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Abstract

The continued spread of globalization has resulted in levels of global product
availability that is not only unprecedented, but would have been regarded as
impossible not too long ago. Products of almost every conceivable national
origin (both industrial and fresh agricultural products) are now widely availa-
ble throughout the world. Because the “country of origin” (COO) label of a
product is a factor that in many cases influences the buying behavior of con-
sumers, government policy makers and businesses know that they need to in-
vestigate consumer attitudes toward both domestic and imported products
and the findings of these investigations need to be used to formulate more ef-
fective national “buy local” campaigns and marketing strategies. This issue has
never been important in Oman than it is now when the country has embarked
on strategies to diversify the economy. The success of the diversification
strategies by the Oman government would, among other things, depend on
the success of the promotion of “locally produced” products. Therefore, inves-
tigating and understanding consumer attitudes toward both domestic and
imported products becomes important. This study intends to do just that by
investigating consumer ethnocentrism of Omanis.

Keywords

Consumer Ethnocentrism, CETSCALE, Marketing, Locally Produced
Products

1. Introduction

Due to the increased trend of globalisation of business environment, consumers
are increasingly exposed to and are selecting from a considerable selection of

imported commodities and brands than ever before [1] [2]. Consequently, deci-
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sion-making by consumers in markets worldwide has become progressively
more complex across all categories of consumption. This has led to a growing
need for businesses and governments to understand the dynamics that affect
consumers’ evaluations of both locally produced and imported commodities.

Furthermore, this has also led to a growing interest in the effects of coun-
try-of-origin on consumers’ beliefs and buying behaviour [3] [4].

To entice consumers into viewing locally produced products positively against
imported products, governments and businesses have known to engage in tar-
geted “buy local” campaigns. Campaigns targeting and encouraging consumers
to buy locally produced products are therefore nowadays widespread. The buy
locally-produced foods campaign generally hinges, among other things, on the
belief that locally produced foods are environmentally friendly, healthy and
support local businesses and jobs.

In Oman, for example, there is the “Origin Oman” which is a domestic cam-
paign to promote Oman produced products and services. At the market place
therefore, Oman consumers are faced with a choice between locally-produced
products (supported and promoted by the “Origin Oman” campaign) and im-
ported products. In this context, therefore the issue of the Country of Origin
(hereafter, COO) and hence the Country of Origin Effect (hereafter, COOE)
comes into play. To understand the implications of COO and hence the COOE,
we need to look at the consumer decision making process.

Usually consumers make decisions about the quality of products based on a
systematic process of acquisition, evaluation and integration of product infor-
mation or cues [5]. A cue is defined as all informational stimuli available to the
consumer before consumption [6], and can be intrinsic or extrinsic. Examples of
intrinsic cues are taste and design, while extrinsic cues include COO, brand, and
price [7]. When intrinsic cues are missing or cannot easily be assessed, consum-
ers tend to rely more on extrinsic cues [8]. This is often the case for food prod-
ucts (such as beef, chicken and vegetables) since the cost of searching for intrin-
sic cues to aid consumers in product evaluation far exceeds the benefits [9].

There is therefore a perceived association between COO and product quality
[1] and as a result, consumers use COO to infer the quality of products.

One of the factors which may influence a consumer’s decision to buy a lo-
cally-produced rather than a foreign-produced product is the concept of Con-
sumer Ethnocentrism [10]. The concept of consumer ethnocentrism, according
to [11], arose from the more general concept of ethnocentrism introduced by
[12]. According to [12], ethnocentrism represents feelings of superiority for one’s
group and all things related to it. The originator of the concept of Consumer
Ethnocentrism is [13]. According to [13], consumer ethnocentrism is the belief
held by consumers about the appropriateness and morality of purchasing for-
eign-made products. For ethnocentric consumers, purchasing imported products
is seen as immoral and unpatriotic, because it has an adverse impact on the do-

mestic economy. Hence ethnocentric consumers tend to purchase locally-produced
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products even if the quality is lower than that of imported-products [14]. To
non-ethnocentric consumers, on the other hand, imported-products are objects
to be evaluated on their own merits.

Therefore, where consumer ethnocentrism is strong, consumers take COO
into consideration when evaluating products and the “Buy Local” campaigns
tend to succeed.

The primary purpose of this study is to investigate consumer ethnocentrism of
Omanis and the effect of it on consumer demand for locally-produced products.
The specific objective of this study is therefore three folds: first, to investigate the
extent of consumer’s ethnocentrism in Oman; second, to investigate the rela-
tionship between ethnocentrism of Omani consumers and their attitudes toward
“locally-produced products; third, to evaluate Omani consumers’ views towards
“Buy Locally-Produced Products campaign”. The rest of this study is organized
as follows. Section two provides a review of selected literature on the subject
matter of this study. Section three presents the research methodology. Section
four is a discussion of results. Section five summarizes findings of the study,

draws conclusions and highlights the implications of this study.

2. Literature Review

Consumer attitude and preferences toward different products has been recog-
nized in international marketing literature for over three decades [1] [15]. Much
of modern-day economic, consumer and marketing research is based on the
proposition that consumers perceive products as conveying a collection of in-
formation signals to potential buyers [16].

These information signals can be intrinsic (such as taste, design, fit and per-
formance) or extrinsic (such as color, price, brand name, packaging and war-
ranty) [17]. In practice, it may be difficult for a consumer to interpret intrinsic
signals prior to the purchase of a commodity. Therefore in most cases consum-
ers often resort to using extrinsic signals as the basis on which to make infe-
rences about products.

Several studies have shown that consumers were consistently biased towards
products originating from certain countries. In terms of the level of economic
development there seems to be a relationship between COO effects and the level
of economic development. Products from developing countries are rated as infe-
rior to products from developed countries [18] and [19].

Furthermore, literature shows that consumers in some countries, especially
developed countries, generally assess products from their own country more fa-
vourably than products from other countries, while consumers from
less-developed countries seem to evaluate imported products from more devel-
oped countries more favourably than domestically produced products. From the
large number of COO studies to date, there seems to be clear evidence that a
product’s COO has an effect on different aspects of consumer evaluation and

choice behavior [20].
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However, beyond the evidence of a generalized COO effect, some consumers
have shown systematic bias in favour of domestically produced products at the
expense of comparable products from foreign countries. According to [10] and
[21], such preferences could be expressions of a more widespread and general
concept, termed “Consumer Ethnocentrism”.

The construct of Consumer Ethnocentrism is often confused with “COO
bias”, but actually the two are distinct and independent of each other [22]. An
example to explain the difference was provided by [23] who argued that an
American consumer could have a positive COO attitude towards a French
product for its product-class attributes, but could decide not to buy the product
for nationalistic reasons. Consumer Ethnocentrism can therefore be regarded as
a “general tendency” to avoid buying foreign products as opposed to a specific
COO image. Furthermore, COO effect represents the cognitive and emotional
aspects of the consumer decision-making process, while Consumer Ethnocen-
trism refers to the emotional and normative aspects of buyer behaviour. This
normative dimension is regarded as a unique aspect of consumer ethnocentrism.

According to [24], the term ethnocentrism was defined by [12] as “The view
of things in which one’s own group is the centre of everything, and all others are
scaled and rated with reference to it”.

According to [25] an ethnocentric individual strongly supports the traditions,
symbols, icons, and products of his or her own culture and that such a person
simultaneously dislikes the traditions, symbols, icons and products of other cul-
tures. However, ethnocentric individuals over time develop perceptions of other
cultures and these perceptions form a basis for comparing products of other
countries with those from their own country. Ethnocentrism can therefore be
regarded as a learned behaviour, forming part of an individual’s socialisation. It
was in the late 1980s that the concept of ethnocentrism was extended to the
consumer behaviour domain by [13] and at that point the term “Consumer
Ethnocentrism” was born.

Based on [13], Consumer Ethnocentrism provides individuals with a sense of
identity, feelings of “belongingness” and an understanding of which kind of
purchase behavior is deemed to be acceptable or not to the in-group. An indi-
vidual’s consumer ethnocentric tendencies may under certain circumstances be
expected to influence attitudes and behavior in favor of foreign products, and
against competitive domestic products [26].

Consumer Ethnocentrism is one of the most researched variables moderating
the COO effect. In fact, according to [27] researching on the Consumer Ethno-
centrism construct is a vital step towards a better understanding of the way indi-
vidual and organisational consumers compare domestic and foreign products, as
well as the reasons why patriotic prejudices are developed about foreign prod-
ucts. With respect to this, it is widely speculated that, along with increased na-
tionalism as well as a heavy emphasis on cultural and ethnic identity, the con-

struct of Consumer Ethnocentrism will continue to be a powerful force in the
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future global business environment [2].

Given the significance of the Consumer Ethnocentrism construct for both lo-
cal and international business environment, measuring the level of Consumer
Ethnocentrism becomes of interest. For example, [28] contend that measuring
the level of Consumer Ethnocentrism within and across countries can be of par-
ticular interest to both local and multinational marketers, as it may pose a bar-
rier to possible success in local and foreign markets. Knowledge of the level of
consumer ethnocentrism may also be useful for the development of prod-
uct-positioning strategies in foreign markets and could help explain bias towards
domestic products.

An instrument called the CETSCALE (The Consumer Ethnocentric Tendency
Scale) to measure the ethnocentric tendencies of consumers was developed by
[13]. The CETSCALE is a 17-item questionnaire using either a seven or five
Likert-type scale.

[13] applied the CETSCALE instrument to more than 800 US consumers; the
results indicated that consumers’ general attitudes toward foreign products had
a strong negative correlation with ethnocentric tendencies. The stronger the
ethnocentric bias of a consumer, the more likely he or she would buy a domestic
product and/or the stronger the intention to buy a domestic product would be.

Over the years the reliability and validity of the CETSCALE have been tested
all over the world and the CETSCALE has been found to have a high degree of
validity and reliability [29]. Examples of these studies include studies conducted
with samples from Japan and West Germany [28] France [30] Malta [31] Korea
[26] Poland [32] [33] Russia [34] Turkey [1] [2] Spain [27] Australia [21] Czech
Republic [29] Israel [35] Canada [34] Ghana [36] and Turkey [37]. Over time,
shorter versions of the CETSCALE, based on the original 17-item scale, were
developed. For example there is the 10-item version of the CETSCALE also de-
veloped by [13]. The 10-item version of the CETSCALE was used by [38] [39]
and [11]. However, to date the original 17-item scale CETSCALE remains the
most popularly used scale in many studies. According to [40], the total possible
score that can be recorded with the 17-item CETSCALE ranges between 17 and
119 (with mean = 68), based on the use of a seven-point Likert-type scale. And
the range is between 17 and 85 (with mean = 51) based on the use of a 5-point
Likert-type scale. The mean scale value of the CETSCALE is used as an indicator
of the level of Consumer Ethnocentrism, with higher mean scale values indicat-
ing higher levels of consumer ethnocentrism.

Since its development, the CETSCALE, has been translated and used to assess
consumer ethnocentrism in a number of countries outside the US [39]. Results
indicate that Consumer Ethnocentrism is not necessarily a phenomenon of the
developed world. Studies conducted on consumers in countries with emerging
economies have revealed mean scale values comparable to the mean scale values
of consumers from developed countries, suggesting that consumers from devel-

oping countries will not necessarily buy foreign products instead of domestic
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products. As is the case with the current study, the primary issue of interest to
Consumer Ethnocentrism researchers is whether consumer ethnocentrism in-
creases the demand and hence sales of domestic products over imported prod-
ucts [22]. Studies investigating the correlation between consumer attitudes to-
wards the importation of products and the construct of consumer ethnocentrism
have consistently revealed that the more ethnocentric a consumer is, the more
the consumer will be opposed to the importation of foreign goods [30] [36] and
[41].

Aside from this general conclusion, [26] identified two factors that seem to
have a moderating effect on ethnocentric tendencies of consumers.

The first factor is the perceived product necessity. When a product is per-
ceived as a necessity, Consumer Ethnocentrism has a relatively small influence
on consumers’ attitudes towards importing that product. For products that are
perceived as nonessential however, Consumer Ethnocentrism should have a
more substantial impact on the attitudes of consumers towards the importation
of those products.

The second factor is the perceived economic threat, [26] hypothesised that the
impact that consumer ethnocentric tendencies have on consumers’ attitudes to-
wards the importing of products is moderated by the perceived threat of foreign
competition. The attitudes of consumers, primarily towards products perceived
as either posing a personal threat to individuals or the domestic economy,
should therefore be strongly influenced by consumer ethnocentricity. Ethnocen-
tric tendencies of consumers have increased impact on consumers’ resistance to
importing products that are perceived as threatening to their personal or domes-
tic economic welfare.

Of interest to the current study is the usefulness of the Consumer Ethnocen-
tric construct in evaluating and explaining the success of the “Buy Local Cam-
paigns.” The word “locally” in our case refers to—those food commodities that
are grown, or produced and sold within the country. This is the definition that
has been used by others such as [42]. In today’s food markets, consumers are in-
creasingly interested in “locally produced” food products because they are per-
ceived to provide several benefits: higher food quality; increase social and eco-
nomic justice; higher environmental sustainability (including the minimization
of food miles, the use of sustainable production methods [43]. Having developed
the CETSCALE which is an instrument to measure the ethnocentric tendencies
of consumers, [13] called upon researchers to test the CETSCALE in other
countries and other ethnic groups. This study is therefore an attempt to heed the
call by [13], as well as, to add into the literature on consumer willingness to pay

premium for locally produced products.

3. Research Methodology

Based on the research objectives of this study, there are three research questions

to be dealt with in this study, and the questions are as follows:

DOI: 10.4236/ajibm.2018.86097

1445 American Journal of Industrial and Business Management


https://doi.org/10.4236/ajibm.2018.86097

M. D. Mbaga et al.

1) What is the level of Consumer Ethnocentrism in Oman?

2) What is the relationship between ethnocentrism of Omani consumers and
their attitudes toward “locally grown” defined here as Omani grown/ Omani
produced products.

3) What are the Omani consumers’ attitudes towards “Buy Locally-Produced
Products campaign?”

To answer research questions one, two and three, this study will employ the
CETSCALE and attitudinal statements. The CETSCALE and the instruments
have been used previously by other researchers notably [13] [36] [41] [44] [45]
and [46].

The CETSCALE is a 17-item questionnaire; see Table 1, developed by [13] to
measure consumer ethnocentrism using either a 7 point Likert-type scale (1 =
Strongly Disagree, 2 = Disagree, 3 = Disagree Somewhat, 4 = Neither agree nor
disagree (Neutral (Undecided)), 5 = Agree Somewhat, 6 = Agree, and 7 = Strongly

Table 1. CETSCALE questions to address the first research question. For each of the fol-
lowing statements that comprise the CETSCALE, respondents were asked to rate them
using a 5-point scale (1 = Strongly Disagree, 2 = Disagree, 3 = Neither agree nor disagree
(Neutral), 4 = Agree, and 5 = Strongly Agree).

# Question Statement

1 Omani people should always buy Oman products instead of imports.

2 Only those products that are unavailable in Oman should be imported.

3 Buying Oman locally-produced products keeps Omani working.

4 Omani products, first, last and foremost.

5  Purchasing foreign products is un-Omani.

6  Itis not right to purchase imported products, because it puts Omanis out of jobs.

7 A real Omani should always buy Omani produced products.

We should purchase Omani locally produced products instead of letting other countries get
rich off us.

9  Itisalways best to purchase Omani locally produced products.

There should be very little trading or purchasing of food products from other countries

10
unless out of necessary.

11 Omanis should not buy imported products, because this hurts Omani business and causes
unemployment.

12 Controls should be put on all imports.

13 It may cost me in the long run but I prefer to support Omani products.

14  Foreigners should not be allowed to put their products on our markets.

15  Foreign products should be taxed heavily to reduce their entry into Oman.

16 We should buy from foreign countries only those products that we cannot obtain within our
own country.

Omani consumers who purchase products in other countries are responsible for putting

17
their fellow Omanis out of work.

Note: Products for the purpose of this research means: Beef, Chicken and vegetables represented by toma-
toes and cucumbers.
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Strongly Agree) or a 5 point Likert-type scale (1 = Strongly Disagree, 2 = Disag-
ree, 3 = Neither agree nor disagree (Neutral), 4 = Agree, and 5 = Strongly
Agree).

Justification for using the scale is based on confirmation of its reliability and
validity by a number of researchers [23] [26] [27] [28] [36] [41] [44]-[49]. Ac-
cording to [40], the total possible score that can be recorded with the 17-item
CETSCALE ranges between 17 and 119 (with mean = 68), based on the use of a
seven-point Likert-type scale. And the range is between 17 and 85 (with mean =
51) based on the use of a 5-point Likert-type scale. The mean scale value of the
CETSCALE is used as an indicator of the level of Consumer Ethnocentrism

As reported by [47], high CETSCALE scores (above 68 for a 7-point Li-
kert-type scale and above 51 for a 5-point Likert-type scale) indicate a high level
of ethnocentrism, while low CETSCALE scores (below 68 for a 7-point Li-
kert-type scale and below 51 for a 5-point Likert-type scale) indicate a low level
of ethnocentrism. Attitudinal scales developed and tested by [50] and employed
in [36] have been utilized in this study to address the second and third research
questions.

According to these researchers the attitudinal scales establishes a link between
the country-of-origin effect and the general purchasing behavior of consumers.
Following [36] and [50], the same attitudinal statements will be employed in this
study with a 5-point Likert-type scale, (1 = Strongly Disagree, 2 = Disagree, 3 =
neither agree nor disagree (Neutral (Undecided)), 4 = Agree, and 5 = Strongly
Agree). The attitudinal statements are intended to solicit the opinions of Omani
consumers, first about Oman produced products (Table 2), and then secondly
about “Buy Locally-produced products” campaign (Table 3).

4. Data Collection and Sample Description

Data was collected by means of a questionnaire developed based on a review of
key literatures [13] [21] [36] and [41].

Table 2. Consumer attitudes towards Omani Locally Produced Products-to address the
second research question. For each of the following statements, respondents were asked
to rate them using a 5-point scale (1 = Strongly Disagree, 2 = Disagree, 3 = Neither agree
nor disagree (Neutral), 4 = Agree, and 5 = Strongly Agree).

# Attitudinal Statement
1  Omani locally produced products are generally of poorer quality than imported products
2 Omani locally produced products are generally higher-priced than imported products

3 Ibuy Omanilocally produced products wherever possible

These days I usually look for Omani locally produced food products when I am shopping for

4 food

5 People should buy food products which offer them the best value-for-money, whether made
in Oman or not

6 People should choose the Omani locally produced food products when the price and quality

are as good as imported food products

Note: Products for the purpose of this research means: Beef, Chicken and vegetables represented by toma-
toes and cucumbers.
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Table 3. Consumer Attitudes towards “Origin Oman” or “Buy Local” campaign to ad-
dress the third research question. For each of the following statements, respondents were
asked to rate them using a 5-point scale (1 = Strongly Disagree, 2 = Disagree, 3 = Neither
agree nor disagree (Neutral), 4 = Agree, and 5 = Strongly Agree).

# Attitudinal Statement

1 Oman government should encourage Omanis to buy locally produced food products
2 Oman industry should encourage Omanis to buy locally produced food products
3 Buying Omani locally produced food products will help Oman economy

The “Origin Oman” or “Buy Local” campaign is successful in persuading Omanis to think
about changing their food shopping habits

The government should do more to promote Omani locally produced food products (such as
Beef and Chicken) locally and overseas

6 Buying Omani locally produced food products creates work opportunities in Oman

I feel the personal contribution that I might make by buying Omani locally produced food
products is insignificant

8 The agricultural industry should be more competitive

Oman should regulate and when necessary should restrict the inflow of imported food
products that compete with locally produced food products

Note: Products for the purpose of this research means: Beef, Chicken and vegetables represented by toma-
toes and cucumbers.

The mall intercept approach was used to collect data in the study. The validity
of mall intercept is supported by other studies [36] and [51].

A total of 450 respondent shoppers were interviewed. Forty five (45) ques-
tionnaires were found unusable, as a result, were discarded and the remaining
405 were used in this study. The socio-economic and demographic characteristic
of respondents is presented in Table 4. The sample was comprised of mostly
Omani at 91.1%. Males and females were 59 and 41% respectively. The majority
of respondents (91.8%) are relatively young between 20 and 50 years old and
67.4 % have College Diploma and above. Income wise 39.3% reported income
between 601 and 1000 Rial Oman per month (1 Rial Oman = 2.59 US$).

5. Empirical Results and Discussion
5.1. Research Question One

CETSCALE scores were computed for each respondent. The mean, the standard
deviation, the minimum, the maximum and the median were found to be: 56.96,
12.1, 27, 85 and 57 respectively. The CETSCALE questions along with the mean
and standard deviation for each question are presented in Table 5 below.

According to [13], the mean ethnocentrism value indicates the strength of
ethnocentrism. A higher mean value indicates higher consumer ethnocentrism,
while lower mean value implies lower ethnocentrism. The CETSCALE mean
value of 56.96 (Table 5) shows that Omani consumers in the study are ethno-
centric.

Omani consumers can be described as ethnocentric since the mean score
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Table 4. Socio-economic and Demographic Characteristics (n = 405).

Characteristics Frequency Percentage
Nationality
Omani 369 91.1
Non-Omani 36 8.9
100.0
Gender
Male 239 59.0
Female 166 41.0
100.0
Marital status
Single 109 27.0
Married 296 73.0
100.0
Age
Under 20 4 1.0
20 to 30 years 147 36.3
31 to 40 years 135 333
41 to 50 years 90 22.2
50 years and above 29 7.2
100.0
Education
High school and less 132 32.6
College diploma 125 30.9
University 148 36.5
100.0
Occupation
Public sector 217 53.6
Private sector 122 30.1
Self-employed and others 66 16.3
100.0
Income
100 to 350 RO 45 11.1
351 to 600 RO 96 23.7
601 to 1000 RO 159 39.3
1001 to 1500 RO 70 17.3
More than 1500 RO 35 8.6
100.0

Source: From survey response data: Note: RO is Rial Oman.
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Table 5. CETSCALE Questions. For each of the following statements that comprise the
CETSCALE, respondents were asked to rate them using a 5-point scale ranging from
1-Strongly disagree to 5-Strongly Agree.

Std.
Ques. # Question Statement Mean
Dev.

i Omani people should always buy Omani (agricultural) products 3.47 117
instead of imports. ’ '
Only those Agricultural products that are unavailable in Oman

2 . 3.67 1.24
should be imported.

3 Buy Omani locally-produced products. Keep Oman working. 4.12 0.89

4 Omani products, first, last and foremost. 3.37 1.18

5 Purchasing foreign (agricultural) products is un-Omani. 2.68 1.27

6 It is not right to purchase foreign (agricultural) products, because it 317 L4
puts Omani out of jobs. ’ ’

7 A real Omani should always buy Omani produced products. 3.13 1.23
We should purchase locally produced products instead of letting

8 . . 3.68 1.06
other countries get rich off us.

9 It is always best to purchase Omani products. 3.76 1.04

10 There should be very little trading or purchasing of Agricultural 338 L6
products from other countries unless out of necessary. ’

1 Oman is should not buy foreign products, because this hurts Omani 318 122
business and causes unemployment. ’

12 Controls should be put on all (agricultural food) imports. 4.00 1.0

13 It may cost me in the long run but I prefer to support Omani 3.50 L14
products.
Foreigners should not be allowed to put their products on our

14 2.60 1.20
markets.
Foreign products should be taxed heavily to reduce their entry into

15 2.90 1.30
Oman.

16 We should buy from foreign countries only those products that we 3.60 120
cannot obtain within our own country. ' ’
Omani consumers who purchase products produced in other

17 2.7 1.28

countries are responsible for putting their fellow Omani out of work.

Source: Survey response data.

(56.96) is significantly above the middle of the range of the CETSCALE Score
(17 to 85) = 51.

Following prior research [13] [26] [28] [36] [52] and [53] the CETSCALE’s re-
liability was measured using Cronbach’s alpha.

The Cronbach alpha was 0.893, which indicates that the CETSCALE score is
reliable for the Omani data since it exceeds the rule-of-thumb value of 0.70 [36]
and [54].

We can therefore conclude that the Cronbach alpha value indicates the
CETSCALE is reliable across the Oman sample.
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Almost all of the 17 CETSCALE statements (13 out of 17) have Likert-scale
score above 3 (using a 5-point scale ranging from 1-Strongly Disagree to
5-Strongly Agree) indicating that Omani consumers in our sample are ethno-
centric.

CETSCALE mean value = 56.96 against an average of (range 17 - 85) 51
showing that Omanis are ETHNOCENTRIC. The CETSCALE standard devia-
tion, minimum, maximum and median was: 12.1, 27, 85 and 57 respectively.

CETSCALE mean value = 56.96 against an average of (range 17 - 85) 51
showing that Omanis are ETHNOCENTRIC. The CETSCALE standard devia-

tion, minimum, maximum and median was: 12.1, 27, 85 and 57 respectively.

5.2. Research Question Two

Results of the attitudes of the Omani consumers to locally produced agricultural

products are as presented in Table 6 below.

Table 6. Attitudes towards Omani locally produced agricultural products.

5-pt Bf Chkn Tmt  Ccmber

No. Attitudinal Statement N Likert
Scale % of the respondents
1 45.7 42.7 44.4 44.2
Omani locally produced 2 264 286 249 26.2
products are generally of
1 . X 405 3 11.6 14.1 17.5 16.5
poorer quality than imported
products. 4 8.6 7.7 7.4 7.7
5 7.7 6.9 5.7 5.4
1 8.1 7.4 18.0 16.8
Omani locally produced 2 1.9 158 299 309
duct 11
,  productsare generally 405 3 156 257 304 319
higher-priced than imported
products. 4 375 331 143 13.1
5 26.9 18.0 7.4 7.4
1 2.7 1.7 1.7 2.0
2 7.9 6.2 4.0 4.0
Ib ilocall duced
3 uy Oman locally produced — \; 3 168 168 183 18.0
products wherever possible.
4 38.3 39.0 39.0 39.0
5 34.3 36.3 37.0 37.0
1 4.0 3.2 2.2 2.7
These days I usually look for 2 13.6 11.4 7.7 7.9
Omani locally produced food
4 . 405 3 23.2 23.0 30.9 30.4
products when I am shopping
for food. 4 348 365 326 326
5 24.4 25.9 26.7 26.4
1 15.1 13.3 11.9 12.3
People should buy food 2 23.1 254 222 22.0
products which offer them the
5 405 3 10.8 14.3 16.0 14.8
best value-for-money, whether
made in Oman or not. 4 26.3 24.4 25.7 259
5 23.7 22.5 24.2 249
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Continued
1 1.0 1.0 0.7 1.0
People should choose the
Omani locally produced food 2 3.0 3.2 2.5 25
6  products when the price and 405 3 5.9 6.4 5.4 4.4
quality are as good as imported 4 242 235 254 254
food products.
5 65.9 65.9 65.9 66.7

Source: From survey response data. (1) Note: Bf = Beef; Chkn = Chicken; Tmt = Tomato and Ccmber =
Cucumber. (2) Note: Note: 1 = Strongly Disagree; 2 = Disagree; 3 = Neutral; 4 = Agree; 5 = Strongly Agree
(is the 5-point Likert scale) and N = Sample size.

The majority of respondents (90.1%, 89.4%, 91.3% and 92.1% respectively for
beef, chicken, tomato and cucumber) may be described as rational price-quality
conscious consumers who would buy locally produced agricultural products
when the price and quality of the locally produced products are as good as im-
ported products.

This is reinforced by (50%, 47%, 50% and 51% respectively for beef, chicken,
tomato and cucumber) of the respondents who may be described as ‘value for
money’ consumers.

This group felt that one should buy products that offer the best value for
money, regardless of whether they are locally produced in Oman or imported.

Furthermore, a majority of the respondents (72.6%, 75.3%, 76%, and 76% re-
spectively for beef, chicken, tomato and cucumber) indicated that Omani should
buy Oman-locally produced products whenever possible.

With respect to quality, the majority of respondents (72.1%, 71.3%, 69.3%,
70.4% respectively for beef, chicken, tomato and cucumber) stated that Oman
locally produced products were not of poorer quality.

In terms of price the views are mixed, while 64.4% and 51.1% respectively of
the respondents stated that Oman beef and chicken are highly priced, only
21.7% and 20.5% respectively of the respondents thought that Oman tomatoes
and cucumbers are highly priced.

In other words, aside from locally produced beef and chicken being regarded
as highly priced, Oman consumers do not have a negative attitude towards
Oman locally produced agricultural products in terms of quality and price. With
regard to shopping for locally produced beef, chicken, tomatoes and cucumber:
59.2%, 62.4%, 59.3% and 59% of the respondents respectively indicated that they
specifically look for beef, chicken, tomato and cucumber when shopping for
food. Overall these results reinforce the ethnocentrism of the Oman consumers
that was captured through the CETSCALE score results obtained in this study.

5.3. Research Question Three

Table 7 presents the attitudes of Omani consumers to “buy local” campaigns
and the following trends are apparent.
The majority of respondents (90.7%) are in favor of the government participa-

tion in encouraging Omanis to buy locally produced food products, compared to
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Table 7. Attitudes to “Buy Local” campaigns.

No. Attitudinal Statement N 1 2 3 4 5

% of the respondents

Oman government should
1  encourage Omanis to buy locally 405 1.2 1.5 6.7 39.3 51.4
produced food products.

Oman industry should encourage
2 Omanis to buy locally produced 405 1.2 2.0 7.9 41.7 47.2
food products.

Buying Omani locally produced
3 food products will help Oman 405 0.7 3.2 9.9 40.2 459
economy

The “Origin Oman” or “Buy
Local” campaign is successful in
4  persuading Omanis to think 405 5.7 8.1 22.7 34.8 28.6
about changing their food shop-
ping habits.
The government should do more to
promote Omani locally
5  produced food products (such as 405 1.7 2.0 5.9 40.2 50.1
Beef and Chicken) locally and
overseas

Buying Omani locally produced
6  food products creates work 405 2.0 3.2 20.2 40.5 343
opportunities in Oman

I feel the personal contribution that
I might make by buying Omani
locally produced food

products is insignificant

405 314 27.4 17.5 15.8 7.9

The agricultural industry should be
more competitive

405 0.0 2.0 6.4 42.5 49.1

Oman should regulate and when
necessary should restrict the
9 inflow of imported food products 405 7.9 16.8 23.2 29.1 23.0
that compete with locally
produced food products

Source: From survey response data. Note: 1 = Strongly Disagree; 2 = Disagree; 3 = Neutral; 4 = Agree; 5 =
Strongly Agree (is the 5-point Likert scale) N = Sample size.

(88.9%) who said the industry should do it. However, the difference does not
seem to be significant, which seems to suggest the need for both the government
and the industry to work together on this. While the majority of respondents
(90.7% and 88.9% respectively) are in favor of the government and industry
support of “Buy Local” campaign, only 63.4% of the respondents agreed that the
“Buy Local” campaign have been successful in persuading Omanis to think
about changing their food shopping habits. In other words, 36.6% of the res-
pondents were of the view that the “Buy Local” campaign was unsuccessful.

This view is overwhelmingly supported by 90.3% of the respondents who be-
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lieve that the government should do more to promote Omani locally produced
food products such as Beef and Chicken.

With regard to job opportunities, 74.8% thought that buying Omani locally
produced food products would create work opportunities in Oman. This view is
supported by 86.1% of respondents who are of the opinion that buying Omani
locally produced food products will help Oman economy.

A majority of respondents (58.8%) felt that their personal contribution that
they might make by buying Omani locally produced food products is significant.
Only (23.7%) viewed their personal contribution as being insignificant. Respon-
dents also indicated overwhelmingly (91.6%) that the Oman agricultural indus-
try must be more competitive.

With respect to restriction on the inflow of imports, only 51.2 of respondents
thought Oman should regulate and when necessary restrict the inflow of im-
ported food products that compete with locally produced food products.

In summary, looking at these results, there appears to be a strong support by
Omani consumers for the “Buy Local” campaign. At the same time consumers
wants the agricultural industry to be competitive. Furthermore, Omani con-
sumers understand that buying locally produced food products would create

jobs in Oman and help the economy.

6. Conclusion and Policy Implications

This study investigates the consumer ethnocentrism of Omanis. This informa-
tion is needed, firstly, to support the Omani government effort to diversify the
economy and secondly, to generate information that might be potentially useful
to investors in the agricultural and fisheries sector of the Oman economy.

The Oman government has embarked on the so called Vision 2020 Strategy
which lays down strategies to diversify the Oman economy beyond the petro-
leum sector. The Vision 2020 Strategies puts emphasis on sectors such as agri-
culture and fisheries to contribute more to the Oman economy. For the agricul-
tural sector to fulfill its obligations under the Vision 2020, it is important, among
other things, to promote locally-produced agricultural commodities such as beef,
chicken and vegetables—commodities that Oman has some comparative advan-
tage in production. However, this may not be easy, because Oman is an open
economy and is therefore a part of the globalized world. According to [28], one
outcome of globalization is increased competition between local and foreign
firms in both foreign and local markets. Increased competition leads to greater
availability of both locally-produced and imported agricultural food commodi-
ties. Therefore, Omani consumers are facing increasing variety of buying op-
tions. In this competitive business environment, promoting locally-produced
commodities successfully require businesses and the government to understand
the attitudes of consumers, especially on how they choose between local-
ly-produced products and products of foreign origin. Therefore, investigating

consumer ethnocentrism of Omani consumers is a vital step towards forming a
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better understanding of the way in which individual consumers in Oman draw
comparisons between domestic and foreign products, as well as the reasons that
lead them to do so. Results on the extent of Consumer Ethnocentrism in Oman
indicated that Oman consumers are ethnocentric. This is good news to both
policy makers and businesses, because as pointed by [13] strongly ethnocentric
consumers are the ones that are likely to support the “Buy Locally-produced
products” campaigns. Therefore, the “Buy Locally-produced products” cam-
paigns have the opportunity to succeed because Omani consumers will support
such campaigns. The majority of Omani have positive attitude towards “local-
ly-produced products. Omani consumers would buy locally produced agricul-
tural products when the price and quality of the locally produced products are as
good as imported products, and these results are consistent with the findings by
[36] on Ghanaian consumers. While the majority of consumers believe that
Oman locally produced products are of good quality, when it comes to price,
consumers think Oman beef and chicken are highly priced. Based on these re-
sults, we can conclude that, aside from locally produced beef and chicken being
regarded as highly priced, Oman consumers do not have a negative attitude to-
wards Oman locally produced agricultural products in terms of quality and
price.

These are very important insights, which seem to suggest that, for locally
produced products to be successful in the market place, they should be of com-
parable quality to imported products. Furthermore, even though Omani con-
sumers are ethnocentric, still they are of the opinion that current prices of beef
and chicken are too high.

Regarding the views of Omani consumers towards “buy local” campaigns, re-
sults indicate that Oman consumers believe the “Buy Local” campaigns have
been successful in persuading Omani to think about changing their food shop-
ping habits in favor of local products. With respect to job opportunities, and the
economy in general, Omani consumers believe that buying locally produced
food products would create work opportunities in Oman and hence would help
boost the Oman economy.

Looking at these results therefore, there appears to be a strong support by
Omani consumers for the “Buy Local” campaigns. At the same time, consumers
want the agricultural industry to be competitive. This study is the first of its kind
in the GCC region; therefore, it contributes to the understanding of the effects of
consumer ethnocentrism and to the academic literature in the area of consumer
evaluations of locally produced agricultural products. Furthermore, this study
has implications for farmers, businesses and the government. For example, it is
found that Omani consumers will buy locally produced products, not just be-
cause they are locally-produced, but because the products are of comparable
quality and price as imported products, compels farmers, business and the gov-
ernment to pay attention to the quality of local products. At policy level, it is

clear from the study that the “Buy Local” campaigns are perceived to be not fully
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successful; Omani consumers think more needs to be done jointly by the gov-

ernment and the industry.
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