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ABSTRACT 

This research has focused on understanding the factors that influence, Omani 

consumers’ purchase behaviour towards consumer goods under the global oil crisis 

driven scenario.   The literature review helped the researcher to identify product, price, 

place, promotion, socio-cultural factor, value perception and price consciousness as 

the variables that may affect the consumer purchase behaviour towards consumer 

goods.  The possible influence of these factors on consumer purchase behaviour were 

tested through nine hypotheses, using structural equation modelling technique, on the 

data collected through reliability and validity tested questionnaire, among the samples 

identified through cluster sampling method, within the target population consisted of 

individuals between 15 to 64 years of age.  The research found ‘product’ to exert major 

influence on consumers’ purchase behaviour towards consumer goods followed by 

price, place and promotional elements. The study also found socio-cultural factor to 

play a mediating role on the relationship between price and consumer purchase 

behaviour, apart from its direct influence on consumer purchase behaviour.  Value 

perception was also found to influence the consumer purchase behaviour, while 

playing mediatory role on the relationship between consumer purchase behaviour and 

marketing mix elements price and promotion.  This study has also found price 

consciousness to play moderating role on the relationship between consumer purchase 

behaviour and marketing mix elements price, place and promotion. This study adds 

immense value and variety to the existing literature with focused, country specific 

information, while supporting the business organizations in reviewing and improving 

their marketing effort.  This research findings could also support the retail industry by 

providing focused information about the factors that influence consumers’ purchase 

behaviour towards consumer goods.  This study also extends its contribution towards 
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policy development by providing useful inputs to the local authorities to understand 

the factors that influence consumer purchase behaviour and redefine their strategies to 

improve consumer spending, while guiding future researchers, as these findings could 

be used as a point of reference for future studies.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



iv 

 

APPROVAL  

 

This is to certify that this thesis conforms to acceptable standards of scholarly 

presentation and is fully adequate, in quality and scope, for the fulfilment of the 

requirements for the degree of Doctor of Philosophy 

The student has been supervised by: Dr Mohamed Ghouse Abdul Madhar 

The thesis has been examined and endorsed by: 

 

Associate Professor Dr. Oo Yu Hock 

Associate Professor, 

Asia e University 

Examiner 1 

 

Associate Professor Dr. Rosli Bin Saleh 

Professor, 

Universiti Malaya 

 Examiner 2 

 

Professor Dr. Goi Chai Lee 

Professor, 

Curtin University, Malaysia. 

 Examiner 3 

 

This thesis was submitted to Asia e University and is accepted as fulfilment of the 

requirements for the degree of Doctor of Philosophy. 

 

 

 

 

 

 

Professor Dr Siow Heng Loke 

Asia e University 

Chairman, Examination Committee  

(21 March 2023) 

 



v 

 

DECLARATION 

I hereby declare that the thesis submitted in fulfilment of the PhD degree is my own 

work and that all contributions from any other persons or sources are properly and 

duly cited.  I further declare that the material has not been submitted either in whole 

or in part, for a degree at this or any other university.  In making this declaration, I 

understand and acknowledge any breaches in this declaration constitute academic 

misconduct, which may result in my expulsion from the programme and / or exclusion 

from the award of the degree. 

 

 

 

 

 

Name:  Thangarasa Tiburtrious Andrew Rohanaraj 

 

 

 

Signature of the Candidate:                                                  Date:  1st February 2023 

 

 

 

 

 

 

 

 

 

 

 

 

 



vi 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Copyright by Asia e University 



vii 

 

ACKNOWLEDGEMENT 

First and foremost, I wish to thank the God almighty for being my constant guide and 

source of encouragement throughout this program. 

I would like to thank each and every person who has been a part of this research 

through the contributions made in numerous ways.  

My sincere appreciation and thanks go out to the members of the Doctoral 

committee and to all the individuals who took part in this research for their time and 

effort spent, for the development of this study.  

I wish to sincerely thank my research guide, Dr. Abdul Madhar, forme  Head 

of the Department, Department of International Business Studies, University of 

Technology and Applied Sciences, Nizwa, Sultanate of Oman,  for his  valuable time, 

advice and guidance that contributed much benefit to this study.  My sincere 

appreciation and thanks also go out to Mr. Vaheed Ubaidullah, ex. faculty member, 

Indian Institute of Management (IIM), Bangalore, and Dr. Omer Ibrahim, Assistant 

Professor, College of Banking and Financial Studies, Oman, for their valuable advice 

and support.   

      My sincere gratitude and appreciation go to my family, for being more than 

supportive and a source of strength right throughout this study.   

I also would like to take this opportunity to record my sincere thanks, to the 

Dean, SGS, AeU, and the management team of AeU Malaysia for their cooperation 

and support. 

I also place on record, my sense of gratitude, to one and all, who directly or 

indirectly, have helped me to complete this research. 

 



viii 

 

TABLE OF CONTENTS  

                                                                        Page 

ABSTRACT           ii 

APPROVAL                                                                                                  iv 

DECLARATION                                                                                       v 

ACKNOWLEDGEMENT                                                                         vii 

TABLE OF CONTENTS                                                                        viii 

LIST OF TABLES                                                                                      xi 

LIST OF FIGURES                                                                                     xii 

LIST OF SYMBOLS / ABBREVATIONS                                                xiii 

 

CHAPTER 1   INTRODUCTION                                                                             1 

                                                                                               

1.1 Research Background         3 

1.2 Statement of the Problem                                                               7 

1.3 Rationale of the Research                                                               8 

1.4 Justification for Research Focus                                                 10 

1.5 Research Question                                                                         10 

1.6 Research Objectives                                                                         11 

1.7  Scope of the Study                                                                         11 

1.7.1 Coverage of Geographical Area                                     11 

1.7.2  Product Selection                                                             12 

1.7.3   Respondents                                                                         13 

1.8 Significance of the Study                                                             13 

1.8.1   Significance to the existing literature                                     13 

1.8.2   Significance to business organizations                                     13 

1.8.3   Significance to the policy makers                                     14 

1.8.4   Significance to future researchers                                     14 

1.9 Explanation of Terms                                                                         14 

1.10    Structure of the thesis                                                                         15 

 

CHAPTER 2   LITERATURE REVIEW                                                              17 

  

2.1 Consumer goods in context                                                             18 

2.2 Consumer approaches towards purchase behaviour                         20 

2.2.1 Learned behavioural approach                                     20 

2.2.2  Social behavioural approach                                                 21 

2.2.3    Rational behavioural approach                                     22 

2.2.4 Unconscious behavioural approach                                     23 

2.3  Consumer purchase behaviour under austerity measures             23 

2.4  Purchase patterns and consumer spending – An Omani perspective 26 

2.5  Identifying the theoretical gap                                                 28 

2.5.1 Fundamental theories on consumer purchase behaviour 28 

2.3.2 The theoretical gap                                                             39 

2.6 Factors influencing consumer buyer behaviour                         41 

2.6.1   The role of marketing mix elements                                     43 

2.6.2   The role of Socio-cultural factor                                     61 

2.6.3   The role of Value perception                                                 72 

2.6.4   The role of Price consciousness                                     75 



ix 

 

2.7 The research gap                                                                         80 

 

CHAPTER 3   RESEARCH METHODOLOGY                                                  82 

  

3.1 Nature of the Research                                                             84 

3.1.1 Type of Research                                                             84 

3.1.2 Social Research                                                             86 

3.1.3  Basic Vs Applied Research                                                 87 

3.2    Research Hypothesis                                                                         87 

3.2.1.  Product                                                                                     88 

3.2.2   Price                                                                                     88 

3.2.3   Place                                                                                     89 

3.2.4   Promotion                                                                         90 

3.2.5   Socio-cultural factor                                                             91 

3.2.6   Value perception                                                             93 

3.2.7   Price Consciousness                                                             95 

3.3    Research Approach                                                                         96 

3.4  Research Design                                                                         97 

3.4.1     Conceptual framework                                                 97 

3.4.2   Sampling plan                                                                       103 

3.4.3 Sampling technique                                                           108 

3.4.4  Quantitative vs Qualitative Research                                   110 

3.4.5   Questionnaire Formation and Data Collection                       110 

3.4.6   Pilot Study                                                                       117 

3.4.7   Reliability                                                                       119 

3.4.8   Validity                                                                                   120 

3.4.9   Data Analysis and Interpretation                                   122 

 

CHAPTER 4   FINDINGS AND ANALYSIS                                                     126 

 

4.1   Pilot Study – An in-depth Analysis                                               126 

4.1.1   Measurement model                                                           129 

4.1.2   Structural model                                                           130 

4.1.3    Conclusion – Pilot Study                                               130 

4.2   Actual research                                                                                   131 

4.2.1  Respondents’ profile                                                           133 

4.2.2    In-depth analysis of actual research data                       137 

4.2.3   Discussion                                                                       171 

 

CHAPTER 5   CONCLUSION AND RECOMMENDATIONS                       207 

  

5.1 Summary                                                                                   207 

5.2  Recommendations                                                                       227 

5.2.1  Policy implications                                                           228 

5.2.2  Suggestions for future research                                   232 

5.3  Conclusion, Research Contribution and Limitations                       234 

 

REFERENCES                                                                                               241 

APPENDICES                                                                                               279 

Appendix A Questionnaire                                                                        279 



x 

 

Appendix B Population Density in Major Omani Cities                          287 

Appendix C Respondents Profile – Actual Research                               288 

Appendix D Descriptive Statistics                                                            294 

Appendix E Bi-variate Correlation Table– Actual Study                         295 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xi 

 

LIST OF TABLES 

Table                                                                    Page  

 

3.1        Population Break Down 105 

3.2        Population Break Down based on Strata 105 

3.3        Number of Samples Chosen from Each Stratum 109 

3.4        Number of Samples Chosen from Each Subgroup 109 

3.5        Number of samples chosen from each stratum for the pilot study 117 

4.1        Variables and Items Considered Under Each Variable 132 

4.2        Skewness and Kurtosis Readings 139 

4.3        Bootstrapping – Bias Corrected Percentile Method 141 

4.4        Factor loadings within identified constructs 143 

4.5        Goodness of fit and predictive relevance indices 144 

4.6        Convergent and Discriminant Validity Measurements 146 

4.7        Factor Loadings and Average Variance Extracted (AVE) 147 

4.8        Goodness of Fit Calculation for the Modified Research Model 147 

4.9        Constructs and Items used in the Modified Research Model 149 

4.10      Bootstrapped Information and t-statistics 150 

4.11      Effect Size Calculation 151 

4.12      Mediation Analysis to test Hypothesis 6a 156 

4.13      Mediation Analysis to test Hypothesis 6b 157 

4.14      Mediation Analysis to test Hypothesis 6c 159 

4.15      Mediation Analysis to test Hypothesis 6d 160 

4.16      Mediation Analysis to test Hypothesis 8a 162 

4.17      Mediation Analysis to test Hypothesis 8b 163 

4.18      Mediation Analysis to test Hypothesis 8c 164 

4.19      Mediation Analysis to test Hypothesis 8d 165 

4.20      The Moderating Relationship of Price Consciousness 166 

4.21      Summary of the conclusions arrived through Hypotheses testing 169 

 

  

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 



xii 

 

LIST OF FIGURES 

Figure                               Page  

 

2.1       Nicosia Model of Consumer Decision Making                                              32 

2.2       Howard and sheth Model of Buyer Behaviour                                               34 

2.3       Consumer Decision Model                                                                             36 

2.4       The Black Box Model of Consuemr Behaviour                                             38 

3.1       Conceptual Framework                                                                                 101 

4.1       Confirmatory Factor Analysis                                                                      137 

4.2       Modified Research Model                                                                            149 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



xiii 

 

LIST OF SYMBOLS / ABBREVATIONS 

COO  - Country of Origin 

p  - Value of significance 

r  - Coefficient of Correlation 

r2/ R2   - Coefficient of Determination 

UAE  -  United Arab Emirates 

GCC  - Gulf Cooperation Council 

NCSI  - National Centre for Statistics and Information 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



1 

CHAPTER 1  

 INTRODUCTION 

Consumer purchase behaviour refers to the consumer’s way of responding to a 

product or brand.  As per the observations of Walter and Paul (1970), “It is the 

process whereby individuals decide whether, what, where, how and from whom to 

purchase goods and services”.  It also focuses on the consumer’s emotional, mental 

and behavioural responses that precede, such purchase decisions.  Organizations that 

market products and services either take the time to study consumers’ purchase 

behaviour themselves or use the research results already available in the public 

domain.  As consumers are the kings of marketplace, understanding their purchase 

behaviour and the factors that influence such patterns of consumption will definitely 

help the organization to work towards influencing their purchase decisions.  

The purchase behaviour and the factors that influence such behaviour varies 

greatly among different product groups, communities and regions as well.  The type 

of purchase behaviour displayed when purchasing a consumer product differs in 

terms of consumers’ involvement and value for money.  The purchase behaviour 

towards consumer goods (in terms of involvement and value placed on a product / 

brand) differ greatly among different communities, regions and countries located 

within the same geographical location as well.  A classic display of such differences 

in purchase motivations could be witnessed within the Middle East region and even 

within GCC countries.  Though the region is considered to be mostly homogenous in 

terms of culture, religion and the language spoken within the communities, the 

consumption patterns show considerable difference between these countries and 

communities.  Consumers within GCC countries, though similar in terms of trade, 

culture, religion and language spoken, still display stark differences in their purchase  
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motivations and purchase behaviour.     

Oman, displays significant differences in consumer sentiments, compared to 

the rest of the GCC countries.  The type of purchase behaviour displayed by Omani 

consumers differ greatly from the rest of the GCC countries, due to their highly price 

sensitive nature driven by conservative approach towards purchases.  Oman, being 

one of the countries badly affected by the global oil crises, is in the process of 

developing strategies to improve consumer spending and bring the economy back on 

track.  Oman’s economy used to be relatively stable (Nair, 2016), enjoying higher 

growth rate and budget surpluses supported primarily by higher oil prices (Fanack, 

2018).  This oil based financial fortune resulted in the government providing 

generous subsidies on multiple goods and services (Erlich, 2015).  Such subsidies 

greatly improved the spending power of the final consumer.  The disposable income 

of the consumers was further increased by the higher incentives and bonuses paid by 

organizations, due to their improved financial performance in the market (Siddhiqui, 

2018).  This resulted in consumers spending lavishly on a carefree manner on the 

purchase of products and services (Jones & Ridout, 2015).  However, the global oil 

crisis and the resultant drop in the country’s revenue, since 2014, have negatively 

influenced the economic conditions in the country (Fanack, 2018). This adverse 

economic environment resulted in the government deciding to restrict welfare 

spending to around 50% of its original value (Fanack, 2018).  The drastic drop in oil 

prices in the global market, its impact on the country’s economic foundations and the 

corrective actions taken by the government, (such as, austerity measures, cuts in 

welfare spending and subsidies etc.) seems to have played a huge role in developing 

a more conservative (Huq, 2017) price conscious mindset, among Omani consumers.  

The Middle-East Sentiment Survey (MESS) conducted by Mckinsey & Company 
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(TNS, 2018) has also supported these observations through its findings, which found 

nearly 78% of the consumers to be displaying conservative purchase approach with 

nearly 55% being price conscious during their purchases. This price conscious (The 

Report, 2014; D’auria, 2018; TNS, 2018) and value focused (The Report, 2014) 

approach has resulted in a market where the household expenditure is vastly 

dominated by need based spending on consumer products, particularly food, apparel 

and footwear.  As the market for perishable products such as food tends to be stable 

in Oman, focusing on the clothing and footwear sector, and understanding the factors 

that influence consumer purchase behaviour towards consumer goods, and using the 

knowledge gathered to develop effective marketing decisions, could help Oman to 

achieve its goal of improving consumer spending and driving the economy towards 

positive and sustainable growth. This requires a detailed study focusing on the factors 

that influence consumer purchase behaviour towards consumer goods in the global 

oil crisis driven Oman. 

While the studies of this nature can add immeasurable value to the existing 

literature through the addition of focused region related and country specific 

information on consumers’ purchase behaviour towards consumer goods, they can 

also help organizations and government to understand the factors that influence 

Omani consumers’ purchase behaviour towards consumer goods and devise 

strategies accordingly, to improve their market viability. 

1.1 Research Background  

The Consumer purchase behaviour differs considerably between different product 

groups. Consumers of the present era, in general, have greatly reduced the importance 

placed on loyalty-based purchases and focus on many other aspects related to the 

products and services while making their purchase decisions.  This change of 
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preferences was driven by multiple factors both finance and non-finance related in 

nature, and needs to be considered seriously by the marketers, while working on their 

business models.   

Product characteristics such as brand and image generally play a vital role in 

consumer decision making.  Customers are proved to be more brand savvy, when 

motivated towards satisfying hedonic needs, mainly due to the hedonic value placed 

on the purchase activity and, when managed properly by meeting the diverse needs 

and treating each customer as a unique personality, these characteristics accrue 

significant value to their owners.  But, it is questionable whether the same could be 

said with utmost confidence when the consumers are more price conscious with a 

value for money based approach towards purchases and motivated towards satisfying 

utilitarian needs, as the purchase orientations differ considerably based on the actual 

needs.  The perception towards risk, the emphasis on subjective and experiential 

aspects also differs considerably among these consumer groups.   

Most consumers go through similar mental processes during the decision-

making process, but still end up buying different products or brands due to internal 

and external influences (Zhang, Aikman & Sun, 2010).  The degree of rationality 

displayed also differ considerably among these consumers.  Most products fail in 

their endeavour to be the most preferred due to the mismatch between supplier 

expectations and actual consumer purchase behaviour.  As such bridging this gap 

needs a detailed study on the factors driving the purchase behaviour of the final 

consumer. 

Middle East region has remained relatively calm for a long time as far as the 

competition is concerned, mainly due to certain restrictions and entry barriers 

imposed by the governing bodies of different countries.  The restrictions enforced on 
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foreign businesses and foreign direct investments have resulted in many 

organizations looking for more profitable locations to expand their business ventures.  

But the unexpected drop in oil prices and its impact on the budgets of the respective 

countries have forced this whole region to rethink its strategy towards diversifying 

their earning options to improve consumer spending.   

The Sultanate of Oman enjoyed a double-digit GDP growth rate before the 

oil crisis, which made it a very unique regional success story in the GCC.  With a 

modest population of around 4.6 million (as per the 2017 census released by National 

Centre for Statistics and Information, Oman), the country displayed strong economic 

resilience through political stability and strong economic growth and stable exchange 

rate.   The higher oil prices and the resultant prosperity has driven the country towards 

extensive state expenditure in the form of high subsidies and expanded public sector 

payrolls.  But, the trend has taken a nose dive since 2015, where the fast dropping oil 

prices has sent the revenues plunging down by 30% resulting in a current account 

deficit of 14% of GDP for the first time in 2016 (Siddhique, 2018, p68).  The 

unexpected situation unfolded in 2015 has made the government of Oman to 

understand that it is necessary to reshape its piously followed demand driven 

macroeconomic model  to a more relevant austerity focused economic model.  This 

resulted in Oman’s state budget for 2017 taking a more austere approach through 

11% spending cut on public utilities, around 20% reduction in energy subsidy to 

power sector, around 20% to 30% rise in fuel prices, job cuts, wage freezes slashed 

gratuities along with perks and bonuses to individuals being linked to productivity 

measures (Siddhique, 2018, p77).  Despite these austerity measures being 

implemented, the budget deficit for 2017 remained high at 12% of projected GDP for 

the year 2017 (Schneider, 2016).   This requires the country to adopt a more focused 
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 and diversified approach towards revenue generation while continuing with its 

proposed measures to reduce its budget deficit (Siddiqui, 2018, p78).     

Oman, as one of the countries worst affected by the oil crisis, within the GCC, 

is now in the process of shedding its traditional oil / gas dependent outlook, and 

moving into the new world by diversifying its earning options and focusing on the 

retail industry to enhance consumer spending.  As a result of the drastic drop in oil 

prices and the adverse economic situation that followed, consumers in Oman have 

also changed their purchase approach towards price sensitiveness and has shifted 

their focus towards value for money-based purchases (Siddhique, 2018, p69).  The 

adverse macro-economic situation was very much visible in the performance of 

consumer goods sector in Oman, where the growth has decelerated since 2014 and 

slumped by 18.2% in 2016.  The trend continued in 2017 as well (“Oman’s wholesale 

and retail sales”, 2017).  The negative economic outlook has resulted in decreased 

consumer confidence in the economy and hence reduced consumer spending.  As the 

decrease in consumer spending could ultimately push the economy into recession, it 

is important for the governments and decision makers to find the ways and means to 

improve consumer spending.   

The household income and expenditure survey results released by Oman’s 

National Centre for Statistics and Information (NCSI, 2014) has identified, apparel 

and footwear sector as attracting the second largest chunk of the consumer spending 

in Oman; next to food products.  As food products are perishable, and need based in 

nature with a stable demand, focusing on the apparel and footwear sector could be a 

useful option to improve/ increase consumer spending in Oman.  

Only few studies have been carried out to date to capture and understand this 

change of preference and purchase behaviour in the Middle East region and 
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especially among GCC countries.  But the number of studies done would become 

even lesser, if the focus is turned towards the consumers in Oman.  This lack of 

research effort has created a huge gap on the availability of region specific and 

country specific literature related to consumer purchase motivations towards 

consumer products. 

 The situation begs for a detailed study of the Omani market, capturing both 

the consumer buying patterns and their purchase behaviour, especially for consumer 

goods with the special focus on apparel and footwear sector.  A study of this nature 

will undoubtedly support the researcher in identifying the factors that influence 

consumers’ purchase behaviour and develop focused literature related to the purchase 

behaviour of consumers in Oman, towards consumer goods and add value to the 

existing literature.  On the other hand, the results would also help governments and 

the organisations to understand the purchase behaviour of the consumers towards the 

targeted area and sectors in Oman, along with the factors that influence such 

behaviour, and develop focused strategies, to improve consumer spending.  

 1.2 Statement of the Problem 

Oman was a high-income economy before the oil crisis set in mid-2014 (Nair, 2016).  

The population, before the oil crisis, was supported greatly by the subsidies provided 

by the government and its very generous social spending (Erlich, 2015).   The 

government initiatives related to public welfare, employment opportunities in the 

sector and unemployment allowance etc (Fromson & Simon, 2019), along with the 

higher income received by the employees due to higher oil prices, resulted in a worry-

free spending approach from the Omani consumers (Jones & Ridout, 2015).  

However, the unexpected drop in oil prices and the resultant reduction in oil revenues 

since mid-2014 have exerted severe pressure on Omani economy (OCR, 2020).   As 
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a direct result, Oman has experienced severe budget deficits that is equal to 21% of 

GDP in 2016, 12% of GDP in 2017, 8% in 2019 (OCR, 2020) reaching to around 

20% of GDP in 2020 (FR, 2020).  The low oil prices, reduced revenues and resultant 

budgetary constraints have forced Omani government to take remedial action in the 

form of austerity measures (Erlich, 2015).   The oil crisis and resulted austerity 

measures in terms of reduction in subsidies, welfare spending and other incentives 

have greatly reduced the financial freedom enjoyed by the Omani consumers (OCR, 

2020) and made them to alter their purchase approach.  This has resulted in Omani 

consumers becoming more conservative in their purchase approach, thereby 

displaying a more price conscious (The Report, 2014; D’auria, 2018; TNS, 2018) and 

value focused (The Report, 2014) purchase behaviour.  This makes it important to 

have detailed understanding of the factors that drive Omani consumers’ purchase 

behaviour towards consumer goods in the current scenario.  

1.3 Rationale of the Research 

The economic situation in oil-dependent countries, especially the Middle East region, 

is going through a rough ride.  Adverse terms of trade and unexpected drop in oil 

prices have substantially reduced oil-producing states’ earnings and has compelled 

some of the ‘once strong’ economies to focus on austerity measures to overcome the 

situation.  This issue has also forced many of these countries to decide on whether to 

wait for another boom in oil prices or venture into new avenues so that the nation 

could develop a sustainable economic platform without depending totally on their 

now volatile, prime product, oil.     

Gulf Cooperation Council (GCC) states hold nearly 30% of the worlds proven 

oil reserves.  These economics are still dependent on the hydrocarbon (Petroleum) 

sector as the major source of income, and hence, any drop in crude and gas prices 



9 

 

affects these countries very dearly.  The impact of this unexpected situation was 

greatly felt in the GCC countries, where the growth is expected to remain weak and 

quite restrained, for a considerable period (IMF, 2016).    

Oman along with Bahrain, is severely affected by the drop in oil prices, 

compared to the rest of GCC countries, due to their over dependence on 

hydrocarbons, and higher production cost of oil products. (“Oman’s wholesale”, 

2017).  The Sultanate of Oman has been affected even badly, due to its widest current 

account gaps. The situation has created a very bleak outlook for the near future with 

the growth rates moving in the negative direction.  The outlook for Oman, is further 

aggravated by the lack of vast financial buffers, which could have supported the 

country to manage the situation for a sustained period of lower oil prices.  Lack of 

strong macroeconomic fundamentals (such as diversification, solid financial buffers 

etc.) have made Oman highly vulnerable (Cornock, 2015) to the external shocks and 

forced the country to be more innovative in their business strategies, by reducing its 

dependence on one core product and focus on other sectors to generate the revenue 

required.   

With this identified goal in mind, Oman is now focusing on diversifying its 

earning options to reduce its dependence on oil revenue, while focusing on rising the 

confidence, and powering the domestic demand by strong retail sales.  Oman has 

identified consumer goods industry as one of the possible targets, along with 

hospitality industry to improve retail sales and increase customer spending (The 

Report, 2014).  As mentioned earlier, apparel and footwear sector, within the 

consumer goods industry, attracts the second highest portion of the household 

expenditure on retail products, next to food products (NCSI, 2014).  As food products 

are generally need based with a relatively stable demand, focusing on the factors that 
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influences consumer purchase behaviour towards apparel and footwear sector will 

help the organizations and the local authorities to work towards focusing on those 

factors to increase retail sales and improve consumer spending related to consumer 

goods.  As such, this research focuses on gathering useful insights related to the 

purchase behaviour of consumers in Oman towards consumer goods, by focusing on 

apparel and footwear sector.   

1.4 Justification for Research Focus 

The consumer market in Oman differs greatly from the markets of the neighbouring 

GCC countries. Omani consumers are very much price sensitive and highly value 

driven compared to the rest of GCC population (Cornock, 2015).  This point is also 

acknowledged by the household expenditure and income survey report, released in 

2014 by the National Centre for Statistics and Information (NCSI, 2014), which 

identified apparel and footwear sector to be attracting the second highest household 

spending next to food products.  As the market for perishable goods such as food, 

tends to be stable in Oman, growth in other consumer products could indicate real 

economic growth (Kotagama, 2016).  As apparel and footwear sector, attracts the 

second largest share of purse, next to food, within the consumer goods category, 

focusing on this sector and identifying the factors that could influence the purchase 

behaviour of the consumers towards consumer goods, could provide immense 

support to both business organizations and local administrators in decision making 

and strategy development.   

1.5 Research Question 

This research attempts to answer the following questions.  

a)   What are the factors influencing the consumer purchase behaviour 

towards consumer goods, in Oman?  


