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The article was written by Sun, Zheng, Su, and Keller (2017) and it effectively exemplifies the intention-behavior discrepancies (IBDs) of various products mainly comparing the IBDs of foreign and domestic products. The article also compared and characterized the influence the origin country had on the product’s IBD value. From the study, we can see that domestic products have a higher IBD than foreign products and this implies that the majority of consumers express a high intention of buying products that are produced by local companies. However, despite the expression of interest by consumers to purchase products from local companies, the interest or intention does not actually translate into sales. This is mainly because consumers change preferences when they are purchasing products and end up buying something different from what they initially wanted. It is common to find a consumer knows what she or he wanted before getting to the grocery store but they change their mind when they get to the shelves and end up picking a foreign brand and this behavior is mainly attributed to the way companies advertise their products (Sun, Zheng, Su, Keller, 2017)
    It is common knowledge that companies develop the most attracting and captivating adverts or marketing strategy when they are introducing their product to the market. The companies spend a significant amount of money as well as resources to place advertisements in social networks, televisions and in prints while bigger companies hire people to do the marketing on their behalf.  Companies are able to project the expected sales through marketing but the results from the study show that marketing is not a good strategy to project sales especially when the products involved are produced locally. The high IBDs of locally produced products show that there are either lapses or disconnects in the information that consumers have pertaining to a particular product. Foreign products may also have lower IBDs and this is mainly as a result of the reputation the products have in their country of origin. The study concluded that the country of origin does have an influence on the IBD of a product an example being cars. Cars from Japan and Germany have low IBDs and these shows that majority of the consumers who declare their intention to buy cars from either of the two countries actually end up buying the cars. This is an indication that the clients have a strong inclination towards the product and the marketing department is strong and nothing has been powerful enough to change the consumers’ choice. 
However, there is a need to ensure that all information regarding a product is available for the consumer to make an informed decision. This is mainly because it is possible to change the consumer’s mind based on the information fed to them about the product. High IBD can be associated with the inaccurate representation of information an example being marketing propaganda. A consumer may be prompted to buy a product as a result of marketing propaganda and later realize that the purchased product is different from the product they intended to buy. Such scenarios lead to stigmatization of the intended product as well as the company being labeled as propagandists leading to lower expectations and preferences in future. Some companies have faced closure since despite their efforts to produce high-quality products they are unable to remove the type-casting on their products. Persistent organizations take years to recover, survive and establish the trust of the market.
    The article is resourceful in understanding market dynamics but it also states that currently, the market relies on public opinion to make choices. Foreign brands have recorded a rise in IBD and this says that most consumers are more comfortable buying products from other countries. The reasoning is that international products are scrutinized by a wider range of consumers with different tastes and the product must have passed various tests for it to be launched internationally. Products from various countries are regarded as superior with expert production hence consumers believe they have higher guarantees.
    The article also advocates an honest product marketing scheme by ensuring the goal of a new product within the first year of introduction is to survive competition as opposed to earning profits. This helps the product gain support from the consumers and consumers also speak out on any discrepancies the product may have. If a company takes consumer feedback positively, they improve on the product to get rid of the discrepancies but if they ignore they consumers’ opinions they end up making losses. With the internet growth, it is easier to give reviews about a product and the product may end up posting negative reviews on the internet making a wider group of people avoid the product. “Companies should, therefore, invest in taking consumer feedback positively and improving their brand to remain competitive and relevant to the company.” (Sun, Zheng, Su, Keller, 2017)
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