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Synopsis
This article reports an empirical study on the trend movement of consumer confidence index (CCI) in Hong Kong, USA, Japan, Malaysia and India with a hope to explore investment opportunities for the company to expand its global business. Utilizing secondary research from peer-reviewed articles and credible media sources, the study finds that CCI for the five nations fluctuate based on the prevailing outlook of the economy. Hence, the company needs to critically analyze it before making investment decision. The comparative analysis of CCI data suggest that USA is the most appropriate country to invest in.
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[bookmark: __RefHeading___Toc4210_2927161102][bookmark: _Toc160527038]1. Introduction
This article reports an empirical study on the trend movement of consumer confidence Index in Hong Kong, the USA, Japan, Malaysia, and India with a hope to explore investment opportunities for the company to expand its global business.  
Our company faces a myriad of challenges recently. Although the company has operated in Hong Kong for over a decade and has recorded profit in the past, since 2019, the revenues have dropped. The factors that have negatively impacted the company include prolonged protests against extradition laws that occurred in 2019 and 2020. The protests affected Hong Kong’s transport system, disrupting the supply chain. In addition, as people protested, businesses were disrupted, with most posting losses or reduced income, while some had to lay off their employees. Other issues include inflation and high cost of living, indicating that consumers are purchasing less. Generally, the protests and economic factors such as inflation and the high cost of living reduced the purchasing power of individuals, and by selling less, the net revenue decreased. Therefore, to ensure that the company remains profitable, it is important to consider expanding its geographic reach by expanding globally. Thus, by undertaking this research, it will be easier to understand the investment opportunity presented in the global arena through the analysis of the consumer confidence index. The goal of the study is to determine the trends of CCI in the USA, Japan, Malaysia, and India in a period starting from 2000 to 2022 and select the country with the most favorable environment for investment.
The study was based on secondary research where information on CCI of different nations was obtained from peer-reviewed journals, credible economic websites, magazines, and newspapers. The study mainly relied on search engine searches, where Google searches were undertaken to find credible economy websites and magazines, while Google Scholar was used to find peer-reviewed articles. Databases such as ProQuest were also used to get peer-reviewed articles. During the search, keywords and phrases such as Consumer Confidence Index, consumer sentiments, consumer purchasing power, consumer behavior, and disposable income were used.
The study has several sections, including research background, analysis and discussion, and conclusion and recommendations. The research background discusses the definition of CCI and the rationale for its economic indicator choice. It highlights the current CCI in Hong Kong, the USA, Japan, Malaysia, and India. Finally, it provides a database of CCI for specified nations in an extended period from 2000 to 2020. The analysis delves into a statistical analysis of the data and how they can apply to the company when expanding globally. The conclusion and recommendation explain why the USA is the most appropriate country to invest in.
[bookmark: __RefHeading___Toc4212_2927161102][bookmark: _Toc160527039]2. Background
[bookmark: __RefHeading___Toc4214_2927161102][bookmark: _Toc160527040]2.1 Definition and sources
Consumer Confidence Index measures consumer confidence based on the degree of optimism of economy (Karagöz and Aktaş, 2015). It serves as a predictor for future trends in the spending and saving behavior of households, drawing on consumers’ perspectives about their anticipated financial status, views on the overall economy, employment prospects and their ability to save (OECD, 2024). A CCI above 100 indicates optimism; hence, consumers are likely to spend. A CC1 below 100 means pessimism; consumers are more likely to save than spend (OECD, 2024). To determine the CCI index values, the total value for each quarter of a year, or monthly was determined and subsequently divided by the number of quarters or months to get mean annual values. Hence, the value for each year was presented as a means of all values within that year.
For a company that intends to attain global expansion, understanding the CCI of the target market is important when making investment decisions. It enables businesses to determine the market demand where a high CCI indicates that consumers are optimistic and tend to spend more, meaning that demand for goods and services is generally high. Thus, business firms can exploit high CCI to develop pricing strategies that reflect high consumer demand. In addition, they will be in a position of adjusting the attributes of their products and services to meet the expectations and needs of consumers (Kucuk, 2005). CCI is instrumental in providing important information on consumer behavior by highlighting spending patterns and consumer risk tolerance in a particular market. CCI is applicable in determining the economic outlook of a country, where high CCI points to a stable economy while low CCI indicates a struggling economy (Islam and Mumtaz, 2016). Therefore, business firms can utilize the information to determine the risks and opportunities presented by potential investment destinations and make informed decisions on where to invest.
The rationale for selecting two developed nations (USA and Japan) is that they have mature economies, an established market structure, and stable consumer behavior, making it easier for firms to decide whether to invest in them. On the other hand, emerging economies such as India and Malaysia have a high growth potential, and hence, studying their CCI enables businesses to have insights into the dynamic consumer behaviors, political factors, and economic fluctuation and how they could impact the investment, particularly in future, and hence a business will be in a position of developing effective risk management strategies.
Sources were collected from peer-reviewed articles, economic websites and economic magazines.
[bookmark: __RefHeading___Toc4216_2927161102][bookmark: _Toc160527041]2.2 Current performance of CCI In selected countries
As of the end of February 2024, US CCI was 106.7, down from the January CCI of 110.9. The February decline of CCI occurred after consecutive gains in the preceding three months and can be attributed to the country's persistent economic uncertainty (The Conference Board 2024). However, the figure is above the CCI benchmark of 100, highlighting that consumer optimism is still high.
Japan had a CCI of 39.1 in February 2024, an increase from the CCI of 38 recorded in January 2024. Although there is a slight increase in consumer optimism, the value well below the benchmark CCI of 100 indicates a very low consumer index.
In the fourth quarter (Q4) of 2023, Malaysia's CCI was 89.4, an increase from 78.9 recorded in the third quarter (Q3) of 2023 (Trading Economics 2024c). The increase in the consumer confidence index can be attributed to the government’s commitment in fostering economic and social growth through collaborations with neighboring countries by signing agreements between Malaysian and Chinese companies. Although the country has seen improvement in its CCI, it is generally below the 100 benchmark, indicating that consumer confidence is moderately low. 
As of November 2023, India's CCI was 92.2 (Trading Economics, 2024b). The latest rise in CCI can be attributed to economic growth, increased household income, and improved perception of employment. Although consumer optimism has grown, it is still below the CC1 benchmark of 100, highlighting that there are still some elements of pessimism in the economy.
In the fourth quarter of 2021, Hong Kong's CCI was 70.60, an increase from 61.90 recorded in the third quarter of 2021 (Trading Economics, 2024d). The increase in CCI during that period can be attributed to the rise in stock investment and property purchases.
[bookmark: __RefHeading___Toc4218_2927161102][bookmark: _Toc160527042]2.3 Dataset
[bookmark: _Hlk156035012]Table 1: Consumer confidence index in the selected countries: 2000 to 2022 
	Year
	Hong Kong
	USA
	Japan
	 Malaysia
	 India

	2000
	95
	139.9
	100
	98
	-

	2001
	69
	109.4
	97
	88
	59.6

	2002
	68
	97.5
	93
	84
	55.6

	2003
	82
	78.8
	94
	92
	59

	2004
	104
	99.5
	99
	98
	61

	2005
	112
	100.2
	102
	114
	130

	2006
	108
	105.4
	104
	104
	135

	2007
	112
	105
	103
	118
	97

	2008
	76
	57
	95
	77
	93

	2009
	86
	46
	87
	99
	90

	2010
	88
	53
	98
	102
	92

	2011
	81
	53
	99
	104
	109

	2012
	79
	67
	99.5
	107
	115

	2013
	82
	73
	100
	102
	103

	2014
	83
	87
	99
	91
	97

	2015
	83.5
	98
	100
	85
	101

	2016
	82
	100
	100
	85
	102.5

	2017
	87
	121
	101
	96
	102

	2018
	84.6
	130
	101
	119
	97

	2019
	70
	128
	99
	109
	92

	2020
	60
	101
	97
	79
	63

	2021
	65
	112
	99
	91
	55.65

	2022
	-
	105
	97
	100
	79

	Sources:
https://www.investing.com/economic-calendar/cb-consumer-confidence-48
https://marketingmagazine.com.my/consumer-confidence-slips-in-q4-but-msians-still-optimistic/
https://tradingeconomics.com/malaysia/consumer-confidence
https://www.oecd.org/sdd/consumerconfidenceshowsaslowingdowninpaceofrecoveryforthefirsthalfof2010.htm
https://data.oecd.org/leadind/consumer-confidence-index-cci.htm
https://tradingeconomics.com/hong-kong/consumer-confidence
https://tradingeconomics.com/india/consumer-confidence
http://www.chinadaily.com.cn/hkedition/2009-11/04/content_8908619.htm
https://www.cuhk.edu.hk/ssc/qol/eventdoc/1225960784e/PR_consumer_confidence_e.pdf
https://www.boj.or.jp/en/mopo/gp_2002/data/gp0212.pdf
https://timesofindia.indiatimes.com/the-consumer-is-cautiously-optimistic/articleshow/691630.cms?from=mdr







Based on the data from 2000 to 2022, there are three notable periods that have recorded the lowest consumer confidence index, and these are 2002 to 2004 during the dot.com bubble burst, 2009 and 2010 during the greater recession and years 2019, 2020 and 2021 during the COVID-19 pandemic. These eras were characterized by economic downturns, loss of jobs, and decreased business and investment activities that resulted in consumers losing confidence to spend.
[bookmark: __RefHeading___Toc4220_2927161102][bookmark: _Toc160527043]3.0 Analysis and discussion
The analysis is based on the findings of the consumer confidence index from five countries, including Hong Kong, the USA, Malaysia, Japan, and India. The surveys for different countries were conducted on other timelines, but most were quarterly. Thus, the annual figure was based on the average for each quarter or month. The consumer confidence index was based on statistics obtained from 2000 to 2022, although some statistics for Hong Kong (2022) and India (2000) were unavailable.
[bookmark: __RefHeading___Toc4222_2927161102][bookmark: _Toc160527044]3.1 Pattern of the global trend movement of CC1
Figure 1


Figure 1 shows that all countries exhibited different fluctuation levels. However, there are some years where there was a common fluctuation of CCI in all countries caused by an array of global factors that impacted the economy and general consumer confidence index.
In the early 2000s, based on the graph, it is evident that there was a general global decline in the consumer confidence index. During the period, a dot.com bubble burst triggered a global economic slowdown. The dot.com bubble was a period in the late 1990s and early 2000s when there were rapid valuations of internet-based companies and the widespread belief that the internet could revolutionize business models and support wealth creation. However, many dot.com companies could not justify the inflated variation and did not have a sustainable business model, triggering an economic crisis. The economic crisis led to companies collapse, leading to job loss and economic uncertainty (Kinal and Kinal, 2022). Loss of jobs and economic uncertainty resulted in a low consumer confidence index. In the year 2008, the global economy was affected by global financial crises caused by a fall in US housing prices and a significant number of borrowers failing to pay their debts. The end result was the collapse of organisations, negatively affecting the US economy and, ultimately, the global economy (Edey, 2009). The resulting economic crises led to job losses and a drop in the consumer confidence index. The years 2019, 2020, and 2021 marked another period of global economic stress caused by COVID-19. During this time, the need to keep social distance led to the lockdown of economies, reducing the movement of people and disrupting supply chains. As a result, many businesses went under, particularly in the transport and hospitality sectors, which employ millions of people. The reduced economic activities and high levels of unemployment decreased consumer confidence, highlighting that they were unable or willing to spend more, particularly on non-essential items (Elmassah and Hassanein 2020). 
Locally, the US has experienced significant fluctuations in its consumer confidence index between 2000 and 2022. In the 2000s, other than the dot.com bubble burst, consumer uncertainty occurred as a result of the 9/11 terrorist attack, where people avoided spending on luxurious activities such as holidays for fear of terrorist attacks. Other factors that led to fluctuation include uncertainty caused by geopolitical issues such as trade wars and fuel price changes that impact consumer spending and budgeting and ultimately reduce CCI (Boylan et al. 2021). However, compared to other countries, the USA has been developing sound economic policies that have enabled it to sustain consumer optimism for a significant period. Therefore, our company may consider the USA an investment destination because of its ability to maintain optimal CCI (above 100) for an extended period and rebound after the economic crisis due to its effective economic growth policies.
Considering Malaysia, the 1997-1998 Asian crisis that started in Thailand led to the devaluation of the Ringgit (The Malaysian currency) and a crash in the stock market. The economic crisis that extended to the early 2000s led to a decline in CCI as more consumers avoided spending much due to decreased purchasing power and job insecurity (Mohamad et al. 2021). In recent years, the high cost of living due to inflation has resulted in declining purchasing power and an overall decline in CCI. However, cases of increased CCI have been fostered by policies that facilitate foreign investment, tax cuts, and low interest rates that encourage more borrowing and robust economic growth. Our company may invest in the country because of sound economic policies such as tax cuts, which increase the consumer confidence index and, eventually, high sales. However, being an emerging economy, it presents risks to the company, especially in political instability that may create economic uncertainty, decreasing consumer confidence.
The late 1990s Asian financial crisis also negatively impacted Japan's economy. Still, the government-initiated stimulus measures that improved the economy, which increased citizens' disposable income, fostering increased spending due to increased CCI. The government's structural reforms and policies, such as labor market reforms, improvements in corporate governance, and deregulation, influenced the perception of economic stability and prospects, thus enhancing consumer confidence (Jones and Seitani, 2019). Therefore, if the company opts to invest in Japan, it will likely benefit from constant demand for goods, as the consumer confidence index seems stable with minimal fluctuations even when there is a global economic crisis. However, the main issue is that CCI has remained below 100, indicating that consumers are pessimistic, and this may affect sales if the company decides to invest in the country.
The 2003 SARS pandemic significantly impacted Hong Kong's economy as it led to reduced tourism and travel while disrupting businesses, leading to declined consumer confidence (Liu et al. 2023). The political unrest and protests, such as those witnessed in 2019, affected businesses and citizens who lost confidence in the economy, leading to low CCI.
In the early 2000s, India's economy was liberalized, creating opportunities for investment and employment and raising citizens' income, which fostered consumer confidence (Haider et al. 2019). The 2019 demonetization led to short-term economic disruption, creating anxiety that dampened consumer confidence. India has experienced steady growth in its economy and CCI in recent years. If it maintains the momentum, then the company will have an opportunity to exploit consumers' increased spending, thus increasing sales and revenue. However, the company has faced numerous fluctuations in the consumer index over the years, indicating that it is a volatile economy, and if the company invests in the country, then it may face fluctuations in CCI, which may be detrimental to its prospects for success in the future.
[bookmark: _Hlk156036279]

[bookmark: _Hlk156035597]Table 2: Major summary statistics of CCI in selected countries: 2000 to 2022
	Summary statistics
	Hong Kong
	 USA
	 JAPAN
	MALAYSIA
	 INDIA

	Mean
	84.4
	94.4
	98.4
	97.5
	90.4

	Standard deviation
	15
	27
	4.9
	12.1
	14.5

	Maximum
	112
	139.9
	104
	119
	135

	Minimum
	60
	46
	87
	77
	55.6

	Sources: Calculated from the dataset listed in Table 1


[bookmark: _Hlk1560362791]
A high standard deviation in CCI indicates that there is a significant variability of the data over time. In regards to CCI, high standard deviation is caused by economic uncertainty, market instability and political issues. Considering the selected countries, USA has the highest standard deviation. It has been subjected to economic shocks such as recessions that have significantly impacted consumer confidence, hence the high variation. When investing in USA, company may be subjected to fluctuation in CCI when major economic disruptions occur and this may lower revenues.
A low standard deviation in CCI indicates that there is minimal variability of data over time and this may be caused by certainty in the economy, significant market stability, and high consumer tolerance during economic upheavals. Japan has the lowest standard deviation due to high consumer tolerance to economic uncertainty and increased ability of the government to swiftly initiate mitigation measures to address economic shocks. By investing in Japan, Companies may benefit from the constant flow of purchases from the citizens. However, the main risk is that when the CCI remains unchanged for a long time, the demand for goods may stagnate, indicating that the prospect of selling more will be challenging, especially if no effective measures are taken to spur consumer spending.
Figure 2: Time plot of the annual rate of change in CCI in the selected countries (%): 2000 to 2022


The percentage of the yearly shift in CCI offers insight into the degree and direction of change in consumer sentiments and confidence over time, highlighting changes in spending behaviors, overall economic outlook, and consumers' sentiments concerning the economy. Generally, the percentage can be positive or negative. 
A positive percentage shows that consumer confidence increased compared to the preceding year. A high positive percentage highlights a significant rise in consumer confidence. Considering the graph, the years 2002, 2003, 2004, 2010-2012, and 2020-2021 show a significant percentage change in the CCI of the five nations. This can be attributed to government measures to address the effects of the early 2000s recession caused by the dot.com bubble burst, the 2008 financial crisis, and the 2019 COVID-19 pandemic. The measures included providing stimulus packages to stimulate economic growth, which in turn led to the creation of more employment opportunities, thus raising consumer confidence. In the case of India, the exceptionally high positive percentage of CCI is not only based on the economic boom after the recession but also on liberal reforms that opened up the economy to foreign private investment and high employment that resulted in increased consumer confidence and sentiment. Therefore, when company A invests in India, it may benefit from the economic boom and resulting consumer confidence by increasing its sales among consumers who are more willing to spend.
A negative percentage of annual change of CCI highlights a decline in consumer confidence relative to the previous year's value. A high negative percentage shows a significant decrease in consumer confidence. In most cases, a high negative percentage occurs when the economic shock is sudden, bypassing economic indicators, thus triggering panic among consumers who reduce spending. In the early 2000s, no one had anticipated that the internet companies that had gained value and enhanced consumer confidence would collapse. Hence, the burst of the dot.com bubble created uncertainty among consumers, reducing confidence. Other economic shockers that led to a high negative percentage include the 2008 financial crisis that negatively affected the global economy and the era of the COVID-19 pandemic that affected almost all sectors of the economy in all countries due to the lockdown. When company invests in the US that has a sizeable negative percentage, the company may face the risk of fluctuating CCI, but understanding the figure is essential in developing effective risk management strategies that can effectively deal with economic shocks in the future, thus enabling the company to survive in the new market.
[bookmark: _Hlk156036437]Table 3 Major summary statistics of annual rate of change in CCI in selected countries: 2000 to 2022 (%)
	Summar statistics
	Hong Kong
	USA
	JAPAN
	Malaysia
	India

	Mean
	-3.26
	2.68
	0.18
	1.27
	4.1

	Standard deviation
	15.22
	14.33
	6.07
	18.27
	41.73

	Maximum
	20.59
	34.14
	12.64
	28.57
	113.11

	Minimum
	-32.14
	-45.71
	-8.42
	-34.75
	-31.52

	Sources: Calculated from the dataset listed in Table 1


[bookmark: _Hlk1560364371]
Considering the percentage annual difference in CCI, India has the highest standard deviation, indicating that the economy is volatile and characterized by uncertainty. Therefore, by investing in India, company A may be subjected to fluctuating CCI and general demand for its goods and services, which may lead to reduced revenues, particularly when the economy is performing poorly. On the other hand, Japan has the lowest standard deviation, indicating that consumer confidence is stable, and hence, when company invests in the country, it may not be subjected to negative fluctuations that could have detrimental impacts on its revenue. However, USA and Malaysia have moderate standard deviation, indicating that investing in those countries may not expose company to significant variation of CCI and having a good risk management strategy is instrumental in making the investment more feasible.
[bookmark: __RefHeading___Toc4224_2927161102][bookmark: _Toc160527045]3.2 Pattern of the local trend movement


Between 2019 and 2021, the Indian economy declined before it started to improve, highlighting a similar trend in CCI, where there was a steady decline between 2019 and 2021 before it began to pick up again. In 2019, the GDP growth rate declined while the unemployment rates increased. In addition, the introduction of goods and services tax and demonetization policies created confusion for businesses and households while the compliance cost was high, indicating that businesses passed the cost to consumers (Ahmad, 2021). As a result, it lowers the level of consumer confidence and sentiments. In 2022, COVID-19 had a detrimental impact on the Indian economy as it disrupted supply chains; there were job losses while businesses lost their avenues, culminating in a low consumer confidence index. However, in 2021, the economy started easing as more people got vaccinated and returned to businesses and work (Goyal,2020). Company may opt to invest in India because the latest statistics indicate that CCI is on the rise, creating a potential future investment destination that the company may exploit to increase sales. However, the risk is that consumer confidence may fluctuate downwards as a result of economic or political upheaval, reducing the demand for the goods and, ultimately, the revenues.
In 2019, the US economy was experiencing steady growth and low unemployment rates, contributing to positive consumer sentiment. However, the onset of the COVID-19 pandemic in 2020 led to widespread job losses and economic uncertainty, causing a sharp decline in consumer confidence. Towards the end of 2020 and 2021, the government introduced monetary policy measures and stimulus packages to support businesses and individuals during pandemics. The measures and packages included small business loans, enhanced employment benefits, and direct payment that were aimed at facilitating consumer confidence and spending. In addition, with the development of COVID-19 vaccines and as vaccination rates increased, businesses reopened, and the economy started to accelerate, which in turn increased consumer confidence (Hawkes 2020). However, in 2022, economic growth began to decline due to increased cost of living and inflation, which dampened consumer spending, and ultimately, the CCI started to decrease. Given that the CCI has remained above 100, company A may invest in the country and exploit the existing high consumer optimism to increase its sales.
In 2021 and 2022, Japan experienced a gradual recovery, albeit with new challenges. When Covid-19 subsided, the restrictions were eased, and people started engaging in economic activities. The country witnessed a gradual economic recovery. In addition, through stimulus packages, the government supported households and businesses, boosting spending. However, wage stagnation and increasing cost of living had an economic impact despite the recovery, highlighting why the CCI did not have significant fluctuations. Company can benefit from its investment in Japan by exploiting the stability of the economy and consumer demands, which is essential in avoiding losses and economic risks when doing business.
In 2019, Malaysia experienced economic challenges, particularly fiscal deficit and slower growth, negatively impacting consumer confidence. This was further accelerated by the COVID-19 pandemic, where lockdown and restriction of movement of people and goods led to job losses and an economic crisis. However, in the late 2020, the economy started to improve due to the easing of COVID-19 restrictions, the government stimulus package to support households and businesses, and rising prices of commodities such as Rubber and palm oil that it exports, thus raising consumer confidence. However, other factors that hinder economic growth, such as the rising cost of living and political uncertainty, may slow down the effort to improve consumer confidence, highlighting gradual CCI growth as shown in the database (Lim et al. 2021). When company opts to invest in Malaysia, it may benefit from stable economic expansion and increasing consumer confidence. Still, given that it is susceptible to fluctuation in CCI and other economic risks, it may be forced to develop and implement an effective risk management strategy to address any shock in the market.
Regarding Hong Kong, in 2019 and 2020, the country experienced a downward trend in consumer confidence due to prolonged political protests against the extradition rule, which hindered business activities and transportation, hurting the economy and eventually reducing CCI. This fact is further exacerbated by the onset of the COVID-19 pandemic, which led to lockdowns that negatively affected the economy and lowered consumer sentiments. However, in late 2020, government stimulus packages such as cash handouts and subsidies in response to pandemic-induced economic meltdown spurred economic growth and increased consumer confidence. In addition, easing COVID-19 restrictions led to the economy bouncing back as businesses opened, leading to a rise in consumer confidence levels.

Table 4 Major summary statistics of CCI in selected countries: 2019 to 2022
	Summary statistics
	Hong Kong
	USA
	JAPAN
	Malaysia
	India

	Mean
	65
	111.5
	98
	94.75
	72.4125

	Standard deviation
	2.89
	7.78
	0.577
	8.66
	10.49

	Maximum
	70
	128
	99
	109
	92

	Minimum
	60
	101
	97
	79
	55.65

	Sources: Calculated from the dataset listed in Table 1



India has the highest standard deviation compared to other nations. Investing in India will subject company A to volatility of consumer confidence, and given that the economy is uncertain, the company would be subjected to the risk of consumer volatility that may have negative implications on its investments. On the other hand, Japan has the lowest standard deviation, indicating that company A will not be subjected to volatility in consumer confidence, making it a good investment destination. USA and Malaysia have moderate standard deviation and hence, when company A invests in them, it may not be subject to significant variability and having effective risk management strategies are instrumental in making it succeed in any of the two nations.
Figure 4: Time plot of the annual rate of change in CCI in the selected countries (%): 2019 to 2022


The data indicates the percentage of yearly change for each country from 2019 to 2022. The data set selected was collected during the COVID-19 pandemic. The COVID-19-related economic shock and the eventual lockdown were so sudden that the consumer confidence level plummeted steeply in India, Japan, Malaysia, and the USA, highlighting the significant change between the indices in 2019 and 2020. India had the steepest decline as the effect of COVID-19 was further complicated by other factors, such as the demonetization policy, which also created uncertainty in the economy and an eventual decline in difference in the annual percentage of CCI. However, between 2020 and 2021, the rate of growth of the economy was significant, and this is attributed to measures such as introducing economic packages and easing COVID-19-related restrictions, informing the steep rise in the percentage of CCI between the two years. However, after 2021 and after the post-pandemic economic recovery, the percentage of CCI for the USA, Japan, and Malaysia declined significantly due to economic challenges that included rising cost of living and inflation, reducing consumer confidence levels. In the case of India, positive prospects of more employment opportunities and perception of economic growth have been instrumental in fostering the rise in annual increase in percentage of CCI.
Table 5: Major summary statistics of annual rate of change in CCI in the selected countries: 2019 to 2022
	Summar statistics
	Hong Kong
	USA
	Japan
	Malaysia
	Country EE

	Mean (%)
	-7.7
	-4.5
	-1.24
	1.49
	-1.7125

	Standard deviation
	7.39
	9.24
	0.912
	7.65
	12.75

	Maximum (%)
	8.33
	10.89
	2.06
	15.19
	41.49

	Minimum (%)
	-17.3
	-21.09
	-2.97
	-27.52
	-31.52

	Sources: Calculated from the dataset listed in Table 1



India has the highest standard deviation, which may be attributed to fluctuating economic outlook that is reflected in varying CCI, political challenges and uncertain policies. Therefore, company A is likely to face volatile business environment when it invests in the country, which may in turn reduce revenues. Japan has the lowest standard deviation, which indicates a stable economy and consumer confidence. When company A invests in Japan, it is likely to benefit from stable consumer confidence, making it a viable option to invest in. USA and Malaysia have moderate standard deviation, indicating that variability of consumer confidence is moderate and hence, company A may succeed in investing in any of the two nations, but it must be vigilant to any changes in the economy and adopt effective risk management strategy to address any adverse outcome.
[bookmark: __RefHeading___Toc4226_2927161102][bookmark: _Toc160527046]3.3 Summary
The findings indicate a direct relationship between economic outlook and consumer confidence index. Although businesses have their own economic policies, there is a common finding that factors that favor economic growth promote the consumer confidence index, while those that depress economic growth lead to a decline in consumer confidence. The findings that can be used to meet the goal of selecting an optimal investment for global expansion include general global CCI for the period starting from 2000 to 2022, the latest trends of CCI in the four nations, and the annual rate of change of CCI in the selected countries.
Validity and reliability were attained by analyzing data from an extended period of time (from 2000 to 2022), which is vital in reducing random errors and increasing general visability while, at the same time, enhancing trend identification.
[bookmark: __RefHeading___Toc4228_2927161102][bookmark: _Toc160527047]4.0 Conclusion and Recommendations
[bookmark: __RefHeading___Toc4230_2927161102][bookmark: _Toc160527048] 4.1 Conclusion
The consumer confidence index is an important economic indicator that highlights the optimism or pessimism of consumers, and hence, it influences the demand for goods and services. Mostly, a positive economic outlook leads to positive consumer sentiments, which encourage spending, while a negative or uncertain economic outlook leads to pessimism, and people are more likely to spend less or save more. Based on the analysis of the CCI of the four nations, the CCI has been fluctuating based on different economic factors such as inflation and economic crises, political factors such as prolonged crises and economic policies, and issues that affect social well-being such as pandemics. Based on the analysis of CCI for the USA, Japan, Malaysia, and India alongside that of Hong Kong, global crises have led to a drop in the consumer confidence index in all nations, as indicated by statistics during the COVID-19 pandemic. From the analysis, emerging economies have increased fluctuation in CCI due to their fluctuating economic fortunes, unlike in the developed nations where CCI has remained stable unless in cases where economies are affected by pandemics beyond their control. Therefore, to meet the objective of determining the most appropriate country that the company can invest in during global expansion, developed nations provide the economic stability and consumer confidence needed to drive sales. From the analysis, the most appropriate country to invest in is the USA because it is a stable economy, has shown great ability to develop policies that redeem it from economic crises, thus increasing consumer confidence, and currently has a sustained consumer confidence index above 100 in the past 7 years.
[bookmark: __RefHeading___Toc4232_2927161102][bookmark: _Toc160527049]4.2 Recommendation
Given the analysis, the USA is the most appropriate country to invest in. The company should consider investing in the USA through strategic partnerships with companies or investors in the US. A strategic partnership is a long-term collaboration between two or more businesses that operate together to attain mutually beneficial goals (Cihelkova et al., 2020). By investing in the USA through strategic partnerships, the company will leverage the strategic partners' brand image, strength, networks, and infrastructure to develop and sustain new customers, thereby increasing sales and driving up revenues.
The limitation of the report is that it relies only on the consumer confidence index, which might heavily fluctuate over a period of time and may fail to give an accurate economic outlook of where an entity intends to invest. The problem may be addressed by applying more than one economic indicator when determining the destination for investment.
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