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CHAPTER I 

INTRODUCTION 

 

1.1. Background of The Problems 

The obesity level in the UAE is one among the highest in the world. The 

UAE is ranked fifth in the world in terms of the number of obese people due to the 

rich Arabic diet that has high sugar and fat content and poor eating habits has 

been a major public concern. It is one of the leading health concerns in the 

country affecting people of all ages. This increase in the prevalence of obesity is 

due to life style changes (physical inactivity, leisure and modernization) and 

nutrition transition which are in relation with changing economic, social, and 

health factors. It is well known that Arabian Gulf countries have moved toward the 

higher fat and higher refined carbohydrates Western diet (Popkin, 2001). 

According to earlier studies shown by Al Isa, 1995; 1999; Al Shammari et al., 

1994; Al Mahroos and Al-Roomi, 1999: El Mugamer et al., 1995: AlAwadi and 

Amine, 1989; Nohair, 2014), Obesity is an epidemic in the UAE, this also 

happened to other Gulf Cooperation Council (GCC) Countries where this 

condition is responsible for increasing death rates annually.  

Several studies also have shown an increased prevalence and incidence 

of type 2 diabetes in obese persons in the Arabian Peninsula (Moussa et al, 

1999; Al-Mahroos and McKeigue, 1998; Al-Nuaim et al., 1996; El Mugamer et al., 

1995, Nohair, 2014).  According to the Global Burden of Disease Study 2013, 

more than 66% of men and 60% of women in the UAE are now overweight or 

obese, with a recent UAE University study 5 reportedly estimating the same 

figures applied to around 40% of children., this is also supported by the following 

study conducted by Ghalaita et al., in 2014 that from 76 respondents suffer from 
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chronic diseases, 58% suffered from diabetics, 25% suffered from heart diseases 

and the rest 17% suffered from blood pressures.The population of the United 

Arab Emirates (UAE) largely consists of foreign citizens which approximately 

88% of the country’s 8.5 million inhabitants were expatriate workers from Asian 

and Western countries, attracted by the strong economy and good job 

opportunities.  

Below is the statistics as shown by WHO in 2016 which describe the 

conditions affected by obesity, impacting to the diabetes death, attributable to 

high blood glucose: 

 
Picture 1.1: Diabetes profile in UAE 
Source:www.who.int(2016) 
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UAE is also considered the most attractive F&B business environment in 

the MENA region being ranked first in MENA region and 4th globally in 

Risk/Reward index RRI published by BMI.  The increase in building of more food 

mega marts type stores, the food retail industry prevalent shows changing in food 

consumption patterns of the population that results in a focus shift towards 

processed food, retailing supermarket chains as well as increased investments in 

the food industry at the country level.  UAE food retail industry players such as 

Carrefour, EMKE Group, Lifco Group, Lulu Hypermarket, Choitrams, Nesto 

Group, Al Maya Group, Spinneys Dubai, and Union Co-Operative setup showed 

the changing food consumption patterns of the UAE population.  

According to a survey by KPMG, 66 per cent of residents in the country 

eat out at least once a week. Food courts, casual dining restaurants and quick-

service outlets are the top choices, and each resident spends about Dh120 on 

out-of-home meals, on average and the study by Nielsen in 2014 that Roughly 

90% of UAE respondents believe they “are what they eat” and nearly 87% are 

actively using foods to forestall health issues and medical conditions, such as 

obesity, diabetic, high cholesterol and hypertension.  

The food consumption patterns of adult men and women in the UAE is the 

low intake of fresh fruit and vegetables (musaiger and abuirmeileh, 1998).  So the 

need to adopt a balanced diet which contains enough portions of vegetables and 

fruits (Michaelidou et al. 2012; Figueiredo et al. 2008). It is also important that 

food contains functional properties, without large amounts of fat and sugars 

(Ministério da Saúde, 2005; Figueiredo et al. 2008) and the intake of low-fat and 

low-sugar food can help to control weight (Tabbakh and Freeland Graves 2016). 
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Because of the risks of poor habits and bad life styles above, People are 

more conscious about healthy lifestyle and nutrition especially when purchasing 

food product and consumers are becoming increasingly aware of their health and 

the relationship between diet and disease, their demand for nutrition information 

and for all things healthy, organic, additive-free and natural is driving an 

increasingly health-conscious food market – both regionally and internationally. 

Eat healthy and live healthy is one key of the essential requirements for long life 

and the quality food is fundamental for human health and well-being. The 

underlying expectation is that people will personally monitor their health through 

the consumption of “healthy” goods and healthy behaviors, rendering them 

responsible for their own health outcomes (Brownell et al. 2010; Crawford, 

2006; Guthman, 2011; Turner, 1982).According to Vijayabaskar and Sundaram 

(2012), the people’s change in lifestyle and corresponding trends toward health 

consciousness has increased and influenced their purchase intentions. 

One of the healthy foods to maintain a healthy lifestyle which is now 

gaining popularity globally because of its natural, minimal processed and healthy 

is palm sugar including coconut sugar used as a traditional sweetener for 

thousands of years in Asia (Srikaeo, K. and Thongta, R, 2015) which 100% 

natural without coloring, preservatives, additives and also has lower glycemic 

index (GI), containing more nutrients than white table sugar and cane sugar , 

becoming popular nowadays in developed countries as reported by Solanki 

(2016).  

Below is the chart of glycemic index rating of sweeteners which shows the 

comparison amongst of them are namely coconut sugar and white sugar. 
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Picture 1.2: Glycemic Index of Sweeteners as Comparison  
Source: www.haalo.org (2019).  

Low GI foods play an important role in the dietary management of 

diabetes, weight reduction, peak sport performance and the reduction of risks 

associated with heart disease and hypertension (Jenkins et al. 1981; Foster-

Powell and Miller, 1995; Foster-Powell et al. 2002; Jenkins et al. 2002).  A limited 

number of recent observational studies have shown that low GI or GL diet has a 

beneficial effect on metabolic risk factors of cardiovascular disease and T2D, 

including body mass index (BMI), cholesterol, HDL, HbA1c (Chiavaroli et al., 

2016, Min et al. 2016, Niknam and Esmailzadeh, 2012, Shirani et al. 2015). 

Because coconut sugar has very good benefit for health, then there is 

compensation that must be redeemed, namely Price. The recent price of coconut 

sugar in international market, compared to local market is very different and 

expensive amazingly as one of the facts found in the Supermarket in Singapore it 

is IDR 200.000 per kg, in contrast to the local price market before being imported, 

which the price alone is 10 times from the initial price of IDR 20.000 up to 25.000 

per kg as stated by Hasto Wardoyo as the regent of Kulonprogo. Jogyakarta. 
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While in European market, based on market information data base – CBI in 2018, 

the price of coconut sugar, is priced at Euro 3.70 – Euro 4.50 per kg. 

Irrespective to the expensive price in the different market, Solanki (2016) 

also noted that the demand for palm sugar in European countries within the last 

five years is very high. Consumers have become more interested in purchasing 

food that will improve their health and research shows the connection between 

diet and health is increasing the purchase intentions of healthy foods (Gelperowic 

and Beharrell, 2009), This negotiation is made through the balancing and 

prioritization of the motives for food choices (Connors et al., 2001). The 

consumers in their food choices have six motives to make: healthiness, taste, 

price, safety, convenience and social interactions (Connors et al. 2001; Furst et 

al. 1996; Lusk and Briggeman, 2009). This sparks the growing increase 

consumers have towards eating healthier has resulted in substantial growth in the 

health and wellness industry (Mintel, 2017; Euromonitor, 2017). Health concern 

appears as the most important reason for purchasing and consuming organic 

food (Wandel and Bugge,1997; Padel and Foster, 2005 and Michaelidou et al. 

2008). Consumers believe that the consumption of organic food is beneficial, and 

this positive attitude has significantly influenced the purchase intention of organic 

food (Suprapto and Wijaya, 2012).Life style (Basha et al. 2015; Zanoli et al. 

2004), Health concerns (Schifferstein and Oude Ophuis, 1998), food safety 

concern (Padel and  Foster, 2005; Hsu, Chang and Lin, 2016; Wee, Ariff, Zakuan 

and Tajuddin, 2014), health benefits (Mohamad, Rusdi  and Hashim, 2014) and 

environmental concern (Sia, Ooi, Chong, Lim and Low, 2013; Gomiero, Pimentel, 

and  Paoletti, 2011; Grunert and  Juhl, 1995; Soil Association, 2000; Sparks and 

Shepherd, 1992) , high quality (Basha, Mason and Shamsudin, 2015) and better 



7 
 

 

taste (Denver and Jensen, 2014) of organic food products significantly affect 

customer attitude to purchase. 

Due to the increasing trend of eating healthy foods, the needs of 

packaging are undeniably indispensable as the language of product, it is acting 

as a helpful instrument in market to create a brand image of the product either at 

domestic or foreign level which helps boosting sales and in creating competitive 

advantages. Packaging offers safeguard to the quality of product, knowledge 

about the product and organization, a technique to communicate with consumers 

(Silayoi and Speece, 2007) and the impact of packaging and its elements can 

impact the consumer’s purchase decision (Ahmed et.al. 2014). 

Below is the comparison of the packaging found in the supermarket as 

current competitor in the UAE Market with different sizes and prices included, 

compared to AK Sweet Gold Coconut Sugar with different packaging 

            300 gr = AED 17,30                             300 gr = AED 17,35 

             

Picture 1.3: Product competitor, Coconad Brand from India  
Source: writer’s own compilation (2019).  
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         250 gr                                  500 gr                              1000 gr 

       

Picture 1.4: AK Goldenesia product of coconut sugar  
Source: writer’s own compilation (2019) 

 
 
Picture 1.5: AK Sweet Gold Artwork ( to be embossed in the packaging ) 
Source: writer’s own compilation (2019) 

In return to increasing more healthful food purchases, some supermarkets 

have begun making their own store-level changes, such as adding healthy 

checkout lanes devoid of less healthy food products, Kohl (2016); enhancing the 

appeal of more healthy foods through colorful packaging, signage, and lighting, 

Lee (2016): offering more healthy food samples; and providing additional 

nutritional information, Lee (2016). 

In sales, the fact that it is widely recognized that over 50% of purchasing 

decisions are made at the shelf, or point of purchase (Ferrell, 1987; Frontiers, 
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1996), Packaging is the first thing seen before making purchase choices because 

packaging conveys distinctive value to products (Underwood, 2003; Silayoi and 

Speece, 2007). Consequently, increasing demand for organic foods in the market 

made a great concern for the organic food industry. Companies must 

comprehend what factors influences the purchase interest before they make a 

decision to purchase the products and marketers can develop effective and 

efficient marketing strategies to get new and potential customers if marketers can 

identify the factors that influence the purchase intention (Thamizhvanan and 

Xavier, 2013). 

Based on the above facts, the writer would like to conduct the research in 

order to find out the factors influencing the purchase intention of coconut sugar 

towards product quality, price, and packaging in UAE market due to the 

increasing demand, driven by life style, health benefits, safety concern and health 

consciousness. 

1.2. Formulation of The Problems  

Based on this reality in this study, the writer would like to try evaluating:  

1. Does Product quality have influences on customer purchase intention 

to coconut sugar? 

2. Does Price have influences on customer purchase intention to 

coconut sugar? 

3. Does Packaging have influences on customer purchase intention to 

coconut sugar? 

1.3. Research Objectives  

The main objectives of this study which can be specifically elaborated is to  

the following variables : 
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1. To analyze and test product quality whether it has influences to customer 

purchase intention on coconut sugar in the UAE market 

2. To analyze and test pricing whether it has influences to customer 

purchase intention on coconut sugar in the UAE market 

3. To analyze and test packaging whether it has influences to customer 

purchase intention on coconut sugar in the UAE market  

1.4. Expected Benefits  

 This study is   expected   to   provide   some competitive advantages for 

the business owner, the researcher and other people as follows: 

1. Theoretical Benefit 

This research is expected to give scientific contributions in the 

Marketing Theory especially in the marketing spheres of the kind. 

2. Practical Benefits 

a. For the business practice is expected to find out the factors in 

appearance, taste, texture, size, period of use, and price 

affordability, competitive and comparative price as well as 

pictures, size, shape, material, color, brand name which are 

needed in the UAE Market. 

b. For the writer it is to apply the knowledge and to get in-depth 

understanding in UAE market where the study of coconut sugar 

marketed and distributed is carried out. 

c. For the university especially for the students, it is to provide some 

useful information and good insights about the factors influencing 

purchase intention of coconut sugar towards product quality, price 

and packaging in UAE market.  


