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ABSTRACT

Consumers’ attitudes toward purchasing either estastaxes or purchase complication on foreign rmandise has
been a be counted of debate. These learn aboutogenblcross sectional design. The results showetl ttirae
countries consumefsattitudes on imported products were heavily inflced by family, friend, politician and others.
They are more likely to buy electronic items, césth shoes,, and food items. These variables hafezted
developing countries consumers to purchase forggmducts differently. Most of the customers in ¢hdkree
countries do not know how much tax has been imposetheir products. They have also faced many pmwisl in
buying foreign products such as Lack of Deliverystomer Care service, Time Duration, Travelling, fllcate
Product and Quality issues. A notable complaint agithese “products are the high price of foreigrogucts and
there is a good reason for these high imported $axehe study recommends that imported companiealdgho
emphasize on the use of Facilitating Customer Cevice, Delivering the product on time, commurnigatvith the
customer, maintaining the quality of the productlarontinuing to work that consumers will sufferdder this and
attracted to imported products. Also consumers chassify her/his products. And calculate duty ratassuming
taxation consistency between countries and usingladed tax information. In addition, the governmestould
strengthen protecting local populations, efficiecistoms clearance and improving tax collection. tlyaghe
government should implement regulations and pdiidieat restrict importation of products that are ported
produced.
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INTRODUCTION

Major boundaries to shipping of samples in sometarg nations consist of excessive tax and lengihefinishing
procedural formalities of importing samples of ierBuch costs of both respectable and unofficialrea are unbearable

for enterprise houses.
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Figure 1: Conceptual diagram of the Study.

All the countries have their personal Americaneststinimized value of little consignment determineeheath
terribly own laws and rules. The modification atic® of Asia Pacific Economic Co-operation (APEC3@tnmit of 2011,
introduced a typical American state Minims worth$if00. It accustomed be calculable that this mighterate a web
monetary advantage of regarding $19.8 billion ansbriige twenty one APEC economies inclusive of Aalsty Canada,
China, Japan, Republic of Korea, Malaysia, Rusiiagapore, the U. S., and Vietnam. Asian countrgportedly inclined
to be a locality of the APEC alliance.

International Chamber of Commerce (ICC) has recontled setting up a global baseline De- minimizediat
least $200. It has cited that ideally governmenigho to strive to put in force a commercially wigessad De Minims fee
of $1,000. Thus the learn about intends to apprhdrat factors entice INDIA, BANLADESH & NEPAL custers to

be faced multiplex problem.
LITERATURE REVIEW

Bawa, A. (2004). Today, the Indian consumer hasatgreand easier access to imported goods than lefere.
Consequently, the Indian manufacturer has to faceeasing competition from foreign goods that toohome turf. In
such a scenario, it would be worthwhile to exaneeattitude of Indian consumers towards the pugeltd foreign-made

goods.

Knight, A. (1999). Country of manufacture and proidquality strongly influences consumer decisiorkimg in
globally available product categories. Specificalgmpared to imported goods, consumers appeaeferpdlomestically
manufactured goods and are often willing to payghdr price for them. It is usually only when impast goods are of
significantly superior quality that consumers vally more to obtain them. Finally, in their purchdseisions, consumers

appear not to put much weight on a product's peedeimportance to the home country's manufactuvame.

Kaynak and Cavusgil (1983) studied consumers' péimses of different classes of products from 25ntaes.
They found that respondents held positive attituttegards products made in their own Name, groupresfce and
unavailable local substitutes. Country but the sa@spondents could be swayed to choose foreigruptedf quality and
price considerations were sufficiently favorablpeS&fically, they observed that consumers may noept inferior-quality
domestic products when superior foreign produatsaamailable. They concluded that consumer attittdesrd products

of foreign origin vary significantly across prodwtasses.
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Information susceptibility is when a purchase deaiss based on the expert opinion of others (Angle 2001,
Wang et al., 2005).

Florent, N, kalimangasi, N & Majula, R. (2014).téides on imported products were heavily influehby the
sense of proud, advertising and marketing, locaketadestructions, consumé&rawareness about the imported products,

import brand

Florent, N, kalimangasi, N & Majula, R. (2014).rRily life style and habits played a great rolernfiuence their
members on the use of imported products. This ig eemmon where there is a habit of using impomeoducts in
family. This tends to influence family members tapt that habit. So, family habits to consume sqmaucts has
tendency to influence purchasing decision of hoalslsh Lastly the findings showed that the chancéug imported

products increased with unavailability of local stitutes.

Bilkey and Nes (1982) in their review of literatusaggested that there is a tendency for consuroegsaluate
their own country's products more favorably tharfaeigners. But the authors found that, for maogsumers, the effect
of product evaluation bias can be offset by pricroessions. Bilkey and Nes (1982) found that aléisutoward products
from a particular country vary by product. Hendect&onic goods from Italy might be perceived pgdrlt Italian shoes

would receive high marks from consumers.
OBJECTIVES OF THE STUDY

e« To Analyze the influence of consumer's awarenessutabmported products on their decision to buy ¢hes

products.

e To recognize the attitude towards local or nondigeaducts in many parts of the world as a key etaio issue

in the consumer behavior markets.
* Toincrease awareness among the imported prodecs ebout the taxes imposed on their products.
* To explore the mitigate effects of social influerazel previous product data on this method.

METHODOLOGY
Study Area

This find out about was once carried out in *INDIBANGLADESH *NEPAL. The study focused the consumaround
this region. The choice of this learn about plaseduto be due to the reality that the place hds tEgge of interplay of
people from special sections, particularly the tmitins, students, and commercial enterprise med aomen.
Demographically, the three countries have a stahpgapulation round of 1569.42 million (Census, 20T&e economic

things to do of this area are agriculture, businesskplace works, animal husbandry and hunting.
Research Design and Data Collection

The lookup diagram of this find out about was meeetional strategy on the grounds that the datablkad collected at
once. This find out about employed primary and sdaoy statistics series techniques, in which sethiaistered

guestionnaires have been furnished to respondenss o fill the data asked. The questionnairesvettuctured with
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closed ended questions with two sections. The fiast of the questions covered respondents prafitethe second section

was once about respondent’s attitudes in the decf imported products.
Sample Size and Sampling Techniques

The chance sampling methods was used becauseardatvery individuals of the populace had a reamghinon zero
likelihood of a selection. Thereafter, simple ramdsampling used to be used to get respondentsiditi@n, the pattern
size of the study used to be primarily based onidka of central limit. The find out about randorsgmpled a hundred
and fifty respondents who covered 9 commercialrenite men/women, 118 students and 10 Governmeértgtders, 13

Homemaker.

ANALYSIS AND FINDINGS

Preferences of Consumers

Figure 1 shows the results of buyers’ willingness purchasing imported products and figure 2 deplmbw the
preferences of consumers are being affected. Tigases are the graphical representation of thestipies answered by

the consumers of different ages and stages of @tiges — India and Bangladesh.

It can be clearly understood from figure 1 thatgdepwho are asked, most of them (76%) are intedest
consuming products imported from other countriescidly Europe and China. However, factors thataffecting their
interest on imported accessories i.e. problemscatseo with such kind of purchase are providingd/evidence that high
price, not having proper services for damaged pptsdas well as duplicate products are the mainemmsc Along with
those, lack of secure purchase, delivery, propemedge on products and the scarce of expectedtyjaa¢ also playing

vital role on opting foreign goods.

B Yes

LI

Figure 2: Willlingness to Buy Imported Products.

o Problems Regarding Purchase

Figure 3: Problems Regarding Purchase.
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Consumers Knowledge on Taxes

Figure 3 is clearly depicting that 62% consumemvwsiabout taxes that are imposed on foreign predalttough they do
not know the percentage of taxes on each produistal shocking fact that only a few people (ald®#%o) are aware of the

rampant value of taxes and the rest 25% have r@odlieut the same.

However, a large number of people are convincedphees of imported products are really high antlaf reach
of even middle income people. Apart from taxes,veyance costs are also liable for such high pfit®ugh some of the
consumers are denying the fact of paramount pa€easported goods, those numbers are too littlediont in south Asian

countries specially developing countries like Baiaigish.

Figure 3: Knowledge on Taxes on Imported Products
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Figure 4: Knowledge on Taxes on Imported Products.
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Figure 5: Higher Price of Imported Products.
Consumers Attitude

The assessment on the consumers have shown(figutteatcabout half of them have come to know abotdrgeas
products from their friends as most of the partitips of the count are students. On the other tam@ndful of people
point out politicians as a source. Some other faatather than their family like tv commercialswspaper ads as well as

sellers play effective roles for finding out thetiops of imported products.

Figure 5 has made it clear that mobile phonestarartost popular among all other imported accessteeause
most of the cell phones are produced originallEuropean countries, USA and China. Besides, 12%cjmants prefer

imported cosmetic products and motor bikes duehéoensured quality products. Beside food items;telric goods,

| Impact Factor(JCC): 5.4223 — This article can be dowatted fromwww.impactjournals.us |




[6 Shubrodev Sadfu

wearing like shoes, clothes etc also exist in thefgpence list of the consumers of this region. tm other hand, 7%

customers cherish this opinion of spending monegamtry made items.

|\

B Family
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M Others

Figure 6: Source of Information.

Home Appliances
Artificial Jewellery 0% . = Cosmetic Product
3% C“mm;nfpomdm ® Artificial Jewellery
X uP
Electronics Frefer O Purse e
9% Product 3% = perfume

Car 79, perfume u Clothes

29% 4% % Food

B Shoes

Bike Clothes 5 Chocolate
12% - T% Green Tea
_\\ H Protine
Food u Mohile Phones
1% L
Shoes aptop
7% Bike
Laptop Car
7% Cho cnolate Flectronics
\ 3% Prefer Own Products
Protine ‘_Green Tea Home Appliances
3% 5%

Figure 7: Preferred Imported Products.

Figure 6 clearly depicts the percentage of forgigmducts that are being preferred by the consun@frshem,
mobile phone, one of the most preferable commuiniganachines, holds the title of highest amounuséd imported
product. Cosmetic products and motorbikes bothuatea little bit behind of mobile phone in thet lif favourite imported
belongings. Electronics, some food items are afsthe list because people always have a myth te hawe authenticity
on foreign product especially on laptops, TV setd some other valuable appliances. However, madtgily people are
more likely to use domestic appliances that araderoduced in their home country due to high paténported ones.
Overall, in developing countries, customers whasarg more than 40K usually prefer to use impompeaducts more
especially mobile phones, cosmetic products. Orother hand, dwellers of these low income countai@snot that much
interested in buying imported artificial jewellegars etc.
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CONCLUSIONS

In summary, the outcomes confirmed that three c@msconsumersattitudes on imported products had been heavily
influenced by using family, friend, baby-kisser asttiers. They are extra likely to buy digital itenstothes, shoes and
food items. These variables have affected devefppation’s consumers to buy overseas productsrdiffly. Most of the
clients in these three countries do not understaowl plenty tax has been imposed on their produidiey have also
confronted many issues in shopping for overseaxtmedise such as Lack of Delivery, Customer Careicge Time
Duration, Travelling, Duplicate Product and Qualggues. A awesome grievance among these produitts high rate of

overseas products and there is a true purposhkifohigh imported taxes.

The learn about recommends that imported organizatineed to emphasize on the use of Facilitatirgtdbuer
Care Service, Delivering the product on time, comiwating with the customer, retaining the satisfactof the product
and persevering with to work that customers wilffesumuch less for this and attracted to importeddpcts. Also
shoppers can classify her/his merchandise andlatécduty rates, assuming taxation consistency é@twountries and
using outdated tax information. In addition, thehauities reinforce defending nearby populationficient customs
clearance and enhancing tax collection. Lastly alhorities should put in force rules and policteat preclude

importation of products that are imported produced.
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