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Abstract 

The present research has been carried out to assess and illustrate the impact of cross-cultural consumer behaviour on 

the FMCG industry. In this regard, a primary quantitative data collection approach has been followed. A survey 

questionnaire containing 10 close-ended questions has been developed and a total of 51 research participants have 

been selected from involving the FMCG industry of Oman and its consumer base. The SPSS software has been used 

and the collected data has been statistically analysed and the results have revealed both negative and positive 

implications of cross-cultural consumer behaviour for the FMCG industry of Oman. 

A total of three hypotheses have been developed and the outcomes of the data collection procedure have 

disclosed that the third hypothesis is valid and the most suitable regarding the research subject. It has been identified 

that in recent years, work environment of the FMCG sector has changed crucially, while the emergence of cross-

cultural consumer behaviour through social media has played a major role. Apart from this, consumers and business 

organisations use social media sites to gain relevant insights into their preferences and demands regarding business 

services. Thus, social media platforms provide advantages for both FMCGs and customers and help to manage the 

consequences of “cross-cultural consumer behaviour” and the FMCG sector of Oman is emerging. 

 

Keywords: Consumer behaviour, FMCG (Fast Moving Consumer Goods ), Oman, Culture, Social Media. 

 

1. Introduction 

  

In recent years, the globalisation of business firms has introduced cross-culture communication and has 

also changed customer preferences. It has been identified that cultural influences play a vital role in shaping 

consumer behaviour and preferences. Apart from this, visual familiarity has been identified to be among the main 

factors influencing cross-cultural interaction and the behaviour of consumers [1]. FMCG refers to the “fast-moving 

consumer goods” industry. The food and beverages sector of Oman has been estimated to reach 1.8 billion Dollars 

by 2025 [2]. Regarding this, consumers have been crucially influenced by the changes and have started to focus on 

the perceptions and preferences of different cultures. 

 

 
Figure 1: The growth of food and beverages sector in Oman(Source: 2) 
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The emergence of social media and e-commerce has introduced cross-cultural business and improved 

mediums of collaboration and interaction for consumers belonging to different cultures. Every consumer tends to 

have an attitude when it comes to a particular product which is popular in digital media and this attitude can be 

positive, negative or neutral. Thus cross-cultural consumer analysis is defined as the effort to determine to what 

extent the consumers of two or more nations are similar or different. In Oman, the FMCG sector is emerging and the 

sales of the retail and wholesale sectors has increased by 16.1% in 2022 [3]. On the other hand, it is difficult to 

understand the similarities and differences in employee behaviour and practices and the emerging FMCG sector of 

Oman is attracting multination FMCG companies. Hence, the need of understanding “cross-cultural consumer 

behaviour” has increased more in the contemporary era.  

 Cross-cultural variations include values, norms and lifestyles, while demographic differences include age, 

gender and income of the consumers. The emergence of social media platforms have provided effective 

opportunities for the FMCG sector of Oman and online sales of this sector is rising [4]. There are different reasons 

behind the indulgence of consumer purchasing behaviours of the consumers regarding one particular product which 

is similarly popular in different countries due to online sales. These variations in having different values and 

aspirations among consumers from all around the world are called cross-cultural variations [5]. Culture is a 

comprehensive concept and it includes everything that an individual human being value and also influences an 

individual's thought process and behaviour. Thus, in this study, all the important aspects of cross-cultural consumer 

that have impacted the FMCG sector of Oman have been investigated and evaluated for developing relevant 

insights. 

 

2.1 Theoretical background 

 

2.1.1 Customer buying behaviour 

Consumer buying behaviour refers to the actions taken by an individual customer before buying any 

product or service according to their preferences. In this digital era, every customer has become more particular 

about their preferences while buying any product or service. Thus, consumer buying behaviour includes consulting 

search engines, engaging with various social media posts before buying the product, consulting with people who 

have already bought the product or service and many other actions taken by the consumer before buying any 

product or service to avoid any further circumstances in future [6]. These processes are valuable for every business 

organisation as it helps them to understand their marketing initiative in a better way and also improve their marking 

efforts that have successfully influenced consumers to buy in the past. 

There are several factors of consumer buying behaviour which include differences in cultures, and social, 

personal and psychological factors that impact the businesses of a country. These factors influence the purchasing 

behaviour of the consumers and despite being different factors when these factors are joined together it increases the 

likelihood of a person which connects them with a brand and influencing their purchasing behaviour. Besides that, 

the expressive buyer, who needs most of the attention while buying products from a store, and the driver buyer, who 

follows someone's style or who does not have their personal preferences and it depends on others and many others 

[7]. In the present study, consumers of FMCG products have been emphasised and women are the main consumer 

group of these products. It has been identified that Omani women are greatly influenced and attracted by online 

advertisements and digital media content. 

 

2.1.2 Cross-cultural consumer behaviour 

It has been observed that when an individual customer tends to make a purchasing decision regarding any 

product, they seem to take into consideration the origins of the brands that they assess. Cross-cultural consumer 

behaviour analysis has become an essential part of global business because it is defined as the efforts that influence 

customers from re different nations in buying an individual product from an individual brand [8]. The increasing use 

of social media platforms has allowed people to connect with users belonging to different nations and communicate 

about their choices or share review and feedback of a product. However, cross-cultural behaviour analysis helps to 
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understand the different psychological, social and cultural factors that influence a person in buying a product which 

helps the business to target their customers and improve customer engagement in their organisations [9]. Besides 

that, through the analysis, markers can know e similarities and differences among every nation around the globe and 

in Oman, various international FMCG companies are expanding their business which can directly influence the 

consumer behaviour associated with this sector. 

 

2.1.3 FMCG (Fast Moving Consumer Goods) 

FMCG or Fast Moving Consumer Goods are rendered to those products that are sold quickly at a low cost 

and these goods are also called consumer packaged goods. FMCGs have a short shelf life as the demand for these 

products is high such as soft drinks, confections and many others [10]. Consumer goods are divided into three 

different categories such as durable goods, nondurable goods and services. Durable goods can be used for up to 

three years whereas nondurable goods are used only for a year. FMCG are the largest segment of consumer goods 

and they fall into the nondurable goods category as they are consumers immediately and have a short shelf life [11]. 

There are different types of FMCG products, such as processed foods, prepared meals, beverages, baked goods, 

medicines, cleaning products, cosmetics and toiletries and many others. Besides this, FMCG is among the most 

essential and beneficial sector and after the COVID-19 pandemic, various innovative opportunities has formed in 

Oman for upgrading this sector. 

 

2. Research method  

2.2 Research hypothesis and model  

 Several previous studies have been explored and it has been observed that there are various attributes and 

aspects that affect consumers’ behaviour in a cross-cultural context. These aspects include the self-concept of the 

consumer, the image and reputation of the industry or business firm, visual familiarity, identity and personality of 

the consumer. Based on the insights gained from previous studies, hypotheses have been developed for the present 

research and these hypotheses will be considered during the data collection procedure. 

H1: The globalisation of business firms has affected and transformed consumers’ perceptions and preferences. 

H2: Cross-cultural consumer behaviour has introduced positive and negative implications for the FMCG sector.  

H3: The emergence of social media and e-commerce has helped the FMCG sector to undergo consumer behaviour 

in a cross-cultural business context. 

 
Figure 1: Research model 

(Source: self-developed) 

 

2.3 Collecting data 

 Data collection is among the most vital procedures of a scientific investigation and it involves gathering 

information relevant to the topic of interest. In the present study, a survey questionnaire has been designed for 

collecting relevant and reliable primary quantitative data associated with the impact of “cross-cultural consumer 

behaviour” on the FMCG industry in Oman. It has been observed that using a survey questionnaire helps to collect 

and evaluate reliable and accurate data [12]. Regarding this, a total of 51 research participants have been chosen 



 
 
 
 

 

614 

Journal for ReAttach Therapy and Developmental Diversities 

eISSN: 2589-7799 

2023 March; 6(3s): 611-618 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://jrtdd.com 

involving the FMCG industry in Oman and these respondents have been selected randomly from both consumers 

and employees of the FMCG sector. This data collection method will help to gather relevant and reliable data by 

directly involving the research population and will help to develop accurate insights regarding the impact of “cross-

cultural consumer behaviour” on the FMCG industry of Oman.  

 

2.4 Research method 

 In the present study, a survey questionnaire has been chosen for collecting primary quantitative data and in 

order to assess and interpret the gathered data, the SPSS software will be used. Statistical analysis will be conducted 

by using the SPSS software for gaining accurate and reliable insights and interpretations regarding the research 

context. The SPSS software consists of effective features and tools such as regression and correlation, which are 

regarded to be the most famous statistical tools [13]. Therefore, an online survey has been conducted by developing 

a questionnaire containing 10 close-ended questions and relevant and reliable data has been gathered. Afterwards, 

the data has been analysed using the SPSS software and further interpreted. The hypotheses developed in the study 

have also been assessed and their suitability and validation have been assessed by illustrating the research outcomes. 

Suitable and appropriate research methods have been used for investigating the impact of “cross-cultural consumer 

behaviour” on the FMCG sector of Oman. 

 

3. Research results 

3.1 General characteristics  

 Males, females and other genders have been included in the research population and FMCG employees and 

consumers have been investigated. Apart from this, people aged between 20 and 40 have been selected and divided 

into three age groups and it has been identified that the major portion of respondents is aged between 36 to 40. 

Approximately, 70.59% of respondents are employees of FMCGs, while the rest are consumers. The major portion 

of the respondents have been identified to be females and these characteristics indicate that people aged over 36 

years are more concerned and aware of the implications of cross-cultural communication, interaction and consumer 

behaviour on FMCGs.  

 

Figure 2: Descriptive statistics (Source: IBM SPSS) 
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 Descriptive statistics are used for summarising and synthesising the characteristics gained by analysing 

datasets. These statistics are also used for describing the probabilities and P-values of the datasets [14]. A mean 

value > 1 indicates reliable outcomes and in the present study, the mean value of all the statements has been 

identified to be > 1. In this context, it can be stated that the outcomes of the survey are valid and reliable and it has 

revealed that the emergence of cross-cultural consumer behaviour has posed a major impact on the FMCG industry 

of Oman. Besides this, it has been identified that the FMCG sector is among the most emerging business sectors in 

Oman as the government has already prioritised five other sectors including manufacturing, logistics, mining, 

fisheries and education [15]. This indicates that cross-cultural collaboration has changed the focus of consumers, 

policymakers and the government regarding businesses, which have pushed the FMCG industry to adopt trends and 

approaches for enhancing customer satisfaction. 

 

 
Figure 3: Occupation 

(Source: IBM SPSS) 

 

 A total of 51 people involved with the FMCG industry of Oman have been investigated and it has been 

identified that more than 70% of the respondent are employees of FMCGs. Additionally, less than 30% of the total 

respondents have been identified to be consumers, which indicates that the employees of FMCGs are more aware 

and concerned regarding the impact of “cross-cultural consumer behaviour” and its impact on the business 

performance of the industry. Both males and females have been investigated and most of them have been identified 

as workers closely connected with the FMCG industry of Oman. Therefore, it can be stated that the employees are 

more concerned and aware of the implications of the globalisation as well as emergence of digital media and its 

influence on “cross-cultural consumer behaviour” in Oman. 

 

3.2 Reliability  

 
Figure 4: Reliability statistics 

(Source: IBM SPSS) 



 
 
 
 

 

616 

Journal for ReAttach Therapy and Developmental Diversities 

eISSN: 2589-7799 

2023 March; 6(3s): 611-618 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://jrtdd.com 

 Reliability statistics help to address the reliability and accuracy of the instrument used for data gathering 

and analysis. Additionally, the SPSS software consists of the most influential and efficient tools for statistical 

analysis, including reliability [16]. A value greater than 0.70 reveals that the instrument is reliable and valid and in 

the present study, the value has been identified to be 10, which indicates that it is reliable. This indicates that “cross-

cultural consumer behaviour” has impacted the FMCG sector of Oman and has also caused severe changes in the 

sector which have driven both positive as well as negative effects. In this context, majority of the respondents agreed 

that globalisation has posed a major impact on the practices, collaboration and communication between consumers 

and marketers associated with the FMCG sector. 

 

3.3 Hypothesis validation and results 

3.3.1 Correlation between cross-cultural customer behaviour and FMCG performance  

 It has been identified that cross-cultural collaboration and interaction has influenced consumer preferences 

and perception regarding business firms, which indicates that globalisation has shaped customers’ preferences. In 

this regard, the globalisation of business firms has prevented linguistic and cultural barriers, which helped 

consumers to communicate and learn about cross-cultural business trends and concerns. The food market of the Gulf 

Cooperation Council or GCC has been estimated to grow by 53.14 million MT by 2026 [17]. Along with that, the 

emergence of social media platforms and e-commerce sites has introduced exclusive opportunities and advantages 

for the FMCG sector. The majority of the respondents supported that social media is providing innovative 

opportunities to FMCGs, while consumers use these platforms for interacting with other people, gaining relevant 

knowledge and expressing their personal preferences about business firms. These preferences include customer 

service, and the standard and quality of products and influence the decision-making of these business organisations. 

Thus, it can be stated that there are several major factors including globalisation, which have affected the consumer 

behaviour of the FMCG sector of Oman. 

 

3.3.2 Hypothesis suitability  

 A total of three hypotheses have been developed in this study that is relevant to the research subject. 

Consequently, an online survey has been conducted by using a questionnaire containing 10 close-ended questions. 

These questions have been developed considering the hypotheses of the study and the research outcomes have 

provided effective outcomes. It has been identified that globalisation has affected the business performance of 

FMCGs, while the introduction of “cross-cultural consumer behaviour” has come with both positive and negative 

implications for the industry. On the other hand, a crucial impact of social media and e-commerce platforms has 

been identified on the FMCG sector as well as on consumers. Consumers use social media sites for interacting with 

others, while these sites have provided various effective opportunities for FMCGs. Therefore, it can be stated that 

the third hypothesis is the most suitable and appropriate hypothesis for the present study. 

 

3.3.3 Hypothesis validation  

 The most suitable hypothesis of this study has been tested and assessed by reliability and descriptive 

statistics. Consequently, a positive and reliable correlation has been identified among the variables of this 

hypothesis. The mean values for the statements associated with this hypothesis have been identified to be 1.59, 1.80, 

1.76 and 1.71 which is greater than 1 and indicates a reliable and valid correlation. Apart from this, the reliability 

test has also provided valid and reliable insights regarding the hypothesis. Approximately 47.06% research 

participants strongly agreed that the emergence of social media sites have provided exclusive opportunities for the 

FMCG sector, while 15.69% respondents strongly disagreed, which is comparatively insufficient. Considering these 

aspects, it can be stated that the H3 hypothesis has been proven and is valid and social media and e-commerce 

platforms have been proven to be effective and influential for preventing the negative impacts of globalisation in the 

FMCG sector of Oman.  

 

4. Conclusion 
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In the present study, the impact of “cross-cultural consumer behaviour” on FMCGs of Oman has been 

assessed and observed. A primary quantitative data collection approach has been followed and an online survey has 

been conducted in this regard. A total of 10 close-ended questions have been designed and the findings of this study 

indicate that globalisation has caused development of new and innovative approaches which have affected consumer 

behaviour of the FMCG industry of Oman. It has been identified that incorporating the “brand apostle model” can be 

effective for understanding and ensuring customer satisfaction for FMCG firms in Oman [17]. Globalisation has also 

introduced several complexities for the particular sector and has enforced the incorporation of practices and 

approaches for ensuring customer satisfaction. The emergences of social media platforms and e-commerce sites 

have provided effective opportunities and have attracted the consumers through digital advertisements.  

Consumers and FMCGs, both use social media platforms for gaining knowledge and information about 

business performance and consumer preferences and demands. The popularity of online shopping or e-commerce 

sites are increasing rapidly in Oman and it holds the potential of attracting interested consumers [18].  A total of 

three hypotheses have been developed and the questions included in the survey are indulged with these hypotheses. 

The third hypothesis correlating social media platforms, “cross-cultural consumer behaviour” and FMCGs have 

been identified to be the most suitable and have been confirmed by assessing the results. Thus, it can be stated that 

globalisation has brought both negative and positive aspects which can be prevented through social media and e-

commerce. 
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