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ABSTRACT

This study examines the effect of pricing practices and other factors on consumers’
buying behavior in the UAE in the post-Covid-19 era. The focus is on buying from
hypermarkets. Other factors such as product quality, the possibility of paying with
cards, convenient hypermarket layout, near location, not-crowded hypermarkets,
and the way prices are written are also investigated. The effects of factors such
as gender, marital status, age, income, education, and shopping frequency were
examined. A questionnaire built based on a literature review was used to collect
data from 180 respondents in the UAE. Statistical methods such as the one-sample
t-test, two-sample t-test, ANOVA, and correlation were utilized. R statistical tool was
used for data analysis. Results showed that product quality is more important than
lower prices. However, lower prices are still a key factor that determines where
consumers will buy from and how much they will buy. Highly educated consumers
place more importance on a well-designed hypermarket with wide aisles and not
being crowded. Generally, factors other than prices are also important. Men and
married people care more about prices than other respondents. For this reason,
they look for good prices in distant hypermarkets. Decision-makers need to consider
such factors and focus on improving customer service to increase customer loyalty.
It is also essential for them to keep up with the changing preferences and needs
of their customers.
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1. Introduction

After the COVID-19 era, customers’ expectations started to change. In the post-COVID era, the tendency
for online shopping has increased. However, this tendency is different from one country to another
(Higueras-Castillo et al., 2023). People still need to come to traditional physical hypermarkets. However,
because of the pandemic, many people lost their jobs, and others had salaries reductions. Therefore,
people are more sensitive to prices. Retailers need to offer the best prices (Fares et al., 2023). Besides
the prices, the product’s quality is very important in the post-COVID era (De & Singh, 2023). Retailers
must cope with the changes in these expectations. For example, changes in the layout of the hypermar-
kets to highlight hygiene products were necessary (Wang et al., 2020). Customers started to prefer hyper-
markets with wide aisles to reduce the probability of being infected. Customers started to depend more
on new technologies such as touch-free and highly automated shopping (Diaz-Martin et al., 2021). The
tendency for impulse buying has increased. The frequency of buying and buying patterns were changed
because of the psychological effect of COVID-19 (Naeem, 2020). Recent inflation of oil prices made cus-
tomers more sensitive to traveling for long distances (Kurniawan et al., 2022), therefore, the location of
the hypermarket became more important.
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Consumers in the GCC countries are increasingly turning to modern retail formats, especially hyper-
markets, to satisfy their needs (Belwal & Belwal, 2017). In hot weather, especially in the summer, people
tend to look for malls as one option to spend time, and for friends to meet. Customers are attracted to
hypermarkets through special offers and product promotions. Hypermarkets provide customers with a
wide range of products at competitive prices, making them a preferred choice for many shoppers. Their
features provide convenience for consumers, as they can find a wide variety of items in one place.
Hypermarkets also have large spaces, making them an ideal place to shop for large quantities of items
(Ghaffarkadhim et al., 2019). Some consumers prefer to come frequently and buy a few items, and others
prefer to come only once a week and make large purchases. Retailers must be aware of these different
types of shoppers and adjust their strategies accordingly. Retailers should tailor their marketing and
promotional efforts to these different types of shoppers.

Price promotions can help to increase sales by increasing customer loyalty, as consumers are
more likely to purchase items if they are offered at discounted prices (Hallikainen et al., 2022). As a
collection of decision-making processes, consumer-buying behavior is determined by both internal
and external factors. Internal factors include personal needs and motivations, while external factors
include social and economic influences (Sharma & Sonwalkar, 2013). For example, consumers prefer
not-crowded hypermarkets. This is because they can easily find what they need without having to
wait in long queues. Shopping in not-crowded hypermarkets also reduces stress and helps custom-
ers feel more relaxed. One form of increasing sales is impulse buying, which usually occurs when a
person is exposed to a product, a promotional offer, or a temptation. It can be a quick decision,
usually unplanned, and is driven by the desire to have immediate gratification. It is often triggered
by an emotional response or an attractive product display. For instance, when a store offers a dis-
count on a product, it is likely to lead to an impulse buy from a customer who was not planning
to purchase it before (Bhakat & Muruganantham, 2013). Additionally, customers may be more likely
to return to the store in the future, knowing that they can find discounted items. This could lead to
repeat customers and increased sales.

Since the customers’ expectations can vary from one country to another, this study aims to examine
the effect of promotions in hypermarkets in the UAE on the behavior of consumers. It considers the
effect of pricing strategies and other factors such as proximity to consumers, good layout of the place,
high-quality products, and others. The study examines if discounts and other factors really affect cus-
tomer preferences. The study also checks the effect of factors such as gender, education, marital status,
frequency of shopping, and income on the buying behavior of consumers. Such a study with this objec-
tive was not conducted in the UAE, not before, and not even after the pandemic. Therefore, the study
investigates this research gap. The study can be a guide for hypermarkets management to make the
right decisions regarding variables that affect the behavior of consumers. This knowledge can help opti-
mize the marketing strategies of hypermarkets and understand the changing needs of their customers.
Retailers need to take some actions to respond to changes in the expectations of customers, to survive
in the market.

2. Literature review

In this section, first, the literature about the factors that affect shopping behavior is presented. Then
the effect of economic crises, Covid-19, and political conflict is written. After that, the effecting factors
on shopping behavior in the region in general and the UAE, in particular, are presented. Then other
regions such as India and Pakistan are examined. Then, a literature review about promotions’ effect on
healthy and unhealthy food demand was presented. Finally, more about the gap in the research is
discussed.

Different factors can affect the choices of consumers. Customer perception of mall value is influenced
by the mall environment (EI-Adly & Eid, 2016). For example, Zhou and Wong (2004) examined the impact
of retail store environment variables such as music, lighting, and social interaction on consumer impulse
buying behavior. Moreover, five variables were considered in a study by Fikri et al. (2020), including
purchase decision, price, service quality, promotion, and lifestyle. Retail 1JC Mart purchasing decisions
were influenced by these variables during the Coronavirus pandemic. A positive relationship was found
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between price and service quality when it comes to purchasing decisions. According to Hernandez et al.
(2011), socioeconomic characteristics such as age, gender, and income do not affect online shopping.
Furthermore, a study by Maulana and Novalia (2019) examined the effect of shopping lifestyle and pos-
itive emotions on impulse buying of customers at the Palembang City hypermarket. The data was from
a sample of 150 people. Both variables were found to have a significant effect on impulse buying. Noor
(2020) also found that price discount has a positive significant impact on impulse buying. Greenacre and
Akbar (2019) examined the effect of payment methods on low-income shoppers’ shopping behavior.
They found that Cashless Debit Cards made the overall grocery market more inelastic, while in-store
spending remained stable. In a study by Cakici and Tekeli (2022), the price level perceptions and emo-
tional responses of consumers to supermarkets were examined as mediators. According to that study,
consumers’ price sensitivity, perceptions of cheapness, perceptions of expensiveness, and positive feel-
ings toward supermarkets affected their purchase intention.

Consumer purchasing habits changed during the global economic crisis of 2007/2008, according
to a study by Sharma and Sonwalkar (2013). As a result, consumers became more responsible, eco-
nomical, and demanding. This behavior increased during the pandemic because many people lost
their jobs, or suffered from the reduction of salaries (Fares et al., 2023). The financial dimension has
been found more critical recently, especially during the conflict of Russia and Ukraine, where prices
of food witnesses unprecedented price hikes. McColl et al. (2020) evaluated the financial impact of
supermarket sales promotions based on the amount of new demand generated from cannibalizing
the base product. The impact of price cuts was examined. In a study by Bashir et al. (2020), lean
concepts were applied to the warehouse shipping process in a major supermarket chain. They found
that lean concepts emphasize streamlining processes and eliminating waste. This reduces the amount
of time and resources needed to complete the process, resulting in time and cost savings. These
savings give the hypermarkets the possibility to make further price reductions. Besides looking for
better prices, consumers have new shopping behaviors such as looking for wide-aisle and nearby
hypermarkets (Wang et al., 2020).

Some studies focus on the GCC region in general and the UAE in particular. For example, in a study
by Joghee et al. (2021), a special focus was placed on malls in the UAE to study impulse buying behav-
ior among expats. 450 respondents were selected by purposive sampling for this purpose. According to
their findings, respondents in the 30-40-year-old age group, businessmen, who visit the mall every day
and shop with their siblings, have the highest level of perception of impulse buying behavior. The
researchers also found that external factors greatly influenced expats’ impulsive purchases in malls in
the UAE. Moreover, to analyze and determine the company’s success, Sandybayev (2019) examined
Carrefour in the UAE by implementing supply chain management. Bhalla and Bhalla (2023) found that
Carrefour in the UAE gained a new strategic perspective due to the COVID-19 pandemic that exposed
its updated marketing plans. For example, there were heavy discounts on products at Carrefour. A study
by Belwal and Belwal (2014) examined consumer behavior toward hypermarket preferences in Oman.
Their study was conducted using 164 completed questionnaires. They found that hypermarkets are not
only visited by consumers for purchases but also for recreation. They also found that customers are
willing to spend more time in hypermarkets. Choosing hypermarkets is influenced by factors such as
cleanliness, quality, payment counter efficiency, variety, and parking facilities. A study by Gaytan et al.
(2020) examined the impact of promotional variables on consumer buying behavior in Oman. Consumer
buying and decision-making behavior are significantly influenced by all promotion-mix variables.
Consumer psychology and buying behavior and their relationship to prices were examined in a study
by Al-Salamin and Al-Hassan (2016). Al-Hassa region participants in Saudi Arabia were asked to fill out
a questionnaire. There were 433 responses with a 43.3% response rate. The findings show that prices
and consumer buying behavior are positively related. Another study in Saudi Arabia is the one by
Rahman (2023), where the effect of services, price, location, atmosphere, and convenience on shopping
behavior was examined. They found that gender, age, ethnicity, and social stratification have effects on
the perception of the respondents.

There are other studies conducted in other regions, and similar main results were found in such
regions. For example, a study by Khan et al. (2019) examined the effect of various sale promotion strat-
egies on consumer buying behavior. They used a sample of 297 by choosing customers at 25
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supermarkets/hypermarkets in Pakistan. The study discovered that all of the promotional tools have
important roles in motivating consumers. A study by Pallikkara et al. (2021) was conducted in India’s
leading food and grocery modern retail stores. A total of 385 respondents provided the data. During
checkout, impulse purchases were found to be minimal. Some factors contribute to impulse buying at
the checkout, including store environment, credit card accessibility, and promotions.

However, some promotions can have some disadvantages to public health. In other words, promo-
tions affect shopping behavior even when they don't involve healthy food. A study by Katt and Meixner
(2020) was conducted to determine what factors influence discount grocery shoppers’ purchase inten-
tions for organic food. Organic food purchase intentions were negatively correlated with price conscious-
ness. Moreover, Hoenink et al. (2020) examined the efficiency of nudging and pricing strategies for
increasing healthy food purchases. Information from a sample of 455 people was used. Their study sug-
gested that combining both methods could be an effective tool to promote healthy food choices. An
analysis of 50 weeks' worth of beverage price promotions from two major Australian supermarket chains
was conducted by Zorbas et al. (2019). Prices for beverages are frequently promoted in Australian super-
markets, undermining dietary promotion efforts. These promotions are considered to have a negative
impact on public health. More studies were conducted on food shoppers. Consumers at supermarkets
were examined for their food purchasing behavior in a study by Sanlier and Karakus (2010). In order to
determine the criteria consumers considered when purchasing food, they conducted a survey. The
researchers discovered that women put more importance on nutrition and reliability than men did.
Roslan et al. (2016) examined consumer decisions during food and grocery shopping. An empirical study
of about 400 grocery shoppers was conducted. Among the demographic characteristics, only marital
status influenced shopping decisions significantly.

There are indeed some recent studies in the GCC region about consumers’ behaviors. However, none
of the research mentioned above investigated shopping behavior in the UAE, not before, not during, and
not after COVID-19. The study by Joghee et al. (2021) was about impulse buying. Moreover, the study by
Bhalla and Bhalla (2023) was about Carrefour in particular. However, our study is about shopping behav-
ior in the UAE in general. Decision makers need to know which strategies to follow in the post-Covid-19
era to satisfy consumers’ needs. If not, customers might opt for online shopping or turn to competitors.
Therefore, we need to bridge this gap.

3. Methodology

The study methodology starts with a literature review of factors affecting consumers’ behavior in general
and in the GCC countries in particular. Recent studies during the pandemic and the political conflict took
more attention. Then a gap was found in the UAE in which the authors work. The objectives of the study
were set based on the gap and based on the recent challenges the retailers face. The method of data
collection was chosen and the sampling method was determined. The method of data collection in this
study is a survey because it helps get information from a large number of consumers. The study focuses
on analyzing a questionnaire about the effect of pricing and other factors on shoppers’ behavior. The
items in the questionnaire are based on a recent literature review. Three hypotheses were chosen to test.
Data analysis methods that are appropriate for our study hypotheses were conducted using R, and find-
ings were discussed.

The empirical data collected from different sectors of consumers give hypermarket decision-makers a
clear vision of the most appropriate decisions to make. This data can be used to understand customer
needs and preferences and adjust product offerings accordingly. The sampling technique used was ran-
dom sampling. The questionnaire was sent online to about 300 people in the UAE. The number of
respondents is 180, which is an acceptable number of respondents and accounts for 60% of the total
number of people who received the questionnaire. According to Lund (2023), the typical survey study
received between 136 and 374 respondents, based on the survey sample sizes he examined in 842 arti-
cles about systems research. By avoiding non-response bias, we prevented survey participants from refus-
ing or being unable to answer survey questions. Individuals have different reasons for not responding.
Therefore, we kept our questionnaire short and simple. We also translated the questions into Arabic.
Moreover, gentle reminders were sent to respondents.
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Table 1. Study constructs and dimensions.

Constructs and dimensions Short form
Buying habits Buying habits

1. | usually go shopping on the weekend Shopping on the weekend
2. | buy more when using the card than when using cash More with the card

The importance of prices Importance of prices

3. | look for products with lower prices Low-priced products

4. The price can affect the quantity that | buy. The better the discount, the larger the quantity | buy. Effect of price on quantity
5. When buying, the way of writing prices attracts me to buy Writing prices

6. | buy cheaper goods even if they are at the end of their season just because they are cheaper Cheaper goods at season end
Hypermarket selection based on prices and discounts Hypermarket selection

7.1 can go to distant hypermarket just because it offers better prices Distant hypermarket

8. | choose the hypermarket with lower prices Lower-prices hypermarket
9. | look for offers from different hypermarkets and select temporarily the one with good discounts Looking for offers

10. | prefer the hypermarket that has stable prices Stable prices

Factors other than the prices Other factors

11. Factors such as the quality of products are more important to select the hypermarket to buy from Quality is more important
12. Factors related to the hypermarket such width of the aisles are more important to select the Width of the aisles

hypermarket to buy from
13. | prefer to go to hypermarkets that are not crowded even if the prices of the crowded ones are better Not-crowded hypermarkets
14. | just buy without looking at the prices Buy without looking

Figure 1. Study framework.

A list of the different questions in Table 1 includes the study’s constructs and their detailed dimen-
sions. The short form in the second column will be used later in the results section. Constructs are
groups of related dimensions. Each dimension represents a question in the questionnaire. The question-
naire is two parts: The first one is about information about the respondents such as age, education,
gender, marital status, income, and frequency of shopping. The second part is about the 14 dimensions
shown in Table 1. Respondents should answer the second part using a Likert scale of 1 to 5, where 5
means strongly agree, and 1 means strongly disagree. Therefore, the total number of questions in the
questionnaire is 21.

It is possible to have several malls and hypermarkets in a small region. Therefore, the dimensions 7
and 9 are not the same. The following hypotheses are investigated:

«  H;: There is a positive relationship between discounts and lower prices and the tendency of consum-
ers to select the hypermarket and buy more.

«  H,: Other factors affect the buying behaviors of consumers such as quality of products, good loca-
tion of hypermarket, and wide aisles.

«  Hs: Several characteristics of consumers can affect their perception of buying behavior such as gen-
der, marital status, age, education, income, and frequency of shopping.

Figure 1 shows the main framework of the study. The characteristics of the consumers are age, marital
status, education, gender, number of shopping times in the week, and income. The other three factors
affecting shopping behavior are related to the main constructs in Table 1.

To check these hypotheses, different tests are conducted. The first hypothesis can be examined using
the one-sample t-test. For example, for the question ‘I look for products with lower prices, the test will
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be if the average is larger than 3 or not. Being more than 3 means that most of the respondents pro-
vided the answer of agree or strongly agree. Some studies use ‘3’ and others use ‘3.5" The second hypoth-
esis can also be examined using the one-sample t-test. We also use 3 as the benchmark number. The
third hypothesis needs two different tests. The first one is for gender and marital status, which needs the
two-sample t-test. This is because we can classify respondents as males and females. Therefore, there are
only two samples. Here, we do not have any number to test against. The effect of the rest of the factors
needs to be checked using the Analysis of Variance (ANOVA) test. This is because they have more than
two options. For example, age can be divided into five groups: Less than 25, between 25 and 34,
between 35 and 44, between 45 and 54, and 55 or more. For all the different tests, we use p-values to
check if the null hypothesis should be rejected or not. In other words, if the p-value is less than 0.05 for
any one of the above hypotheses in the list, then that hypothesis is accepted. Before making these tests,
the internal consistency needs to be checked first using Cronbach Alpha. For example, all the dimensions
of the construct ‘The importance of prices’ are going in the same direction. Therefore, the value of
Cronbach’s Alpha must be at least 0.6. We will also use the Spearman correlation coefficient to test the
correlation of different types of questions. The coefficient can be from 0 to 1. The closer the correlation
to 1, the stronger it is, and the closer to 0, the weaker it is.

4, Results

Information about the demographic profile of respondents and frequency of shopping is shown in
Figures 2 and 3. Figure 2 shows pie charts representing the gender and marital status of respondents.

Figure 3 shows other data about the respondents, which are age education, frequency of shopping,
and monthly salary. The respondents represent all the different types of consumers with different edu-
cation levels, salaries, and ages. This is important to generalize the results of the study.

The Cronbach alpha values were given in Table 2. The first construct ‘Buying habits’ contains only two
dimensions, and they are about two different things. Therefore, they are not included in Table 2. The
results in Table 2 are in the acceptable range.

Table 3 shows the average, standard deviation, and one-sample t-test for the dimensions of the study.
The hypothesis tested here is if the average of the responses is greater than 3 or not.

It is very clear from the p-values that they are less than .05, except for two dimensions. That reveals
the importance of prices and other factors such as the quality of products, hypermarket layout, and
hypermarket locations. However, consumers are not looking for goods at the end of the season. Only
25% of respondents buy cheaper goods at the end of the season. It is important for decision-makers to
try to sell products at the right time. The last question about buying without considering prices reveals
that most customers care about prices regardless of their income. However, 21% of the respondents
answered with agree or strongly agree. The percentage of females who do not look at prices is 20% and
the percentage of males is 24%. That means that men care more about prices than women do. From
Table 3, and based on the average values, we can say that product quality is more important than prices.
This is because the average value of dimension 11 is the maximum with a value of 4.23. The order of

Figure 2. Gender and marital status of respondents.
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Figure 3. Basic information about respondents.

Table 2. Cronbach Alpha of study construct.

Construct Cronbach Alpha

The importance of prices 0.698

Hypermarket selection based on 0.701
prices and discounts

Factors other than the prices 0.607

important factors based on respondents’ opinions is as follows: Low-priced products, the possibility of
paying using the card, the way of writing prices, stable prices, not-crowded hypermarkets, the width of
the aisles, and hypermarket location.

The two-sample t-test was used to examine the difference in the perspective of respondents
based on gender. Only four dimensions showed differences between males and females. In this
case, the p-values are less than .05. Figure 4 shows these dimensions. In all these dimensions,
male averages are larger than female averages. This means that, for example, males are more likely
to travel to distant hypermarkets seeking lower prices. Generally, males are more price-sensitive
than females.

For marital status, it only affected three dimensions which were found with p-values less than .05.
These three dimensions are shown in Figure 5.

Married people care more about prices and the way they are written. This is expected because they
have more responsibilities. For the effect of other variables, which are age, salary, education, and fre-
quency of buying, the ANOVA test is used as shown in Table 4. Most of the p-values are larger than
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Table 3. Basic statistics and one sample t-test for study dimensions.

Constructs and dimensions (Short form) Average Standard deviation One sample t-test (p-value)
Buying habits

1) Shopping on the weekend 3.51 1.06 .00
2) More with the card 3.97 0.91 .00
Importance of prices

3) Low-priced products 4.03 0.98 .00
4) Effect of price on quantity 4.06 0.97 .00
5) Writing prices 3.57 1.17 .00
6) Cheaper goods at season end 249 1.18 1.00
Hypermarket selection

7) Distant hypermarket 3.37 1.20 .00
8) Lower-prices hypermarket 3.77 1.01 .00
9) Looking for offers 3.72 1.04 .00
10) Stable prices 3.51 1.01 .00
Other factors

11) Quality is more important 4.23 0.72 .00
12) Width of the aisles 344 0.92 .00
13) Not-crowded hypermarkets 3.48 1.04 .00
14) Buy without looking 249 112 1.00

Figure 4. Effect of gender on some dimensions.

Figure 5. The effect of marital status on the perception of respondents.

.05, indicating that these factors have a limited effect on respondents’ perceptions. Both age and fre-
quency of buying do not have any effect on results. On the other hand, education has the largest effect
on results.

Figure 6 shows the effect of education on the perceptions of respondents. It is clear that those with
higher degrees (Master’s or Ph.D.) care about other factors such as buying more with cards, hypermarkets
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Table 4. ANOVA test for the effect of age, salary, education, and frequency of buying.

Constructs Dimensions Age Salary Education ~ Shopping Frequency
Buying habits 1) Shopping on the weekend 0.85 0.05* 0.94 0.68
2) More with the card 0.30 0.34 0.04* 0.32
Importance of prices 3) Low-priced products 0.35 0.1 0.03* 0.37
4) Effect of price on quantity 0.44 0.67 0.17 0.06
5) Writing prices 0.47 0.06 0.36 0.08
6) Cheaper goods at season end 0.09 0.25 0.20 0.56
Hypermarket selection  7) Distant hypermarket 0.26 0.74 0.17 0.16
8) Lower-prices hypermarket 0.17 0.29 0.17 0.45
9) Looking for offers 0.23 0.73 0.11 0.08
10) Stable prices 0.59 0.40 0.07 0.31
Other factors 11) Quality is more important 0.22 0.79 0.59 0.83
12) Width of the aisles 0.61 0.95 0.02* 0.69
13) Not-crowded hypermarkets 0.82 0.97 0.01* 0.28
14) Buy without looking 0.20 0.20 0.01* 0.73

Figure 6. Effect of education on respondents’ perceptions.

Table 5. Correlation of constructs.

2. Hypermarket selection based 3. Factors other than

on prices and discounts the prices
1. The importance of prices 0.636 0.058
2. Hypermarket selection based - 0.125

on prices and discounts

Table 6. Correlation between the dimension of ‘Distant hypermarket’ and some others.

Dimension Spearman correlation coefficient
Lower-prices hypermarket 0.606
Looking for offers 0.572
Stable prices 0.130
Quality is more important 0.072

with wide aisles, and not being crowded. This is because higher educated people have larger salaries but
less time to wait in cashier lines.

Spearman correlation was calculated for some of the constructs and the dimensions. Table 5 shows
the correlation between the three constructs. The correlation is significant between the first and the
second constructs because both are about better prices.

The dimension of travelling to distant hypermarkets looking for better prices is a good example of
showing the priorities of different people. The correlation between this dimension and some others is
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shown in Table 6. It is very clear that those consumers, who are willing to drive to distant hypermar-
kets looking for better prices, place less importance on finding hypermarkets with stable prices and
high-quality products.

5. Analysis

This study analyzes the effect of hypermarket pricing strategies on consumers’ shopping behavior. It also
shows that other factors such as product quality, not crowded hypermarkets, and locations are also
important. The study shows that product quality is more important than prices. The least important
factor is the location of the hypermarket. This is because the UAE is an oil-exporting country, and fuel
prices in the UAE are generally lower than fuel prices in other countries. The study shows that there are
differences in the perception of respondents based on gender, marital status, and education. For exam-
ple, well-educated people tend to prefer not crowded hypermarkets. The effects of other factors such as
age, frequency of shopping, and salary are almost negligible. These results are important for
decision-makers to decide which strategies to take into consideration. This study has managerial impli-
cations. Retailers must pay more attention to product quality. Discounts need to be done frequently to
attract more consumers. Making price reductions at the end of the season is usually not so useful.
However, men showed more interest than women in such end-of-season sales. Therefore, retailers can
concentrate on discounts on products needed by them. Furthermore, Retailers need to be aware of
changing customer preferences and stay competitive. If a hypermarket is not in the center of the city,
more price reductions are required to attract consumers from relatively distant regions. Changes in the
layout and allocation of different items, when demand changes over the year, are also needed. Because
married males care more about prices than other consumers do, products such as baby toys, children’s
clothes, and hygiene products should be offered at reasonable prices. Not only are discounts important,
but the way they are written is also important. Therefore, appropriate banners are a wise choice. On the
national level, the UAE had price inflation recently, but it was not as high as in many other countries.
This is important to keeping the economy running.

The results generally agree with the main findings of the literature (Cakici & Tekeli, 2022; Fikri et al.,
2020), with some exceptions, based on the UAE condition. For example, according to Roslan et al. (2016),
only marital status has an effect on the perception of respondents. On the other hand, Hernandez et al.
(2011) found that age, gender, and income have no effect on buying behavior. In our study, age and
income have almost no effect on the results. However, gender affects the results of our study. The study
also aligns with what was found in the literature about buying more goods with a card than with cash.
This is such as the results in the study by Greenacre and Akbar (2019). Our study also agrees with the
findings of Rahman (2023) about the effect of pricing and location on consumers’ shopping behavior. It
also agrees with the effect of gender on the perception of respondents. However, Rahman (2023) found
that age affected the perception of respondents. This, however, is not the case in our research; age has
no effect at all. The study agrees with Isabella et al. (2012) about the importance of the way of writing
discounts and how it can attract the attention of consumers. However, there were no previous studies
in the UAE about consumers’ preferences before Covid-19 to compare our study with.

6. Conclusion

This study examines the positive effect of effective pricing strategy, way of writing prices, quality of
products, near hypermarkets, wide-aisle hypermarkets, and not-crowded hypermarkets on consumers’
choices. Statistical methods of a survey in the UAE were utilized to achieve the study objectives. Results
showed that consumers give more weight to quality than cheap prices. Factors such as marital status,
gender, and education affect the results. Males and married people generally care more about better
prices than females and single people. Highly educated people value product quality, calm, and conve-
nient shopping environments. The study is the first of a kind in the UAE. It provides retailers with valu-
able insights about the importance of price reduction, product quality, facility location and layout, and
others. For example, retailers can concentrate on a segment of consumers interested in discounts such
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as married men. However, the study has some limitations. For example, even though the sample size of
180 respondents is reasonable, larger samples can be better to represent more respondents. Further
research is still needed on the most effective ways to utilize the results of this study. This research is
needed to translate its findings into strategies for selecting the most suitable location, design, and sup-
ply chain options for hypermarkets. Additionally, research should focus on how to improve customer
satisfaction at a specific hypermarket. Understanding customer needs and preferences is essential for the
success of any business, particularly in the retail industry. The current study investigated consumers’ per-
ceptions. There is a need for additional research into the perception of hypermarket management staff.
Empirical studies are needed to track the changes and actions taken by these hypermarkets to cope with
consumer perception changes.
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