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Abstract: 
 

 

 

This study addresses the decision determinants of the Palestinian household of 

consumption of  olive oil in the West Bank region. Consequanly, it aims to develop an 

efficient marketing strategy in order to increase the market share of Palestinian olive oil in 

the local market, and to reduce the decline in annual consumption per capita. Consumption 

of Palestinian olive oil has decreased gradually from 10 liters annually per capita in 1970, 

to 4 liters annually per capita in 2007. Whereas, the demand for this commodity on 

international markets has been increasing constantly. In addition, the marketing 

services that support the marketing and production facilities of this industry; are far below 

the international standards. The process of canning, packaging and promoting this vital 

commodity has witnessed no developments over the past years. 

 

‌‌ 

To achieve the objectives of the study, three quantitative models have been developed to 

identify the factors that underpin the purchase and consumption of the Palestinian family 

of olive oil. To measure the impact of these factors, preliminary data were obtained by 

using questionnaire, which were distributed to Palestinian household  and then collected in 

the time period from 1/2/2010 to 28/02/2010. This data allowed us to evaluate the three 

quantitative models. The first model was designed to identify the determinants to purchase 

olive oil in the Palestinian family in the West Bank, while the second model was designed 

to identify the determinants of olive oil consumption in the Palestinian family in the West 

Bank, and finally the third model was designed to determine the preference factors such as 

the packaging, size of the bottle, color … etc. Each model was evaluated separately using 

OLS, because of the independency of the three models. 

 



 و‌ 

The lack of confidence in the quality of the product is the main driver of the Palestinian 

consumer behaviour towards traditional purchasing methods. While the demand in the 

global markets for olive oil is increasing, the statistical results are indicating that there is a 

severe case of lack of interest in the new generations in this commodity despite its proven 

health benefits. The result of this attitude was that olive oil lost its competitive edge 

compared with other oils. The study also found out that the taste of olive oil has the 

significant impact on the amount of consumption. The Palestinian consumer is very savvy 

when it comes to olive oil, and he can, by just tasting a sample, differentiate between types, 

different qualities, methods of storage, oil age and other factors that directly affect the 

properties and characteristics of olive oil and its taste. 

 

 

The most important recommendations of the study: 

 

The study reached the conclusion that it is of the utmost importance to build a brand name 

for the olive oil product. Consequenly it is expeced that brand name will provide a good 

investment opportunity for the provision of Palestinian olive oil throughout the year and 

regain the confidence of the Palestinian consumer. The study also recommends the 

following markeing to adopt the following polices: (i) developing new methods of storage 

and packaging the product, (ii) establishing a new set of advanced taste and quality 

standards. It also recommend to focus on the proven health benefits of olive oil in the 

advertising and marketing campaigns, which will raise the per capita consumption and 

strengthen the relationship between forms of consumption and amount of consumption. 

Finally, the study recommends to conduct further research and studies on the Palestinian 

olive oil, that address the effect of the type and shape of containers used in olive oil 

packaging, on the Palestinian consumer behaviour, and the possibility to develop it on a 

sound scientific and commercial basis. 
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4.1

Model   Un standardized Coefficients Elasticity t Sig. 

    B Std. Error       

   الحساسيت    

1 (Constant) .259 1.498 -------------------------- .173 .863 

 X3 .043 .024 0.062401829 1.981 .051 عذد افراد الأسرة

ضْت‌32إى42‌‌ًاىعَر‌ٍِ‌  x4b .457 .298 0.002539899 1.532 .127 

ضْت‌22إى32‌‌ًاىعَر‌ٍِ‌  x4c .490 .293 0.028266823 1.668 .097 

ضْت‌12إى22‌‌ًاىعَر‌ٍِ‌  x4d .411 .291 0.020866626 1.412 .160 

سنت 36إلً  24العور هي   x4e .606 .299 0.033564089 2.028 .044 

 x4f .871 .373 0.00804534 2.332 .021 العور امبر هي ستىى عبم

شينو‌2222إى3222‌‌ًاىدخو‌ٍِ‌  x5b .074 .124 0.004299777 .601 .548 

شينو‌1222إى2222‌‌ًاىدخو‌ٍِ‌  x5c .105 .174 0.002914936 .605 .546 

شينو‌7222إى1222‌‌ًاىدخو‌ٍِ‌  x5d .153 .194 0.003708175 .787 .433 

 x5e .842 .228 0.012637614 3.700 .000 الذخل امثر هي ستت آلاف  شُنل

 x7a .029 .240 0.005544425 .119 .905 ٍناُ‌اىطنِ‌اىَديْت

 x7b .265 .256 0.008876281 1.034 .303 ٍناُ‌اىطنِ‌اىريف

 x8a -.157 .373 -0.015380265 -.420 .675 اىَطخىي‌اىخعييَي‌حىجيهي‌فَا‌دوُ

 x8b -.211 .382 -0.007808322 -.554 .580 اىَطخىي‌اىخعييَي‌دبيىً

 x8c -.142 .380 -0.012125821 -.373 .709 اىَطخىي‌اىخعييَي‌بنيىريىش

 x8d -.101 .390 -0.001399682 -.259 .796 ٍاجطخير‌اىَطخىي‌اىخعييَي

اىحصىه‌عيً‌زيج‌اىسيخىُ‌ٍِ‌خلاه‌

 اىسراعت

x9a 
.320 .236 

0.01402407 
1.353 .178 

اىحصىه‌عيً‌زيج‌اىسيخىُ‌ٍِ‌‌خلاه‌

 اىشراء

x9b 
.046 .206 

0.006585006 
.223 .824 

اىحصىه‌عيً‌زيج‌اىسيخىُ‌ٍِ‌اىشراء‌ٍِ‌

 اىَعصرة

x9c 
.053 .229 

0.002031488 
.233 .816 

 x14a -.705 .604 -0.020353971 -1.167 .245 ‌ صْاعت‌اىعبىة‌ٍِ‌اىحديد

 x14b -.355 .337 -0.051638306 -1.054 .294 صْاعت‌اىعبىة‌ٍِ‌اىسجاج‌

 x14d .680 .358 0.011774242 1.988 .058 صْاعت‌اىعبىة‌ٍِ‌اىطخاّيص‌ضخيو‌‌

 M -.025 .015 -0.027315899 -1.643 .102 اىسيىث‌الأخري

 X15 .048 .190 0.056543902 .254 .800 اىفىائد‌اىصحيت

 X16 .254 .141 0.296158443 1.900 .054 الطعم

 X17 .024 .172 0.028654183 .143 .887 الجىدة

 X18 .125 .043 0.071981574 2.946 .004 الذعبَت

 X19 .148 .045 0.114586679 3.310 .001 السعر

 X20 -.033 .039 -0.026124967 -.842 .401 اىحصىه‌عيً‌اىسيج‌ٍِ‌اىَْخج‌ٍباشرة‌‌

 X21 .021 .038 0.009843416 .550 .583 قرب‌ٍناُ‌اىشراء

 X22 -.008 .042 -0.006431418 -.185 .853 وقج‌اىشراء‌‌‌

اىسيىث‌الأخرياىطعر‌اىَقارُ‌ٍع‌  X23 .011 .048 0.010921352 .231 .818 

 X24 .069 .051 0.026719987 1.352 .178 اضعار‌زيج‌اىسيخىُ

حىفر‌اىسيج‌دائَا‌باىبيج‌  X25 .013 .065 0.014102016 .192 .848 

 X26 -.052 .079 -0.056045725 -.650 .517 اىَسارع

 X27 .115 .089 0.123341217 1.291 .199 اىَعصرة

 X28 .290 .299 0.15644613 .970 .333 علاقت‌اىنَيت‌باىطعر

Adjusted R Square 0.637 R .838(a) 

 F 10.718 Sig. .000(a) 

a  Dependent Variable:  xx10 كويت الشراء 
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2.4

Model   
 Un standardized   

Coefficients Elasticity t Sig. 

    B Std. Error      

   اىحطاضيت    

1 (Constant) -2.723 .864 ---------------------------------- -3.153 .002 

الأسرةعذد افراد   X3 .063 .017 0. 91229929 3.735 .000 

سنت 06 إلً 14العور هي   X4b .445 .210 0.026226473 2.117 .036 

سنت 16 إلً 04العور هي   X4c .528 .211 0.030458412 2.505 .013 

سنت 26 إلً 14العور هي   X4d .424 .212 0.02152282 1.997 .047 

سنت 36 إلً 24العور هي   X4e .663 .212 0.036766931 3.136 .002 

 X4f .720 .273 0.006655257 2.638 .009 العور امبر هي ستىى عبم

شُنل 1666 إلً 0666الذخل هي   X5b .185 .089 0.010674108 2.086 .038 

شينو‌‌1222إى2222‌ًاىدخو‌ٍِ‌  X5c .179 .115 0.004957998 1.552 .122 

شُنل 3666 إلً 2666الذخل هي   X5d .399 .137 0.009681167 2.908 .004 

شُنل آلاف الذخل امثر هي ستت   X5e .686 .148 0.010295619 4.633 .000 

 X7a -.336 .180 -0.065229556 -1.870 .063 هنبى السني الوذَنت

 X7b -.257 .195 -0.00860419 -1.318 .189 ٍناُ‌اىطنِ‌اىريف

 X13 .307 .137 0.30633441 2.233 .027 حجن العبىاث

 X14  .162 .162 0.086186148 1.004 .317 ‌  صْاعت‌اىعبىة‌

ىفىائد‌اىصحيتا  X15 .104 .135 0.121840496 .769 .443 

 X16 .368 .107 0.428626062 3.452 .001 الطعن

 X17 .016 .132 0.018386444 .119 .905 اىجىدة

 X18 .144 .030 0.082513997 4.750 .000 الذعبَت   

 X19 .128 .030 0.099123174 4.336 .000 السعر  

 X30 .052 .034 0.056007864 1.513 .132 اىيبْت‌‌‌

 X31 .068 .027 0.064262533 2.522 .013 السلطت 

 X32 .074 .015 0.057472114 4.795 .000 ازيت خام

 X33 .146 .026 0.087379483 5.655 .000 الطبُخ

 X34 .068 .030 0.031039035 2.268 .025 القلٍ

 X35 .084 .022 0.054102015 3.792 .000 الخبُز والوعجنبث

الأخرياىسيىث‌  M -.016 .011 -0.017580183 -1.453 .148 

Adjusted R Square .791 R .905(a) 

F 28.635 Sig. .000(a) 

Dependent Variable xx10  الإستهلاككويت  
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3.4

Model   Un standardized Coefficients Elasticity  t Sig. 

     B   Std. Error اىحطاضيت   

1 (Constant) 4.429 .459 ---------------------------------- 9.640 .000 

‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌‌الأضرةداخو‌‌اىَناّت  X2 -.012 .031 -0.003988965 -.377 .707 

الأضرةعدد‌افراد‌  X3 .007 .009 0.010222133 .768 .444 

 X4 -.011 .018 -0.009070246 -.606 .545 اىعَر

 X5 -.026 .017 -0.012659649 -1.542 .125 اىدخو

الأضرةاىعاٍيىُ‌ب  X6 -.001 .028 -0.000415202 -.044 .965 

 X7 .013 .038 0.003728498 .333 .740 ٍناُ‌اىطنِ

 X8 .022 .017 0.011207638 1.296 .197 اىَطخىي‌اىخعييَي

 X9a .036 .084 0.001578658 .426 .671 اىحصىه‌عيً‌زيج‌اىسيخىُ‌ٍِ‌خلاه‌اىسراعت

 X9b .035 .076 0.005065712 .464 .644 اىحصىه‌عيً‌زيج‌اىسيخىُ‌ٍِ‌خلاه‌اىشراء

 X9c .061 .084 0.002322368 .726 .469 اىحصىه‌عيً‌زيج‌اىسيخىُ‌ٍِ‌خلاه‌اىَعصرة

الإضخهلاكمَيت‌‌  xx10 .077 .028 0.076873653 2.737 .007 

ديدحصْاعت‌اىعبىة‌ٍِ‌اى  X14a -1.665 .112 -0.048127938 -14.829 .000 

 X14d 2.690 .244 0.046650137 11.029 .000 صْاعت‌اىعبىة‌ٍِ‌اىطخاّيص‌ضخيو

 X14c 1.368 .126 0.064845594 10.853 .000 صْاعت‌اىعبىة‌ٍِ‌اىبلاضخيل

 X15 .109 .068 0.12780893 1.592 .113 اىفىائد‌اىصحيت‌

 X16 -.008 .053 -0.009185172 -.149 .882 اىطعٌ‌‌‌

 X17 -.040 .064 -0.046989118 -.626 .532 اىجىدة‌

 X18 -.037 .016 -0.021476218 -2.318 .022 الذعايت

 X19 -.037 .017 -0.02879135 -2.197 .029 اىطعر

 X20 .020 .015 0.01563532 1.332 .185 اىَْخج

 X21 .008 .014 0.003641057 .552 .582 ٍناُ‌اىشراء

 X22 .001 .015 0.001079819 .089 .930 وقج‌اىشراء

 X23 .000 .018 -0.000217232 -.012 .990 ٍقارّت‌اىطعر

 X24 -.014 .019 -0.005352853 -.739 .461 حىفر‌عدة‌اضعار

 X25 -.059 .023 -0.066934811 -2.603 .010 حىفر‌اىسيج‌دائَا‌باىبيج

 X26 .012 .029 0.013301511 .429 .669 اىَسارغ

 X27 .033 .031 0.035857992 1.065 .288 اىَعصرة

 X28 -.421 .112 -0.227240967 -3.757 .000 علاقت‌اىنَيت‌باىطعر

Adjusted R Square .927 R .968(a) 

F 94.496 Sig .000(a) 

a  Dependent Variable X13 حجن العبىة الوشتراة 
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