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ABSTRACT 
India and China are the two biggest developing nations, racing forward to become the first technological superpower in the world. There are two pivotal elements to win this race, the first being the technology itself, and the second depends mainly on the economic situation of both countries. Studying what the consumers think about this dependency on China matters significantly for India to become a self-reliant country. Various sources have been stating a decline in India’s imports from China; through this analysis, I will throw some light on this strategic decline. To further note down, there has also been a shift in the perception of Indian Consumers after the covid-19 lockdown. Today’s consumers are also very aware of the right ways of manufacturing the product and the origin of the same. This study analyses the factors that have affected this shift in the perception of Indian Consumers and the buying behavior of the told consumers regarding electronic products.
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1. INTRODUCTION 

The relationship between India and China is one that has always been complex, with both countries sharing a history of cultural and economic exchanges. However, in recent years, the relationship between the two countries has been marred by various disputes, including territorial disputes, trade imbalances, and geopolitical issues. One of the key areas of concern has been the perception of Indian consumers towards Chinese products.

In recent years, Chinese products have flooded the Indian market, ranging from consumer electronics to household items, textiles, and even automobiles. While these products are often priced lower than their Indian counterparts, there has been a growing concern among Indian consumers about the quality and safety of these products.

The perception of Indian consumers towards Chinese products is a critical issue, as it has a significant impact on trade relations between the two countries. If Indian consumers perceive Chinese products as substandard, it can lead to a decline in demand for Chinese goods, which can harm the Chinese economy. On the other hand, if Indian consumers perceive Chinese products as high quality, it can lead to increased trade between the two countries, benefiting both economies.

Therefore, it is essential to understand the factors that influence the perception of Indian consumers towards Chinese products. This study aims to investigate the perception of Indian consumers towards Chinese products and identify the factors that influence this perception. The study will examine the attitudes of Indian consumers towards Chinese products and their perceptions of the quality, safety, and value of these products. It will also explore the role of factors such as brand image, price, and cultural factors in shaping the perception of Indian consumers towards Chinese products.

Overall, this study will provide insights into the perception of Indian consumers towards Chinese products and contribute to a better understanding of the trade relations of India and China.
2. LITERATURE REVIEW

The perception of Indian consumers towards Chinese brands has been a topic of interest among marketers and researchers in recent years. China has become a major player in the global market, and as a result, Chinese brands have become increasingly visible in India. However, despite the increased availability of Chinese products, Indian consumers have traditionally held a negative perception of Chinese brands due to various factors such as political tensions, low quality, and lack of trust.

The study by the Journal of International Business and Economics (2015) found that Indian consumers view Chinese products as cheaper and of lower quality compared to locally made or international brands, while the International Journal of Research in Commerce & Management (2017) revealed that Indian consumers have concerns over the quality and safety of Chinese products.

On the other hand, the International Journal of Scientific and Research Publications (2016) suggests that Indian consumers are becoming more brand conscious and prefer well-known international or domestic brands over Chinese brands. The Asian Journal of Marketing & Management Research (2017) found that Indian consumers have a mixed perception of Chinese products, with some viewing them as affordable and convenient, while others view them as cheap and of low quality.

The Chinese electronic market has had a significant impact on India, bringing increased competition and lower prices for consumers, but also posing challenges for the domestic electronics industry. According to Xu (2019), the Chinese electronics market has experienced rapid growth, driven by increased domestic demand and the rise of Chinese electronics companies such as Huawei and Xiaomi. The emergence of Chinese electronics companies as global players has led to a significant shift in the balance of power in the electronics industry, challenging established Western brands (Zhang, 2021).

While the growth of the Chinese electronics market has been fuelled by favourable government policies, investment in R&D, and the development of a domestic supply chain (Liu, 2022), it has also led to job losses in the Indian electronics sector and dependence on China for electronics imports (Lin, 2020). Thus, it has raised concerns about India's ability to maintain its technological independence and highlighted the need for India to develop its own electronics manufacturing industry.

3. FACTORS INFLUENCING INDIAN CONSUMERS' PERCEPTION OF CHINESE ELECTRONIC PRODUCTS
There are several factors that can influence Indian consumers' perception of Chinese electronic products. Below is a brief overview of some of these factors:
Price: One of the primary factors that can influence Indian consumers' perception of Chinese electronic products is price. Chinese products are often perceived as being cheaper than their Indian or Western counterparts, which can make them more appealing to price-sensitive consumers.
Brand reputation: Another important factor is the reputation of the Chinese brand. Some Chinese brands have a strong reputation for quality and reliability, while others may be perceived as low-quality or unreliable. The brand's reputation can have a significant impact on consumers' perception of its products.
Product features and quality: Indian consumers are also likely to evaluate Chinese electronic products based on their features and quality. If the product is of high quality and has desirable features, it is more likely to be perceived positively by consumers.
Country of origin: The perception of Chinese products may also be influenced by the country of origin. In recent years, there has been a growing sentiment among Indian consumers to boycott Chinese products due to political tensions between the two countries. This could negatively impact the perception of Chinese electronic products in India.
Marketing and advertising: The marketing and advertising of Chinese electronic products can also influence consumers' perception. If a product is marketed well and presented as high-quality, consumers may be more likely to view it positively.
Availability and distribution: The availability and distribution of Chinese electronic products in India can also impact consumer perception. If products are widely available and easy to purchase, it could increase their appeal to Indian consumers.
Consumer trust: Trust is a key factor in consumers' perception of Chinese electronic products. Many Indian consumers may have concerns about the quality and safety of Chinese products, particularly given past incidents involving fake or low-quality products. Building consumer trust through transparent supply chain and quality control practices can improve the perception of Chinese electronic products among Indian consumers.
Product differentiation: Chinese electronic products may also face competition from domestic and international brands in India. To stand out from the crowd, Chinese brands may need to differentiate their products through unique features, design, or marketing strategies. This could help to positively influence the perception of Chinese electronic products in India.
After-sales service and support: The quality of after-sales service and support can also play a role in shaping Indian consumers' perception of Chinese electronic products. If a brand provides strong after-sales support, including warranty and repair services, it could help to increase consumer confidence in the product.
Cultural and language barriers: Finally, cultural and language barriers could also impact the perception of Chinese electronic products in India. Chinese brands may need to adapt their marketing and communication strategies to better resonate with Indian consumers and overcome language barriers.
In summary, Indian consumers' perception of Chinese electronic products is influenced by a range of factors, including price, brand reputation, product features and quality, country of origin, marketing and advertising, availability and distribution, consumer trust, product differentiation, after-sales service and support, and cultural and language barriers. Understanding these factors and addressing them through strategic branding, marketing, and business practices can help Chinese electronic brands to succeed in the Indian market.

4. RESEARCH METHODOLOGY
Analytical Framework
This study adopts an analytical framework to investigate the factors influencing the perception of Indian consumers towards Chinese electronic products. The framework includes demographic factors, brand image, cultural factors, perception of quality, availability and accessibility, and government policies and regulations. These factors will be analyzed to provide insights for Chinese electronic product manufacturers and policymakers in India to enhance product acceptance and market share.
Study Area
The study focuses on India as the study area, considering regional economic development, consumer preferences, and cultural factors. Specific states and regions, such as Delhi NCR, Bihar, Uttar Pradesh, and Maharashtra, are targeted based on higher demand and penetration of Chinese electronic brands. Demographic groups, such as urban or rural consumers, and specific age groups are also considered.
Sampling Design Process
The sampling design process involves defining the target population, determining the sample size, selecting the sampling method, developing sampling procedures, and implementing them. In this study, the target population consists of Indian consumers who have purchased or used Chinese electronic products. A sample size of 145 respondents is selected using a probability sampling method, such as simple random sampling.
Data Collection Instrument
Data will be collected using Google Forms, a web-based survey tool. The survey questionnaire will include multiple-choice, open-ended, and Likert rating scale questions. It will cover demographic information, consumer behavior, perception of Chinese electronic products, and purchasing preferences.
Data Analysis
The collected data will be analyzed using statistical software, including descriptive statistics, correlation analysis, and regression analysis. Descriptive statistics will summarize demographic information and other variables. Correlation analysis will examine the relationship between variables, and regression analysis will identify factors influencing purchase decisions.
Conclusion
The research methodology employed in this study provides a systematic approach to investigate the perception of Indian consumers towards Chinese electronic products. By analyzing the collected data, valuable insights can be obtained to improve product strategies and marketing efforts. The findings contribute to the existing literature on consumer behavior and perception of Chinese electronic products.

5. RESULTS AND INTERPRETATION

The results of the analysis done are as follows: 
The crosstabulation and the figures below highlight the factors considered to find different study patterns, without which the study was impossible. 

	Household Income (annually) * Money Value Chinese Brands Crosstabulation

	Count  

	
	Money Value Chinese Brands
	Total

	
	Maybe
	No
	Yes
	

	Household Income (annually)
	10,00,000-20,00,000
	15
	20
	13
	48

	
	10,000-3,00,000
	6
	5
	5
	16

	
	10,0000-3,00,000
	3
	3
	2
	8

	
	20,00,000- 40,00,000
	5
	7
	5
	17

	
	3,00,000-10,00,000
	8
	18
	18
	44

	
	Above 40,00,000
	4
	4
	5
	13

	Total
	41
	57
	48
	146





	Brand Preference * Chinese Brand Buying Crosstabulation

	Count  

	
	Chinese Brand Buying
	Total

	
	Maybe
	No
	Yes
	

	Brand Preference
	Maybe
	1
	1
	8
	10

	
	No
	4
	1
	5
	10

	
	Yes
	19
	14
	93
	126

	Total
	24
	16
	106
	146




	Gender * Chinese Brand Buying Crosstabulation

	Count

	
	Chinese Brand Buying
	Total

	
	Maybe
	No
	Yes
	

	Gender
	Female
	15
	10
	64
	89

	
	Male
	8
	6
	41
	55

	
	Prefer not to say
	1
	0
	1
	2

	Total
	24
	16
	106
	146



	Gender * Chinese Products Technological Advancements Crosstabulation

	Count

	
	Chinese Products Technological Advancements
	Total

	
	1
	2
	3
	4
	5
	

	Gender
	Female
	1
	9
	38
	30
	11
	89

	
	Male
	1
	4
	20
	23
	7
	55

	
	Prefer not to say
	1
	0
	0
	0
	1
	2

	Total
	3
	13
	58
	53
	19
	146





	Gender * Chinese Brands Perception (Durability) Crosstabulation

	Count

	
	Chinese Brands Perception (Durability)
	Total

	
	1
	2
	3
	4
	5
	

	Gender
	Female
	9
	28
	38
	13
	1
	89

	
	Male
	9
	12
	23
	10
	1
	55

	
	Prefer not to say
	1
	1
	0
	0
	0
	2

	Total
	19
	41
	61
	23
	2
	146



	Gender * Chinese Brands Perception (Affordability) Crosstabulation

	Count

	
	Chinese Brands Perception (Affordability)
	Total

	
	1
	2
	3
	4
	5
	

	Gender
	Female
	1
	4
	27
	41
	16
	89

	
	Male
	2
	2
	5
	26
	20
	55

	
	Prefer not to say
	1
	0
	0
	1
	0
	2

	Total
	4
	6
	32
	68
	36
	146



INTERPRETATION

Based on the analysis conducted, taking into account the household income factor, it can be concluded that Indian consumers with different income levels exhibit varying preferences for Chinese electronic products.

The crosstabulation of household income and the perception of money value in Chinese brands reveals that respondents with an annual household income of 10,00,000-20,00,000 and 20,00,000-40,00,000 show a higher inclination towards perceiving Chinese brands as having a higher money value. This suggests that consumers with higher income levels are more likely to view Chinese brands as providing better value for their money.

Furthermore, the crosstabulation of household income and brand preference indicates that respondents with an annual household income above 40,00,000 have a higher preference for Chinese brands. This implies that consumers with higher incomes are more likely to favor Chinese electronic products.

When considering the analysis on gender, Chinese brands perception (durability), and Chinese brands perception (affordability), it is evident that both male and female respondents have relatively positive perceptions of affordability for Chinese brands. However, when it comes to durability, both genders have a more varied perception.

In conclusion, the analysis suggests that Indian consumers' preference for Chinese electronic products is influenced not only by affordability but also by household income. Consumers with higher incomes tend to have a higher preference for Chinese brands and perceive them to have a higher money value. However, durability may not be the primary factor driving their preference. Manufacturers and marketers should consider these findings, tailoring their offerings to appeal to different income segments and emphasizing affordability as a key selling point.

6. CONCLUSION
In conclusion, the study on Indian consumers' perception of Chinese electronic products has shed light on the mixed feelings that they have towards these products. While affordability and features are appreciated, there are concerns about quality and safety that cannot be ignored. Brand reputation and product awareness are becoming more important factors in purchasing decisions, indicating a shift towards a more informed and cautious consumer base.
The findings of this study are significant for Chinese electronic product manufacturers who wish to continue selling in the Indian market. Improving the quality and safety of their products and being transparent about these aspects will be crucial in gaining the trust of Indian consumers. Moreover, well-established brand reputation and competitive pricing will continue to play a crucial role in influencing purchasing decisions.
Several factors influence Indian consumers' perceptions of Chinese electronics, including brand reputation, advertising, word-of-mouth recommendations, and personal experience. Additionally, the ongoing geopolitical tensions between India and China may also impact consumers' willingness to purchase Chinese products.
To improve their market share in India, Chinese electronics manufacturers should focus on building strong brand reputations, providing high-quality products, and addressing consumer concerns about security risks. Companies could also consider partnering with Indian firms to increase their local presence and boost consumer confidence.
Further research is needed to explore the factors that influence Indian consumers' perceptions of Chinese electronics in more depth, including the impact of government policies and consumer attitudes towards foreign-made products. By understanding these factors, manufacturers can better tailor their marketing and product strategies to meet the needs and preferences of Indian consumers.
Overall, the study highlights the need for Chinese electronic product manufacturers to focus on addressing quality and safety concerns while maintaining affordability and brand reputation. With increasing consumer awareness and demand for information on product quality and safety, manufacturers need to adapt and prioritize these aspects to remain competitive in the Indian market.
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