]3.3 Data Collection Process

Collection of data will be done based on identifying and choosing the right materials based on reliability, accuracy and usefulness to the objectives of the research. The collection of scholarly articles will be done in the format of academic databases such as Google Scholar and the open-access journals. Industry reports, company reports will be used to discuss the strategies of localization (Lambarraa-Lehnhardt et al., 2021). The internet commentaries would be selected selectively in terms of validity and timeliness such that the data articles of interest would reflect an image of the overall consumer behavior and market dynamics.

[bookmark: _Toc224653011]3.4 Data Analysis Method

The obtained information will be explained through the approach of the thematic analysis. It is a method of establishing the common pattern and themes in the perception of consumers. The data will be classified into the following categories customer satisfaction, cultural relevance, product usability, and brand image (Martinčić, Vuković and Hunjet, 2022). Such factors will be studied by their influences on the purchase choices and attitude to the localized products in general.

[bookmark: _Toc224653012]3.5 Ethical Considerations

Taking the fact that the study will be entirely grounded on secondary research, a direct contact with the participants will not occur. No personal or sensitive information is going to be obtained (Muça, Pomianek and Peneva, 2021). The resources should be mentioned properly to ensure that the source is academically upright and avoid plagiarism. The study addresses transparency and unethical use of data in the research.

[bookmark: _Toc224653013]4. Expected Findings 

[bookmark: _Toc224653014]4.1 Localization Consumer Perception It is positive

The researchers will describe the study as one which will have positive perception towards localized products by the consumers. The products that resemble an image of the local taste, cultural values, and everyday requirements are anticipated to be deemed as more topical and appealing (Zou et al., 2025). This sense of familiarity can lead to an increased level of commitment, as well as an emotional connection to the brand. As a result, the customers will be able to be satisfied with what they purchased and become more loyal. Market experience with localised products will also result in repeat purchasing and repeat business with the brand.

[bookmark: _Toc224653015]4.2 Influence on Brand Image

As a result of localization, it is established that the brand image will be strengthened by demonstrating how a company works hard to understand and respond to the needs of customers in different areas of operation. Flexibility, responsiveness and innovation among consumers can be interpreted as the localized strategies. It is capable not only of promoting the image of the brand but also of creating a superior value (Merlino et al., 2022). In the case of New Balance, good localization together can contribute to increasing the degree of brand recognition and competitive advantage over other sellers in the international market, particularly in those markets where culture is widely impactful on the purchasing behaviour.

[bookmark: _Toc224653016]4.3 Influence on the Purchase Behavior

This will be counterproductive in that localization does play an important role in purchasing decisions. The consumers will be likely to prefer those products that they will consider closer to their personal tastes in terms of fashion, comfort and integrating with the cultures (Lily C Dong, 2020). It is possible to make products more realistic and attractive in the local features so that they are more likely to be purchased. It means that the localization can also be among the key sales and retention forces in the different markets.

[bookmark: _Toc224653017]4.4 Challenges of Localization

Some challenges are also possible in spite of the benefits of localization. It is possible that certain consumers will be ready to embrace standardized products that depict a homogenous image everywhere in the world (Kim, Lee and Youn, 2024). Excessive adaptation can lead to confusion as well as compromise on the general brand positioning. Therefore, the global branding strategy and localization are two components that companies should strike a delicate balance between.

[bookmark: _Toc224653018]5. Limitations 

Poor Control of Data: When the use of secondary data is involved, the researcher lacks control at all extraordinary levels regarding the quality of the data, how it was initially collected and presented. This will affect the consistency, credibility, and overall accuracy of the information used in the study (Chan, 2025).

Lack of primary source: Since the research will not presuppose any direct contact with the consumers, the study will be a masterfully weak attempt to induce deeper perception, such as personal emotions, motive and personal experience, which can be detected by primary research procedures such as interviews (Firtikiadis et al., 2024).

Data Availability Issues: Under the localization strategies, topical and more recent data will not be available in all of the regions or markets. This can curtail the size of analysis and the exhaustiveness of the findings (Lily C Dong, 2020).

Probability of bias existing in the sources: The online ratings, as well as information publicly available, might contain biased stances due to the fact that individuals who had an incredibly positive or negative experience tend to post a review. This was not able to represent the consumer attitude (Zou et al., 2025).

Generalisation Constraints: The findings of the study will not apply to every industry and consumer since their preferences and behaviours are very different concerning the cultural and economic rates (Merlino et al., 2022).

[bookmark: _Toc224653019]6. Timeframe 

Gantt Chart
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[bookmark: _Toc224653020]7. Conclusion 

The proposed study will focus on gaining an understanding of consumer perceptions towards localization of products by New Balance. The paper reflects on the effect on localization of customer satisfaction, brand image and decision making in buying a product through the opinion of secondary qualitative data. The outcomes will reveal that the introduction of the effectual localization will provoke the desire to consume and competition strength among the international markets. Despite the few flaws, the study may have significant value to the process of explaining the role of localization in modern business strategy. It can also be used in future studies where the primary information of the research can be conducted with the help of the secondary information to derive a better understanding of consumer behaviour and to make more valuable decisions in the international marketing context.
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