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CONSUMER BEHAVIOR IN GROCERY SHOPPING:
QATARI COMMUNITY DURING THE BLOCKADE

ABSTRACT

While Qatar had the highest GDP in the world in 2016, it faced the dilemma of a blockade in June 2017. This had a direct effect on the Qatari community who united and showed clear signs of
patriotism. Consumers turned from the blockade countries’ food products to products that were local or those that came from supporting countries. This blockade was seen as an economic
opportunity for local brands as well as many international brands since 40% of the food that was previously available came from blockade countries (IISS, 2017). With this, many new brands entered
the market and soon prospered. This research aims to compare the changes in the grocery shopping consumer behavior of the Qatari community at the start of the blockade and more than two years
later. An Arabic language online survey is conducted on a non-probability-snowball sample of 194 respondents in 2017 and is repeated on a sample of 189 respondents in 2020. Results show that the
subjective norm the Qatari community’'s consumers have towards grocery products continues to be associated with the political positions of the countries of production. They also show that the most
successful marketing technique used by grocery brands is “patriotism.” Moreover, they show that the Qatari community has become more focused on learning the properties and competitive
advantages of the products. Conclusions show that the Qatari community has remained consistent with giving priority to buying groceries that support the country and its allies throughout the
blockade. They also show that the consumers have become more aware in comparing available products and making educated buying decisions. Further research should be conducted to examine

the changes in attitude and consumer behavior after blockade is lifted. KEY WORDS: CONSUMER BEHAVIOR. SUBJECTIVE NORMS
ADVERTISING TECHNIQUES, QATAR BLOCKADE
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BACKGROUND

Qatar Blockade started on June 5, 2017 with a Saudi Arabia, the United Arab Emirates, Bahrain and Egypt
announced that they had “severed diplomatic relations with Qatar and also placed a land and air embargo,”
(Hamid, 2017).

e The Qatari government immediately announced that it would start a “Support Local Goods” campaign.

e The Qatar National Food Security Program (QNSFP) that envisions the production of 60-70% of food locally by
2020 was already set before the blockade (Tok, Alkhater and Pal, 2016, p302).

Source : Traboulsi, K. (2017, June 19)
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e Libya: The Changing Libyan Economy: Causes and Consequences (John, 2008)
e Bulgaria: Consumer Behavior in an Economy in Distress (Milanova, 1999)
e Russia: Modeling the Food Embargo Impact on the Russian Households’
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e Fisher's Exact Test for Count Data e Non-probability/snowball sample e With more than two years of the Qatar Blockade, consumer attitudes will continue
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ANALYSIS AND CONCLUSION

e During the blockade, the Qatari Community followed the
government’s guidance in order to avoid any negative
repercussions for themselves or the country. Many also turned to

ATTITUDE TOWARDS BRAND IDENTITY OF GROCERY PRODUCTS MADE IN BLOCKADE COUNTRIES
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Not affected, political Not affected, political Not affected, butl  Affected, they lost their Affected, they support the  Affected if itis a local Other from the blockade countries. This was more evident in 2020. They must be supported. And | do
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