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[bookmark: _Toc224930659]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: _Toc224930660]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: _Toc224930661]1.2 Research Question
How do consumers perceive the product localization strategies of New Balance, and what influence their purchasing behaviour?
[bookmark: _Toc224930662]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: _Toc224930663]2. Literature Review 
[bookmark: _Toc224930664]2.1 Concept of Product Localization
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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: _Toc224930665]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: _Toc224930666]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: _Toc224930667]2.4 The Localizing Strategy of the Sportswear Market
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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: _Toc224930668]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: _Toc224930669]3. Methodology
The nature of the study is quantitative secondary research which involves is a survey of the consumer perception of the localization strategy of products. The study will be strictly grounded on the available numerical data that have been published in the past rather than on the actual data collection. This approach helps in a documented and garrison examination of quantifiable evidence on numerous sources which renders the study to be objective, dependable and comparable (Muça, Pomianek and Peneva, 2021). The work with the help of the given datasets can address a broader market trends and consumer behavioural patterns in different geographical and industrial contexts. The relationships between the localization strategies and the consumer responses of the study have statistical interpretations due to the quantitative nature of the study that enables the findings to be more evidence-based and generalisable.
[bookmark: _Toc224930670]3.1 Research Approach
The deductive based research is the type whose interest lies on the test of the presence of pre-existing concepts on consumer behaviour and product localisation. It is not presented with the new theories but is an analysis of the existing empirical statistics based on numerical data (Zou et al., 2025). The approach will be appropriate due to the possibility of establishing quantifiable correlations and making logical thoughts on the premise of statistical data. Secondary quantitative data will enhance consistency and allow the study to draw conclusions making reference to a wide scope of the previous research.
[bookmark: _Toc224930671]3.2 Research Design
The research is research capable of relying on descriptive and explanatory research design. The descriptive section generalizes the existing quantitative findings relying on the localization strategies and the consumer perception, whereas the explanatory one explores the relationship between various variables, including the cultural adaptation, product acceptance and the brand perception (Camilleri et al., 2023). This type of design helps in organizing effects of localization policies to consumer behaviour across various markets.
[bookmark: _Toc224930672]3.3 Data Sources
Reputable and genuine online data will be used to collect information in the form of peer reviewed journals, news, reports and similar materials. The major ones include the publications of major consulting and research groups such as KPMG, McKinsey, and IBISWorld (Firtikiadis et al., 2024). The sources are quantitative in nature giving information like surveying information, market statistics and performance indicators. Academic databases such as Google scholar also get empirical studies that involve the statistical analysis of the research topic.
[bookmark: _Toc224930673]3.4 Data Collection Process
Data collection will be carried out in a systematic manner by identification and sampling of those studies which will be undergoing a quantitative survey results and a statistical conclusion. The information is shredded off in percentages, numerical indicators, correlations and regression results (Lambarraa-Lehnhardt et al., 2021). The attention is paid to the information of surveys since this information visualizes the direct response of consumers and measurable perceptions. The selection of the sources will be based on their relevance, believability, and availability of statistical data.
[bookmark: _Toc224930674]3.5 Data Analysis Method
Data analysis of the collected data is done quantitatively by synthesis and comparative analysis. The statistical results of different sources are compared to identify the patterns, trends, and relationships (Martinčić, Vuković and Hunjet, 2022). The purpose of the analysis consists in determining the strengths and the trends of the correlation between the localization strategies and the consumer perception. This approach enables an objective reading of the data and comes to evidence-based conclusions.
[bookmark: _Toc224930675]3.6 Ethical Considerations
The study is conducted based on the ethical principles because it includes proper references, citation and does not imply any risk of plagiarism. No direct contact with any participant or personal and sensitive information will be involved since it will be working with secondary data that is publicly available (Muça, Pomianek and Peneva, 2021).
[bookmark: _Toc224930676]4. Expected Findings 
[bookmark: _Toc224930677]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: _Toc224930678]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: _Toc224930679]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: _Toc224930680]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: _Toc224930681]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: _Toc224930682]6. Timeframe 
Gantt Chart
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[bookmark: _Toc224930683]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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