Title of research:
[bookmark: _GoBack]The impact of country of origin on consumers intent to purchase foreign products.
Following on from the main obejective, four interrelated objectives will be assessed;
1) To identify if the country in which a product is made matters to a consumer.
2) to distinguish if the country of origin influences a consumers perceived quality of products.
3) does the country of production influence consumers intention to purchase goods in specific sectors.
4) if brand image influences consumers perception of foreign products and their intent to purchase products.
Justification of proposed research paper:
Globalization has created a harmoginization of international markets which has been excelled expodentially by the increase in advanced technology such as the internet which provides a digital platform for businesses that wish to operate in a global market. This has also provided access to consumers that were once limited, by allowing consumers to acquire almost any product they want from any where in the world, with relative ease and convience thus removing the limitations that kept consumers from accessing foreign products outside of what was available through their specific domestic market and the imports that were offered (Degoma, 2013). Technology allows for consumers to remove that barricade and purchase whichever item they want, yet it also provides the widespread of information daily that can influence and alter consumers perceptions towards products that originate from specific countries and or sectors with little effort.
Globalization has influenced adoption of or amendment to tariffs of specific countries especially in terms of imports and trade deals. Each country has specific rules, regulations and standards that are applicable to that must be met in order to access that specific market, so businesses need to be mindful of consumers perception of their country of origin and proactive in addressing any adversities that can influence a consumers intent to purchase their products. When a country experiences political, legal or socio-cultural issues, a consumers perception of brands associated with that country can be distained and thus create an avoidant behaviour towards brand images associated with that country and thus influence a consumers intent to purchase their products (Degoma, 2013).
For example, the devastating issue that occurred due to management lack of concern and responsibility towards employee wellbeing lead to fatalities in the Rana Plaza explosion. This undoubtably has created distain amongst consumers and alterted their previous intention towards goods from India from a positive one to a negative one and thus consumers may avoid purchasing products from India, especially clothing which in turn affects specific sectors i.e apparel and footwear.
Consumers can also have a positive perception of a country that can influence their intent to purchase foreign products especially in specific sectors (Yunus, 2016). An example of this would be Japan, a country that are associated with innovativeness, interconnectedness and fairness. This portrays a positive image to consumers and thus consumers have a positive perception towards the quality of products that originate from Japan as well as a positive association with brand images. For example there tends to be an underlying consensus that the Japanese automobile sector have high quality products and thus influences the consumers intent to purchase cars that originate from Japan. This creates a positive perception for brand images that are associated with Japan such as Toyota. 
Consumers perception of the country of production does affect the perceived quality of goods from specific countries which in turn influences intention to purchase goods (Tulipa, 2015), though this is not always the case. These kinds of perceptions are often based on stereotypical beliefs which are in a state of flux dependent upon the information circulating a specific society at any one time, therefore businesses can be productive in providing alternative information to influence a consumers intent to purchase their products, Apple have been good at deflecting information to position the brand image in a favourable light. In some cases, there are incongruencies between perceptions of quality that can influence specific sectors and the consumers intent to purchase specific products. For example, consumers generally perceive technological products from China as good or something in which holds value, so for specific Chinese sectors such as mobile phones this would be a positive influence for those Chinese businesses (Yunus, 2016). However when issues occur pertaining to infringement of human rights and unfair labour, this can create serious upheaval upon consumers perception of a foreign goods, brand images and the country of origin changing what was previously a positive perception of goods to a negative one, consumers may view goods that come from China as low quality and unjust thus creating avoidance in intent to purchase products from China, this can be aimed at specific sectors such as apparel and footwear where a consumers perception was altered or it can pertain to the country of origin as a whole. Businesses that operate in a sector where theres a negative perception or businesses that originate from China will have to ammend negative brand images in foreign markets (Tulipa, 2015). Consumers intent to purchase a foreign product can influence trade deals and tariffs in domestic markets (Kaynak, 2000). Information pertaining to the consumers perception of a country of origin and the quality of products associated with that country can aid domestic and foreign businesses in better strategies, policies and practices (Kaynak, 2000) to maintain and increase their market shares and growth. Each domestic market will have overruling laws, regulations and standards that foreign products must meet, a negative perception of a country can create issues for a countries productivity and supply and demand if consumers in foreign markets do not want to associate with goods that come from specific countries, this can be seen with the imposed 40% tax tariff on Chinese imports in the U.S.
By understanding how a country of origin is perceived by consumers and how this influences their intent to purchase products from specific countries, this can provide very valuable insight to marketers and researchers who are trading in global markets (Tulipa, 2015), as well as target markets and target sectors. This allows an organization to adjust a consumer’s perception to a positive one by addressing and counteracting the perceived issues with a country and thus influence the consumers perception of a brand image. By addressing the issues that consumers perceive with a particular country of origin, counteracting the information these perceptions were built on for example if a consumer has a negative perception of quality of goods from Indian because of Rana Plaza, businesses that originate from India can counteract these perceptions by providing alternative information through their marketing campaigns by promoting a fair and happy company image so that consumers perception towards the brand can change and thus change the consumers intent to purchase. This has been seen through companies that have sourced elements of their supply chain from developing countries where consumers had a negative perception towards the treatment of workers and farmers from those countries and therefore adopted an adverse or avoidant behaviour towards purchasing products from specific countries like Brazil and South Africa. With the adoption of Utz and other fair trade agreements with these countries companies such as Nestle have been able to alter consumers attitude towards their brand image from a negative one to a positive one and thus the brand image is perceived better and consumers are still likely to purchase Nestle products.
The Country of Origin Effect is extremely relevant in the fast-paced competitive world of global markets, businesses can and some do use their country of origin as a differentiator in markets to increase sales and revenue. The Country of Origin Effect acknowledges the psychological relevance of evaluating information that constructs perceptions attitudes and behaviours towards specific countries, brands from those countries and thus the consumers intent to purchase a foreign product. This can go both ways, if the information is interpreted favourably then a positive perception can influence the decision making process and increase consumer purchasing or it can navigate existing and potential consumers away from association with products that come from specific countries (Dinnie, 2003).
Research to date has denoted an extensive basis of country of origin impacting a consumers intent to purchase products. Javed (2013) found that country of origin does influence a consumers intent to purchase products and that the country of original affects consumers preferences in specific sectors. Their paper noted that consumers perception of Pakistan influenced their textiles sector positively and conversely negatively impacting cosmetic and technological sectors.
Wong (2007) conducted a study on consumers intent to purchase foreign vs domestic products on a student sample overseas. The study conducted that consumers perceptions influenced purchasing decisions in specific sectors that were percieved as luxury items, otherwise the preference was for domestic goods.
Yunus (2016) conducted a study on country of origins influence on consumers intent to purchase mobile phones from China. This study conducted that the countrys image and brand familiarity influenced consumers intent to purchase mobile phones.
Degoma (2016) conducted a study on country of origins image and purchase intent of foreign and domestic products in Ethiopia, concluding that country of origins image played a significant role in consumers decision to purchase foreign and domestic products.
Borzooei (2015) conducted a study on country of origin and the effect on consumer purchase intentions of Halal brands. This study concluded that there was no preference of country of origin upon a consumers decision to purchase Halal products from foreign or domestic markets.
Haque (2016) conducted a study of purchase intention of foreign products in Bangladesh, concluding that brand image and percieved quality of foreign products significantly impact consumers purchasing intentions. Country of origins image had a significant impact upon brand image.
There is a plathora of studies denoting the relevance of country of origin and the impacts upon consumers intent to purchase, however most studies are aimed at developing countries. This study aims to address the perceptions of a developed Western country and the overtone of attitudes towards foreign products amidst political uncertainty of Brexit, this can provide valuable insight to businesses looking to establish trade deals with the UK by gauging the current attitude towards foreign goods as well as aid businesses in their marketing approaches towards Western countries. This research could also aid in informing businesses about the relevance of country of origin and the implications upon purchasing intent of consumers.
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Methodology:
To assess these objectives a quantitative method of acquiring secondary data will be implemented to construct a self-reported survey to a population size of approximately 200 people selected at random, this will aid in the validity of the sample size by minimizing population sampling biases. The surveys will be distributed online through Survey Monkey to acquire a diverse age, race, socio-economic, cultural and demographic background and give greater access to participation in the study than what would otherwise be limited to regional shopping areas. Consent from participants will be required before they can participate in the self-reported survey, participants will remain with their right to withdraw their data for the duration of the study. Data will be held confidential for the duration of the study, then destroyed subsequently. Participants will not be required to give their names or other information pertaining to their identity, thus eliminating potential harm to those involved. By using a digital survey such as Survey Monkey, participants wont be identifiable and their emails will subsequently be lost once the survey is withdrawn. There will be no mention of their personal details throughout the research paper. The variables of this study are country of origins image, perceived quality and intent to purchase. By integrating these variables into questions that can be rated on a 1 to 5 scale, this allows the researcher to acquire precise numerical data pertaining to the outlined objectives which can be implemented into software which will distinguish correlations of the three proposed variables.

