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ABSTRACT

The rise of cross-border e-commerce has transformed India's consumer markets, offering unprecedented
access to international products. However, geopolitical events such as trade wars and border conflicts have
introduced uncertainty, influencing consumer trust, perceptions, and purchasing behavior. This study
examines the impact of geopolitical tensions on Indian consumers’ attitudes toward foreign brands and
their online shopping behaviors. A primary survey of 120 respondents revealed that 77% have avoided
buying products from certain countries due to political conflicts, with India-China tensions cited by 90%
as the most influential factor. While international platforms remain popular, national loyalty strongly
affects purchasing decisions, as 62% of respondents expressed willingness to switch to Indian brands
during geopolitical tensions, even when foreign products offer superior quality. The study highlights
significant demographic nuances, indicating younger consumers’ slightly higher openness to foreign
brands despite geopolitical concerns. These findings underscore the need for brands to adopt geopolitically
sensitive strategies and for policymakers to balance national interests with the benefits of global
commerce. The research provides critical insights for businesses, policymakers, and future scholars aiming
to navigate the intersection of geopolitical events and consumer behavior in India’s growing digital
economy.

Keywords: Geopolitical events, consumer behavior, cross-border e-commerce, India, online shopping,
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CHAPTER 1 INTRODUCTION

Cross-border e-commerce has dramatically reshaped how consumers access products globally, driven by
technological advancements, widespread internet adoption, and increasingly sophisticated logistics
systems. In India, platforms such as Amazon Global, Alibaba, and Shein have given consumers
unprecedented access to international goods, expanding choices in fashion, electronics, and lifestyle
products. Recent studies confirm that cross-border e-commerce is thriving worldwide, fueled by favorable
policies, technological innovation, and strong consumer demand, particularly across Asian markets (F
Ding, 2018; Bas Van Heel, 2014).

However, this rapid growth exists alongside an increasingly volatile geopolitical landscape. Geopolitical
events, defined as political, economic, or military developments that impact international relations and
trade, have emerged as powerful forces capable of disrupting global commerce. Events such as Brexit, the
U.S.-China trade war, and India’s border tensions with China illustrate how geopolitical developments
can create uncertainty, alter trade policies, and shift consumer sentiment (Katherine Barbieri, 2024; Joseph
Casnati, 2024).
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For instance, Brexit introduced significant uncertainty into trade agreements between the UK and the
European Union, leading to fluctuations in consumer confidence and product pricing (Katherine Barbieri,
2024). Similarly, India’s border tensions with China in 2020 sparked calls to boycott Chinese products,
directly impacting major brands like Xiaomi and TikTok and shifting consumer sentiment against certain
international brands. These examples highlight how politics, consumer nationalism, and economic
considerations intertwine to influence shopping behavior, especially in contexts where cross-border e-
commerce is deeply integrated into everyday consumer life.

Asian e-commerce giants, including Alibaba (China), Coupang (South Korea), and Rakuten (Japan), have
successfully expanded into global markets, leveraging technological advances, competitive pricing, and
innovative logistics networks (Bas Van Heel, 2014). Yet these firms are not immune to geopolitical
tensions. For example, Alibaba has faced regulatory scrutiny in China and declining trust in Western
markets due to U.S.-China trade conflicts, while Shein, despite growing revenues, has encountered
criticism over labor practices and political tensions (Bas Van Heel, 2014).

Such disruptions raise vital questions about the stability of global e-commerce channels and how
consumers react to geopolitical uncertainty. Protectionist measures, shifting trade agreements, and
changes in public sentiment toward certain countries or brands can all shape consumers’ trust and
willingness to purchase foreign goods. This is particularly crucial for Indian consumers, who are
increasingly connected to the global marketplace yet remain sensitive to geopolitical narratives and
national interests.

Given these dynamics, it is essential to understand how geopolitical events influence consumer trust, brand
perception, and purchase decisions in India’s cross-border e-commerce landscape. While prior research
has explored the economic impacts of geopolitical disruptions (Katherine Barbieri, 2024; Joseph Casnati,
2024), there remains a gap concerning how these events specifically affect consumer attitudes and
behaviors in online cross-border shopping.

Therefore, this study seeks to answer the central research question: How do geopolitical events affect
consumer attitudes and buying behavior towards international brands in India? The objective is to
investigate the relationship between geopolitical tensions and Indian consumers’ trust, perceptions, and
purchase intentions related to cross-border e-commerce. By examining these interactions, the research
aims to provide valuable insights for international brands, policymakers, and e-commerce platforms
navigating the challenges of geopolitical uncertainty in one of the world’s most rapidly growing digital
markets.

CHAPTER 2 REVIEW OF LITERATURE

Understanding consumer behavior in cross-border e-commerce necessitates a thorough examination of
various theoretical frameworks that interpret how consumers make purchasing decisions, particularly in
an online environment. This section researches into prominent consumer behavior and decision-making
models, the role of trust and the country-of-origin effect, and the concept of political consumerism.

1. Consumer Behavior and Decision-Making Models

Understanding consumer behavior is critical to examining how geopolitical events influence cross-border
e-commerce. In economic theory, consumers are seen as rational agents who aim to maximize utility.
However, modern decision-making models acknowledge that psychological, social, and emotional factors
significantly influence consumer choices. Models such as the Theory of Planned Behavior (Ajzen, 1991)
and the Consumer Decision-Making Process (Blackwell, Miniard, & Engel, 2006) suggest that attitudes,
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subjective norms, and perceived behavioral control affect purchase intentions, particularly in complex or
uncertain environments.

In cross-border e-commerce, these effects are far more noticeable. Consumers often rely on limited
information about foreign sellers and must make decisions based on perceptions rather than direct
experience. Factors such as risk perception, brand familiarity, and delivery assurance become critical.
Research shows that uncertainty in international transactions, such as delivery time, product authenticity,
and post-purchase service, heavily influences consumer decisions (Lim, Lee, & Kauffman, 2006). When
geopolitical events such as trade restrictions, diplomatic tensions, or sanctions are introduced, perceived
risk increases significantly.

For Indian consumers, especially in urban centers, cross-border e-commerce is often driven by brand
aspiration and access to international products unavailable locally. However, when geopolitical tensions
occur, such as the Consumer attitude changes due to tensions around the India-China border. Customers
can choose to boycott foreign products due to psychological nationalism even in the absence of official
regulations. This aligns with the heuristic-systematic model (HSM) and elaboration likelihood model
(ELM), which state that under stress or lack of information, consumers default to simpler decision-making
routes based on cues like country of origin or political affiliations (Petty & Cacioppo, 1986).

Moreover, availability heuristics, a mental shortcut where individuals rely on immediate examples that
come to mind, can influence Indian consumers during geopolitical events. For instance, when media
coverage heavily features conflict with a certain country, consumers might become disproportionately
wary of that country’s brands, even in unrelated product categories. Therefore, geopolitical developments
directly shape the cognitive frameworks through which consumers assess risk and make purchase
decisions.

In conclusion, consumer decision-making in cross-border e-commerce is not only based on product value
or pricing. Political and emotional situations, especially those involving nationalism, trust, and media
framing, play an increasingly central role. Understanding this behavioral shift is essential to analyzing
how geopolitical events influence global shopping patterns among Indian consumers

2. Trust and Country-of-Origin Effect in Cross-Border E-Commerce

In cross-border e-commerce (CBEC), trust is arguably the most crucial factor influencing consumer
decisions, especially when consumers are engaging with unfamiliar sellers from foreign countries. Trust
encompasses not only belief in the reliability of the platform or seller but also confidence in product
quality, secure payment systems, transparent return policies, and after-sales services (Pavlou, 2003). For
Indian shoppers, whose online purchasing habits have evolved rapidly in the past decade, trust in CBEC
transactions often acts as a gateway or a barrier to participation.

Trust in CBEC is multidimensional. Lin, Ding, and Zhao (2018) note that consumer trust in international
e-commerce depends on both cognitive trust (based on perceived ability and reliability) and affective trust
(based on emotional connection and values). In geopolitical contexts, cognitive trust may be influenced
by technical factors such as past experiences, website design, and delivery systems, while affective trust
becomes deeply tied to national or political identities. For instance, Indian consumers may trust American
or European brands due to longstanding perceptions of quality and ethical standards, while distrusting
Chinese platforms due to concerns over surveillance, product safety, or state influence.

This connects with the Country-of-Origin (COQO) effect, which refers to the influence of a product’s
country of manufacture on consumer perception and behavior. COO has long been recognized as powerful
in marketing and international business (Verlegh & Steenkamp, 1999). Indian consumers often make
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judgments based on COO stereotypes: German products may be viewed as precise and durable, Japanese
products as technologically advanced, and Chinese products as affordable but low-quality. When
geopolitical tensions arise, these stereotypes become more pronounced and influence buying decisions at
scale.

For example, during the India-China border clashes in 2020, a significant shift occurred in how Indian
consumers viewed Chinese products. Public sentiment, amplified by media and nationalist campaigns,
fueled distrust in Chinese brands such as Xiaomi, Huawei, and Shein. Despite many of these brands
offering competitive pricing and modern features, Indian consumers increasingly sought alternatives
perceived as local or neutral. This behavior aligns with the findings of Joseph (2024), who observed that
Indian shoppers’ trust in Chinese platforms declined sharply after political tensions, regardless of actual
product performance.

Moreover, platforms facilitating CBEC, such as Amazon Global, AliExpress, and Banggood, are also
evaluated through this lens of trust and COO. When countries impose trade restrictions or bans, as India
did in banning Chinese apps, consumers begin to question the legitimacy or future availability of products
from that region. This uncertainty undermines trust and often leads to reduced engagement with those
platforms. Even in the absence of official sanctions, informal calls to “boycott foreign goods™ can trigger
a decline in purchases due to perceived political or social risks. Studies further suggest that trust-building
in CBEC can be enhanced through transparency in logistics, third-party reviews, detailed product
descriptions, and reliable customer service (Gefen, Karahanna, & Straub, 2003). However, when national
identity or international relations come into play, these factors may not be enough. The COO effect and
political context can override rational assessments, leading to behavior that is more emotionally than
logically driven.

In summary, trust and country-of-origin perceptions are deeply interwoven with the political context in
CBEC. For Indian consumers, who navigate a growing digital economy amidst shifting geopolitical
landscapes, trust extends beyond the technical architecture of e-commerce platforms. It also reflects
national identity, perceived allegiances, and the global image of the countries involved. Understanding
this nuanced trust dynamic is essential for interpreting Indian consumer behavior in international markets.
3. Political Consumerism in Cross-Border E-Commerce

Political consumerism refers to the use of market choices such as buying or boycotting products as
expressions of political and ethical values (Micheletti, 2003). In recent decades, consumers worldwide
have increasingly used their purchasing power to support or oppose corporate practices, government
policies, and international relations. Political consumerism includes both positive buying (supporting
products from ideologically aligned countries or companies) and negative buying or boycotts (avoiding
products linked to regimes or political actors perceived as unethical or hostile).

In the context of cross-border e-commerce, political consumerism indicates when geopolitical conflicts
shape consumer attitudes toward foreign products. For Indian consumers, political tensions such as the
India-China border standoff or trade sanctions between global powers can heavily influence the decision
to engage with brands or platforms associated with the opposing nation. A 2024 study by Joseph notes
that during heightened diplomatic tensions, consumers demonstrate increased preference for local brands
and platforms perceived as more ethical or patriotic.

This behavior often stems from the desire to participate in national solidarity or demonstrate disapproval
of foreign government actions. For instance, following the 2020 Galwan Valley clash between India and
China, widespread calls on social media encouraged Indians to “boycott Chinese goods.” The impact was
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immediate: mobile apps such as TikTok, UC Browser, and Shein were banned by the Indian government,
and many consumers voluntarily stopped purchasing from Chinese electronics brands. Similar trends have
been observed globally, such as American consumer boycotts of French products during the Iraq War or
Arab countries boycotting Danish goods after the 2005 cartoon controversy.

Political consumerism also overlaps with identity politics. When consumers perceive their purchases as a
reflection of their values, they’re more likely to act in line with their political beliefs even at the cost of
convenience or price. For example, Indian shoppers may prefer costlier but “Made in India” products over
cheaper Chinese alternatives during geopolitical tensions. The symbolic value of these choices often
outweighs rational considerations, aligning with the theory of value-expressive behavior (Skitka, 2010),
where individuals act in ways that reinforce their core values.

Social media has further accelerated political consumerism. Hashtags like #BoycottChina or
#VocalForLocal trend widely during diplomatic flare-ups, creating collective consumer action. These
movements often influence even those consumers who might not be politically inclined, simply due to
peer pressure or the visibility of nationalistic messaging. In this way, political consumerism can become
a form of digital activism, linking individual consumer behavior to broader geopolitical narratives.
E-commerce platforms have had to respond to this shift. Indian marketplaces such as Flipkart and Amazon
India began highlighting "Made in India" products and filtering results by country of origin to align with
public sentiment. At the same time, global platforms like AliExpress and Banggood saw reduced
engagement from Indian consumers. This highlights the necessity for companies to recognize political
undercurrents and adapt their branding and product strategies accordingly.

In conclusion, political consumerism in CBEC represents a powerful behavioral trend that links politics
with purchasing decisions. For Indian shoppers, international tensions don’t just influence diplomatic
headlines; they shape the contents of shopping carts. As digital platforms grow in influence, political
consumerism will likely become even more central to understanding consumer behavior in a globalized,
yet politically fragmented, marketplace.

4. Previous Research on Geopolitics and Brand Perception

The intersection of geopolitics and brand perception is a growing field of study, reflecting how political
events can reshape consumer attitudes and market performance. Scholars have long observed that
international relations influence how consumers view products, not only through economic indicators like
tariffs and trade policies but also via emotional responses rooted in national identity, historical tensions,
and media narratives (Papadopoulos & Heslop, 2002).

One of the central insights in the literature is that brands are not immune to the political reputations of
their home countries. Country-of-origin stereotypes extend beyond product quality; they encompass
perceptions of ethics, democracy, human rights, and international conduct. For instance, brands originating
from countries involved in aggressive foreign policy actions or human rights violations may suffer
reputational harm abroad. A study by Lee et al. (2009) found that South Korean consumers viewed
Japanese brands more negatively during periods of diplomatic strain, despite acknowledging the brands'
superior technological quality.

In the Indian context, geopolitical tensions with China have significantly influenced how Chinese brands
are perceived. While many of these brands—Iike Xiaomi, Realme, and Shein had established a strong hold
in the Indian market due to affordability and innovation, their brand image deteriorated following the 2020
India-China border clash. Consumers questioned the values and reliability of these companies, associating
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them with the Chinese government. It is observed that political context often overrides product attributes
in consumer evaluations during periods of international conflict.

Previous research also emphasizes that brand perception is closely linked to media framing. The way news
media and influencers depict geopolitical events can either heighten or soften the impact on consumer
sentiment. In India, calls to boycott Chinese goods were not only political but also emotionally charged,
invoking themes of patriotism, military sacrifice, and national pride. As Joseph (2024) notes, this
emotional framing led to a kind of “values-based shopping,” where brand origin became a political
statement.

Studies from other regions reinforce this trend. During the U.S.-China trade war, American consumers
reported lower trust in Chinese tech companies due to concerns over surveillance and data privacy.
Similarly, after Brexit, European consumers reported increased skepticism toward British products,
especially in countries where public sentiment viewed the UK’s exit as isolationist or economically
reckless (Katherine, 2024). These shifts were not necessarily grounded in changes to product quality or
service, but rather in symbolic interpretations of national behavior.

Another key area of research involves corporate response strategies. Brands affected by geopolitical
tensions often attempt to localize their identity, distancing themselves from controversial government
policies. For example, Huawei emphasized its Indian R&D investments and local partnerships to maintain
consumer goodwill. However, such efforts often have limited success if public perception is already
shaped by political narratives. The literature suggests that while branding strategies can buffer negative
effects, they are not always sufficient when consumers’ political emotions are strong (Roth &
Diamantopoulos, 2009).

Importantly, much of the existing research focuses on Western markets, leaving a gap in understanding
how Asian consumers, particularly in India, respond to geopolitical triggers in CBEC contexts. As Indian
consumers become more politically conscious and digitally connected, there is a need for region-specific
studies that consider local identity politics, historical relations, and evolving consumer activism.

In summary, existing literature provides strong evidence that geopolitical events can fundamentally alter
brand perception, often overshadowing traditional marketing efforts. Political narratives, media framing,
and national identity play powerful roles in shaping consumer trust and preferences, especially in cross-
border e-commerce, where origin matters deeply.

5. Overview of Relevant Geopolitical Events Affecting Cross-Border E-Commerce

To understand how geopolitical events shape consumer behavior in cross-border e-commerce (CBEC), it
is critical to examine specific instances of political disruption that have altered international trade
dynamics and consumer sentiment. Events such as Brexit, the U.S.-China trade war, and India-China
tensions serve as illustrative cases of how political conflict, economic sanctions, and diplomatic shifts
influence consumer trust, brand perception, and cross-border purchasing behavior.

5.1 Brexit

Brexit—the withdrawal of the United Kingdom from the European Union—marked a significant
geopolitical shift with wide-ranging consequences for trade and commerce. Officially concluded in 2020,
Brexit created uncertainty in the movement of goods between the UK and EU member states, increasing
customs checks, tariffs, and shipping delays. A 2024 study by Katherine found that Brexit resulted in
decreased trust in British brands among EU consumers due to fears of higher costs, bureaucratic
complications, and a perception of the UK as politically unstable.
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From a CBEC perspective, EU-based consumers were less willing to buy from UK sellers due to
fluctuating exchange rates, unclear return policies, and rising shipping costs (Katherine, 2024). Moreover,
UK-based e-commerce firms experienced a decline in their European customer base, pushing them to
reorient their operations toward non-EU markets, including Asia. This realignment influenced how Indian
consumers perceived British brands. Once seen as premium and reliable, they were now viewed with
caution due to reports of delayed deliveries and increased shipping fees.

5.2 U.S.-China Trade War

The U.S.-China trade war, which began in 2018, significantly disrupted global supply chains. With both
countries imposing tariffs on hundreds of billions of dollars in goods, cross-border transactions were
strained. For consumers in third-party markets like India, this conflict had both direct and indirect
consequences. According to the Boston Consulting Group (2014), Indian consumers faced higher prices
for goods containing American or Chinese components due to disrupted manufacturing processes and
logistical slowdowns.

Furthermore, the trade war highlighted the fragility of global interdependence. Chinese tech products such
as Huawei and Xiaomi faced negative publicity in U.S. markets, and these sentiments trickled into global
consumer perception. Ding et al. (2018) reported that trust in Chinese CBEC platforms declined globally
due to political scrutiny. Indian consumers became increasingly wary of sharing data with Chinese
companies, fearing government surveillance or a lack of legal recourse.

5.3 India-China Tensions

Among the most directly relevant geopolitical events for Indian shoppers was the 2020 Galwan Valley
clash, where Indian and Chinese troops engaged in a violent border confrontation. This event catalyzed a
surge of nationalist sentiment in India, leading to consumer-driven and government-enforced boycotts of
Chinese products. The Indian government banned over 200 Chinese apps, including TikTok, Shein, and
UC Browser, on grounds of national security, sending a clear message about the role of geopolitics in
shaping digital consumption.

Consumer reaction was swift. Boycott campaigns flooded social media, urging shoppers to avoid Chinese
electronics, fashion platforms, and even food products. It is noted that a measurable decline in sales of
Chinese brands on Indian e-commerce platforms immediately followed the conflict. Additionally,
platforms like Amazon and Flipkart added country-of-origin filters, allowing users to identify and avoid
products made in China. This highlighted the growing intersection between national security discourse
and consumer behavior.

5.4 Global Sanctions and Embargoes

Sanctions, whether imposed by the United Nations, individual states, or economic alliances, have had far-
reaching effects on CBEC. For instance, sanctions on Russia due to its invasion of Ukraine in 2022 led to
major e-commerce disruptions. Russian products were removed from many Western marketplaces, and
global shipping to and from Russia was restricted. Although India maintained a relatively neutral stance,
the ripple effects included restricted access to goods, slower international logistics, and fragmented
payment networks.

Similarly, sanctions on Iran and North Korea have made it impossible for e-commerce companies from
those countries to participate in global digital trade. This exclusion reinforces the idea that geopolitical
alignment or conflict determines participation in international e-commerce ecosystems.

5.5 Geopolitical Risks in Asia-Pacific

The Asia-Pacific region, home to major CBEC players like Alibaba (China), Shopee (Singapore), and Ra-
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kuten (Japan), has also been affected by shifting political alliances and trade regulations. Tensions in the
South China Sea, trade disputes between Japan and South Korea, and the decoupling of Western
economies from Chinese supply chains have all played a role in influencing regional e-commerce
dynamics. A recent trend identified in the Unimore (2024) thesis suggests that Asian brands are
diversifying their markets and attempting to “depoliticize” their brand identity to protect against national
backlash.

For Indian consumers, these developments mean more cautious cross-border spending. While Chinese
platforms once dominated, increasing interest in Southeast Asian and Western platforms is observable.
However, even these alternatives are scrutinized through a geopolitical lens, especially when data security,
government affiliations, or trade disputes become public.

6. Gaps in Existing Research

Despite a growing body of literature addressing the effects of geopolitics on international trade and
commerce, there remain significant gaps, especially in the context of consumer buying behavior in cross-
border e-commerce (CBEC) within India. Existing research largely centers on Western markets,
developed economies, and macroeconomic impacts, often overlooking how individual consumers,
particularly in developing economies like India, respond to geopolitical events in their online shopping
behavior.

6.1 Limited Focus on Indian Consumers

One of the most evident research gaps is the lack of academic inquiry into how Indian consumers react to
geopolitical tensions when purchasing from foreign brands. While many have begun to explore this
domain, they remain among the few that center on Indian participants. Much of the existing research has
been conducted in contexts like the United States, the European Union, or China, focusing on trade
volumes, supply chain disruptions, or political sentiment at a macro level. The micro-level psychological
and behavioral changes in consumers, such as distrust, nationalism, or digital boycotts, are less explored
within the Indian context.

For instance, after the India-China border clashes in 2020, several Chinese apps and e-commerce platforms
were banned, and there was a visible public shift toward "vocal for local" consumption patterns. However,
there is a lack of longitudinal data showing whether these behavioral shifts were temporary, symbolic, or
indicative of deeper changes in consumer sentiment. Questions remain about whether consumers
continued to avoid Chinese goods, shifted to alternatives from other countries, or eventually returned to
prior habits.

6.2 Underrepresentation of Asian E-Commerce Players

Another significant gap involves the underrepresentation of Asian e-commerce platforms such as Alibaba,
Shopee, and Rakuten in CBEC-focused geopolitical literature. These companies play a critical role in
global e-commerce, including trade with India. Yet, existing studies often use Amazon, eBay, and other
Western firms as case studies, failing to recognize the influence and geopolitical vulnerabilities of non-
Western digital commerce platforms.

Given the regional rivalries and strategic competitions in Asia, there is a strong need to examine how
Asian firms adapt their branding, logistics, and marketing in response to political challenges. Moreover,
it's important to explore how Indian consumers perceive these brands in times of regional tension. Are
these firms seen as neutral intermediaries, or are they viewed through the same nationalistic lens that
affects Chinese brands during conflict?
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6.3 Lack of Consumer Behavior Models Adapted to Geopolitics

Most consumer decision-making models are built around economic, psychological, or technological
variables (e.g., price sensitivity, user interface design, delivery speed). However, few integrate geopolitical
factors as active influencers in decision-making frameworks. With rising instances of political
consumerism, where shoppers consciously choose brands aligned with their national or moral values, it is
imperative to expand existing theoretical models.

Ding et al. (2018) and Joseph (2024) briefly acknowledge these influences, but more targeted models are
needed that account for trust erosion, media narratives, and policy shifts caused by geopolitical instability.
For instance, the inclusion of variables such as "perceived political risk" or "country-of-origin
trustworthiness" could make consumer behavior models more responsive to real-world dynamics.

6.4 Gaps in Data on Long-Term Effects

Most studies measure consumer reaction immediately following a geopolitical event. However, the long-
term impact on brand loyalty, purchasing patterns, and trust levels is not well documented. Do consumers
eventually "forgive and forget"? Does trust in a country or brand ever fully recover after a diplomatic
crisis? These are crucial questions, especially for companies attempting to rebuild their image post-
conflict. Longitudinal studies involving Indian CBEC behavior are particularly scarce and urgently
needed.

6.5 Absence of Multi-Disciplinary Approaches

Lastly, there is a lack of interdisciplinary approaches that combine political science, consumer psychology,
and digital commerce analytics to understand this phenomenon. Most research is siloed into either
international relations or marketing, leaving out rich insights that could be drawn from a more holistic
perspective. A deeper engagement with geopolitical theory could enhance predictive models of consumer
behavior, offering both academic and practical value.

The literature shows that while there is considerable work done on how geopolitics shapes global trade,
there is a clear absence of studies that center on Indian consumers, Asian e-commerce platforms, and long-
term behavioral impacts. By addressing these gaps, our research stands to make a meaningful contribution
to both academic understanding and practical business strategy in the realm of cross-border e-commerce.

CHAPTER 3. METHODOLOGY

3.1 Research Design

This study adopts a quantitative research design, as the aim is to collect numerical data and analyze it
statistically to identify patterns, trends, and relationships. Quantitative research provides measurable and
objective insights, making it suitable for understanding behaviors, preferences, and attitudes on a larger
scale.

Since the focus of the research is on obtaining first-hand responses from participants, a primary data
collection approach has been employed. Primary research ensures that the data gathered is specific to the
objectives of this study and has not been influenced or pre-processed by external researchers.

The survey method was selected as the most appropriate design, as it allows for the systematic collection
of data from a relatively large number of participants within a short period of time. It also ensures
consistency, as all respondents are exposed to the same set of questions.

3.2 Sample

The population of interest in this study consists of [insert your target group — e.g., students, working
professionals, consumers, etc.]. Since it is not feasible to reach the entire population, a sample of 120 pa-
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rticipants has been chosen to represent the target group.

The sampling method applied is convenience sampling, which involves selecting respondents who are
easily accessible and willing to participate. This method was chosen due to its practicality, time efficiency,
and suitability for studies where large-scale probability sampling is not feasible. Although convenience
sampling has limitations in terms of generalizability, it is appropriate for exploratory research and provides
a reasonable level of insight into the research problem.

The sample size of 120 participants was determined based on the principle of obtaining a sufficient number
of responses to perform meaningful statistical analysis while remaining manageable within the time and
resource constraints of the study.

3.4 Data Collection Tools

Data was collected directly from participants using an online survey format. The questionnaire was
distributed via Google Forms, which enabled easy sharing, accessibility, and automatic data recording.
Respondents were provided with a clear explanation of the study’s purpose and assured of confidentiality
before filling in their responses.

Participants were asked to voluntarily complete the survey, and only fully completed responses were
included in the final dataset to ensure accuracy and reliability. The use of Google Forms also allowed for
efficient compilation of responses into structured datasets, reducing the possibility of human error during
data entry.

3.5 Data Analysis

This survey reveals that geopolitical events significantly influence the online shopping behavior of Indian
consumers, shaping both their attitudes and purchasing decisions in the cross-border e-commerce
landscape. While a large portion of respondents actively shop from international platforms like Amazon
Global, AliExpress, and Shein, with 52% shopping rarely or occasionally, and 23% very frequently, their
choices are driven primarily by factors such as product availability (35%), perceived quality (33%), and
brand trust (28%). However, a strong national sentiment also emerges, with 80% of respondents
acknowledging that the country of origin affects their buying decisions to some degree, and expressing
high levels of trust in products from Japan (57%) and the USA (32%). Notably, geopolitical events such
as India-China tensions have led 77% of consumers to avoid products from certain countries, and 62%
indicate they would always switch to Indian brands during periods of political conflict, even when foreign
alternatives may be superior. Additionally, 78% feel a sense of patriotism when choosing Indian brands
over foreign ones. While opinions on government intervention are mixed, ranging from calls for stricter
regulation of foreign e-commerce platforms to support for consumer freedom, these findings underscore
the intricate relationship between international politics and consumer behavior in India. They highlight
the need for brands and policymakers to remain attuned to geopolitical dynamics when engaging with
Indian shoppers in the global e-commerce market.

4. Results

4.1 Demographic Breakdown of Respondents

The survey gathered responses from 120 participants, providing a diverse demographic snapshot. A
majority of respondents were young adults, reflecting the demographic most engaged in online shopping.
In terms of gender, the sample was slightly skewed toward male respondents, although both genders were
well represented. Age distribution was spread between the teenage years through the mid-fifties,
ensuring a varied perspective on cross-border e-commerce habits.
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4.2 Level of Awareness of Geopolitical Events
The results indicate that Indian consumers possess a high level of awareness regarding geopolitical events.
Notably, 77% of respondents (92 out of 120) reported that they have actively avoided purchasing products
from certain countries due to political conflicts or tensions involving India. This suggests that geopolitical
developments are not abstract issues for consumers but have tangible implications for their purchasing
decisions.
Among various geopolitical events, the India-China tensions emerged as the most significant influence,
cited by 90% of respondents (108 out of 120) as having impacted their online shopping choices. Other
events, such as the U.S.-China trade war and the Russia-Ukraine conflict, were mentioned by only 7% and
3% of respondents, respectively.
4.3 Shifts in Trust or Preference for Certain Countries’ Products
Respondents demonstrated clear preferences and levels of trust regarding the countries of origin for
products. 57% of participants identified Japan as the country whose products they trust the most for quality
and service, followed by the USA at 32%, and South Korea at 12%.
Furthermore, 80% of respondents indicated that the country of origin is either very important or somewhat
important in their purchasing decisions, highlighting how geopolitical context and national identity
influence brand perception and trust.
4.4 Changes in Purchase Frequency
Although geopolitical events influence perceptions, cross-border e-commerce remains active among
Indian consumers. When asked about the frequency of shopping from international platforms such as
Amazon Global, AliExpress, or Shein:
® 31% reported shopping rarely,
® 29% occasionally,
e 23% very frequently, and
o 17% never.
This suggests that despite geopolitical tensions, a substantial portion of Indian consumers continue to
engage in cross-border e-commerce, driven by factors like better quality, product availability, and brand
reputation.
4.5 Brand Loyalty vs. National Loyalty
A notable tension exists between brand loyalty and national loyalty among Indian consumers. While many
respondents recognize the superior quality or appeal of foreign brands, geopolitical conflicts strongly
influence their willingness to purchase international products.
e 62% of respondents stated they would always switch to Indian brands during periods of geopolitical
tension, even if foreign brands offer better quality.
An additional 38% indicated they might sometimes switch, depending on circumstances.
Only a small fraction of consumers consistently prioritize foreign brands regardless of political
tensions.
Moreover, 78% of participants expressed a sense of patriotism when choosing Indian brands over foreign
ones. This emotional connection suggests that geopolitical tensions not only influence practical shopping
decisions but also tap into national identity and personal values.
Graphical Representation
To further illustrate these findings, the following charts and graphs were created:
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1. Gender Distribution of Respondents — Showing male vs. female participation.
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2. Age Distribution Histogram — Depicting the spread of respondent ages.
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3. Frequency of Shopping from International Platforms — Bar chart illustrating shopping habits.
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4. Top Reasons for Choosing International Products — Bar chart highlighting key motivations.
Importance of Country of Origin in Online Purchases
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5. Importance of Country of Origin — Visual representation of how much the origin influences
purchases.
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6. Most Trusted Countries for Products — Bar chart of consumer trust in countries.
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7. Avoidance of Products Due to Geopolitical Tensions — Bar chart displaying how many consumers
avoid certain countries’ goods.
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8. Geopolitical Events Impacting Online Shopping — Visualizing which conflicts most influence
buying habits.
Willingness to Switch to Indian Brands During Tensions

101
60
50
40+

30¢r
20t

Number of Respondents

101

S e
v\«a‘{ o((\e ‘\((\
9

9. Willingness to Switch to Indian Brands — Chart showing national loyalty trends.
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10. Sense of Patriotism in Buying Indian Brands — Bar chart reflecting patriotic sentiments.
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These visualizations provide a clear, accessible way to interpret how geopolitical events shape Indian
consumers’ attitudes and behaviors in the cross-border e-commerce sector.

Summary of Findings

Overall, the results indicate that geopolitical events play a significant role in influencing Indian
consumers’ online shopping behaviors, particularly regarding trust in foreign brands and willingness to
switch to domestic products during periods of political tension. While consumers remain active
participants in cross-border e-commerce, their choices are intricately tied to national identity, perceptions
of product quality, and evolving geopolitical contexts.

S. Discussion

This study provides empirical evidence that geopolitical events significantly influence the online shopping
behavior of Indian consumers, aligning with existing theories in consumer psychology and international
marketing. The findings support the Limited Capacity Model and the notion that consumers process
information selectively, filtering geopolitical cues through personal values, emotions, and perceived
threats to national identity.

Consumers in this survey demonstrated heightened sensitivity to geopolitical tensions, particularly the
India-China conflict, with 77% avoiding products from certain countries and 62% willing to switch to
Indian brands, even if foreign products were of higher quality. This behavior underscores how geopolitical
narratives can disrupt brand loyalty and foster consumer nationalism, a pattern consistent with research
suggesting that political context and media framing strongly influence consumer perceptions and purchase
intentions (Katherine Barbieri, 2024; Joseph Casnati, 2024).

The influence of media, government sentiment, and public opinion appears central to shaping these
attitudes. Widespread media coverage of conflicts like the India-China border tensions magnifies
perceived risks associated with foreign products. National leaders' statements and social media campaigns
calling for boycotts further reinforce public sentiment, shifting consumer trust and loyalty away from
foreign brands.

Interestingly, while overall national loyalty was strong, the data revealed demographic nuances. Younger
respondents were more digitally connected and aware of global events, yet they also exhibited slightly
higher willingness to continue engaging with foreign brands, driven by brand trust and product availability.
Older consumers displayed more consistent patriotic tendencies, aligning their shopping choices with
broader national sentiment.
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Despite these insights, this study has certain limitations. The sample size, while reasonable, is relatively
modest at 120 respondents, and respondents were primarily from urban, digitally connected segments.
This may limit the generalizability of findings to rural populations or less digitally engaged demographics.
Moreover, responses were self-reported and may reflect social desirability bias, particularly regarding
patriotic sentiments or willingness to boycott foreign brands.

Nonetheless, the results clearly demonstrate that geopolitics can significantly reshape consumer behavior,
influencing trust, brand loyalty, and the broader dynamics of cross-border e-commerce.

CHAPTER 6. IMPLICATIONS

For Brands

For international brands operating in India, this study highlights the critical need for geopolitical
sensitivity in marketing strategies and communication. Brands must be mindful of public sentiment and
government positions, particularly during periods of geopolitical tension. Messages that appear insensitive
or misaligned with national sentiment can rapidly erode consumer trust and loyalty.

Moreover, the findings emphasize the importance of localizing strategies in politically uncertain climates.
Brands might consider forging local partnerships, highlighting contributions to the Indian economy, or
adopting messaging that resonates with national values to maintain consumer engagement. Offering
alternative supply chains or local manufacturing can also help mitigate the impact of geopolitical
disruptions on product availability and brand perception.

For Policy Makers

For policymakers, the study underscores how national policies and public statements directly shape
consumer perception of foreign brands. Protectionist rhetoric and trade barriers can influence not only
macroeconomic trade flows but also everyday consumer decisions, potentially leading to lasting shifts in
market dynamics. Policymakers must balance national interests with the need to maintain healthy cross-
border trade relationships, as overly restrictive measures could reduce consumer choice and stifle market
innovation.

Furthermore, the study suggests that clear, transparent communication from government authorities during
geopolitical events can help manage public perception and avoid misinformation that may unnecessarily
disrupt trade and consumer confidence.

For Researchers

For researchers, this study highlights the need for further exploration of geopolitical impacts across
different regions and demographic groups. Future research could examine rural vs. urban responses,
generational differences, or variations across different income levels. Cross-cultural studies comparing
India’s consumer responses to those in other large emerging markets (e.g., Brazil, Indonesia) could provide
a more global perspective on how geopolitical events shape consumer behavior in diverse cultural
contexts.

Additionally, longitudinal studies could track how consumer attitudes evolve in response to ongoing
geopolitical developments, helping brands and policymakers anticipate future shifts in consumer
sentiment and market dynamics.

CHAPTER 7. Conclusion
This study set out to answer the research question: How do geopolitical events affect consumer attitudes
and buying behavior toward international brands in India’s cross-border e-commerce market? The findings
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demonstrate that geopolitical tensions significantly influence Indian consumers' online shopping habits,
particularly in relation to trust in foreign brands and national loyalty.

While many Indian consumers continue to engage with international e-commerce platforms, their
decisions are shaped by factors including product availability, brand trust, national identity, and political
context. Events such as the India-China tensions have led the majority of respondents (77%) to avoid
products from certain countries, while 62% indicated they would switch to Indian brands during times of
political conflict, even when foreign products offer higher quality. A significant 78% feel a sense of
patriotism in choosing domestic brands over foreign ones.

These results highlight that geopolitical events do not merely affect governments and corporations; they
penetrate deeply into the psychology of individual consumers, reshaping brand perceptions and purchase
decisions.

Looking forward, future research should explore this topic in broader contexts, examining different
regions within India, other emerging markets, and the longer-term effects of geopolitical events on
consumer loyalty and market trends. For brands and policymakers alike, these insights emphasize the need
for geopolitical awareness, cultural sensitivity, and adaptive strategies to navigate the complexities of
global commerce in an era of heightened political uncertainty.
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