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Supporting local Lebanese products 

Abstract  

Lebanon is facing an immense economic crisis and severe actions should be taken to save the 

country from a total financial collapse. Industries are striving to survive with the US shortage 

and the new banking rules. One attempt to save the country’s economy is to support Lebanese 

businesses and buy local goods. In this study, we aim to identify the reason behind working, 

middle, and upper class Lebanese choosing not to buy local. We surveyed students from the 

Lebanese American University to determine the barriers that are stopping our target audience 

from buying local products. The study suggests that they do not believe that Lebanese products 

have the same quality as foreign goods. They also consider local products as lacking in variety 

and diversity. Based on the results, a strategic communication campaign promoted buying local 

products through only online methods due to the current pandemic.   

 

Keywords: The Department of Communication Arts, economy, local products, social classes, 

online advertising.  
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Introduction  

Lebanon is currently facing one of the worst deep-rooted economic crisis in decades. The 

financial situation in the country is aggravating and the government does not seem to have a 

clear prevention plan. Citizens are facing a high unemployment rate, growing poverty, and 

increasing taxes. International institutions affirmed that they will not help Lebanon overcome 

this situation unless there is no corruption left in the government and among official authorities. 

The shortage of US dollars and the currency devaluation are leading to shortages in the trading of 

specific products and an increase in the price of imported goods. The current situation is leading 

to the bankruptcy of many Lebanese companies and industries. The head of Lebanon’s chamber 

of commerce principal stated that in 2018 more than 2,200 Lebanese businesses had shut down, 

cautioning that many others are also planning to close (Francis, 2019).  

The collapse of manufactures is causing a high unemployment rate and low-income 

families are struggling to meet their basic needs. According to the United Nations, 30 percent 

of the Lebanese people which means more than 1.5 million citizens earn less than $4 per 

day and less than $120 per month (Fadel, 2019). Low income Lebanese with less than $4 

per day cannot meet their basic needs and they are somehow obliged to choose local 

products because it is usually less expensive than imported goods. However, the working, 

middle, and upper class families in Lebanon still choose some foreign-made products over 

local products and have the ability to spend more on their basic and luxurious needs.  

One way to overcome this economic and social crisis is to understand the reason 

behind the buying decisions of the working, middle, and upper classes in Lebanon. 

Multiple small campaigns around Lebanon are currently promoting buying local products. 

However, in particular, no study to our knowledge has considered the reasons behind Lebanese 
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choosing to buy imported goods, nor has there been any research informing strategic campaigns 

that target working, middle and upper social classes. A review of existing literature reveals that 

even globally this specific subject has not been tackled. The significance of this study is that it 

will examine the current problem in Lebanon that lacks relevant research. The main objective is 

to investigate methods for improving the advertising of local Lebanese products to the right 

audience and to help local businesses survive the current economic crisis. To collect our data, we 

will conduct a quantitative analysis of the Lebanese American University students by surveying 

the specific students that identify themselves as working, middle or upper class. The findings of 

the study will be later used to develop a strategic communication campaign that promotes the 

importance of buying local products through online and offline methods.   

Literature Review 

Lebanese social classes and economic situation: 

Before defining the social classes, it is important to note that in Lebanon the 

socioeconomic status of a citizen can vary drastically through the years, due to the unstable 

economic situation. In 2019, it is estimated that the middle class in Lebanon consists of 20 

percent of the total population; the working class consists of approximately 30 percent of 

Lebanese citizens (Fadel, 2019). The extreme minority of Lebanese are classified as upper-class. 

Lebanon has an extremely high-income inequality rate, with few people controlling all profits. A 

study done by Assouad (2017) found that the top 1 and 10% of the adults in Lebanon control 

approximately 55% of the national income. The concentration of money indicates that only a few 

people live unharmed while others live in poverty. In fact, approximately half the money in the 

Lebanese banks is owned by only 1 percent of the population (International Monetary Fund, 

2017). In Lebanon, the consumer spending capacity is always changing due to the unstable 

economic situation and extreme income inequality. On average, the spending power per 
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household was $32,540 in 2019 (Chbeir, 2019). However, consumer confidence is fairly low and 

people are spending their money only on basic needs. It is estimated that the growth in spending 

will drop from 3.1% in 2019 to 2.2% in 2020 due to the unstable political situation (Chbeir, 

2019).  

Lebanon has always been influenced by regional instability and from 2019 specifically 

the country has been enduring troubles even within its nation. Therefore, the country is currently 

having an unstable economy which affects the business environment. According to Chbeir 

(2019), Lebanon was ranked 133 out of 190 countries in the facility of enduring business, which 

means its ranking dropped 46 ranks in the overall business environment in less than ten years. 

According to the United Nations (2018), the gross domestic product is growing at less than one 

percent. After the Syrian war and the refugees’ crisis, Lebanon has been struggling to maintain a 

stable economy. Some Syrian industries are moving to Lebanon and distributing their products in 

the Lebanese market at low prices. This competition is highly affecting Lebanese industries that 

are struggling to compete with such low prices. The difficult situation in the country is leading to 

high poverty and unemployment rates. According to the World Bank report (2019), after the 

Syrian crisis more than 250,000 Lebanese have lost their job and many are now living in poverty. 

The manufacturing sector is one of the main segments contributing to the Lebanese economy. 

According to Chlouk (2016), the industrial segment represents more than 20% of the total 

Lebanese output. These findings indicate that it is highly important to focus on helping local 

industries because they play a significant part in the country’s overall economy. Therefore, any 

contribution to the industrial sector can help in overcoming the current crisis and boosting the 

economy.  

Buying local previous studies:    
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Supporting local businesses and buying local products are two effective ways of 

integrating into the well-being of the society and boosting the economy. Buying local products 

has been proven to have a great impact on rural communities and to help in circulating cash 

throughout the same community (Belliveau, 2005). When buying local products, the money 

spent stays in the same community. Purchasing local products saves 65% of the money in the 

community compared to less than 40% if purchased from a global company (Brain, 2012). Local 

businesses also tend to hire people from the same country, supporting them will result in job 

creation. According to a study by Ekanem, Mafuyai, and Clardy (2016), increasing local 

production by 20% can generate more than 5000 job opportunities and boost the economy by 

$500 million.  

The impact of local businesses on the community as a whole is well known these days. 

Most people are convinced of the importance of buying local goods to help the economy of their 

countries (Roininen, et al, 2006). However, many factors are affecting the buying decision of 

people other than if it is locally produced or not. A study done by Selfa and Qazi (2005) revealed 

that out of fourteen different factors influencing the buying decisions, people rated “grown 

locally” as the eleventh elements in importance, which is fairly low. A study by Dukeshire et al. 

(2011) found that even though some people are convinced of the benefits of buying local 

products, they still have difficulties in recognizing if a product is locally produced or not. Also, 

consumers tend to believe that local products are limited and cannot be found everywhere. 

Another research study in Romania also found that people tend to buy less local products 

because it is not always available or recognizable between different foreign products 

(Dumitrescu, 2017).  Moreover, a study done by the UK government to boost the local economy 

found that one of the barriers preventing citizens from buying local is inconvenience and not 
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finding the products they need (Chamber, et al. 2007).  

Local campaigns targeting this subject can be a way of changing the behaviors of people 

towards local products and giving them the information needed to recognize local goods. Studies 

have shown that buying local campaigns can be effective in influencing people and boosting the 

economy. Darby et al. (2008) found that buying local campaigns in North America were 

successful in increasing the consumption of local products which helped in supporting the local 

economy and sustainability of farmers. Another two consecutive studies done in Italy and the 

United States found that through delivering the right social messages to suggest that buying local 

is a social norm, people can be highly influenced to purchase local foods (Testa et al, 2018).  

Previous local campaigns in Lebanon:  

The Lebanese government is lacking when it comes to promoting local products. 

However, there are few small initiatives from the government and other private intuition 

targeting this cause. In 2012 the Lebanese Ministry of Industry launched the “your industry, your 

identity: buy Lebanese” campaign to support Lebanese products (Cochrane, 2012). However, the 

budgeting of this initiative was fairly low and this prevented the advertisers from doing an 

integrated campaign. While billions were spent in other countries, Lebanon’s government had a 

budget of $5 million (Cochrane, 2012).  

Moreover, in July 2019, The Lebanese prime minister Saad al Hariri launched a new 

campaign to support Lebanese production. In the launching event, Al Hariri explained how the 

campaign will include multiple advertisements and exhibitions around Lebanon and the region. 

The prime minister added that in the next five years he can double the shares of the Lebanese 

industries and create nearly 50 thousand job opportunities for young Lebanese (National News 
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Agency, 2019).  The campaign was introduced by a one-minute persuasive video affirming the 

importance of local production and the role of the youth in supporting local businesses. 

However, as the situation in Lebanon became unstable later in 2019 and the revolution took over 

the country, the campaign did not accomplish its objectives, or at least until now the government 

is busy dealing with the country’s overall situation.   

In other attempts of save the country’s economy, Lebanese protesters created a hashtag 

ا# ن ت ر ی ا_ل ن ت ی ل و ؤ  which means “our lira is our responsibility”, which aims to encourage  مس

people to use the Lebanese lira and protect the currency (Zakhour, 2019). Many Lebanese 

celebrities joined the movement and it was trending for multiple days on twitter and Instagram. 

However, there was no direct focus on the local production, it only targeted the usage of the 

Lebanese currency. Additionally, multiple online Lebanese initiatives promote local products by 

informing people about which brands are made in Lebanon. The first online website promoting 

only Lebanese products is @BuyLebanese 1which was launched in 2000. Now through 

@BuyLebanese people from around the world can buy made in Lebanon products online. 

However, @BuyLebanese is only an e-commerce platform and does not have any other form of 

promotion or support to the Lebanese industries. Also, multiple Instagram pages, owned by 

normal Lebanese citizens that aim to help their community, promote local goods. A list of these 

pages includes: Local Lebanese Products2, Buy Local Lebanon3, and Buy Local Lebanese4. 

However, all of these only base their advertising on Instagram without contributing to any other 

form of advertising or offline messaging.  

                                                   
1 https://www.instagram.com/buylebanese/?hl=en  
2 https://www.instagram.com/localebaneseproducts/?hl=en  
3 https://www.instagram.com/buylocal.lebanon/?hl=en 
4 https://www.instagram.com/buy_local_lebanese/?hl=en  
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Methodology:  

A survey of 14 questions was conducted to understand the possible insights behind not 

buying local products. The survey was administered using google forms and sent via emails and 

WhatsApp to students from both campuses of the Lebanese American University (LAU). The 

overall number of students enrolled at LAU is 8109, a representative sample would be 10%. At 

the beginning of the survey, we added the consent form, and for the people that do not accept this 

form, the survey closed and they were not able to see the questions. Later, participants were 

asked to identify themselves between lower, working, middle and upper class. The people that 

identify as lower class were excluded for the purpose of the study. In other words, the survey 

closed when they clicked on the lower class.  

The survey was divided into 3 main segments each representing one factor that may 

influence their decision of buying local products. The first section was about the importance of 

buying local to identify if people do not think it is an important factor in their decision. The 

second section tackled the availability of local products to identify if people do not find local 

products where they shop. The last section tackled the distinction of local products to see if 

people can easily distinct locally made products from foreign ones. In the end, there was one 

open-ended question for people to state a different reason for not buying local products, and the 

answers were compared. In total, the survey combined 1 yes/no questions, 3 multiple choices, 9 

Likert scale questions, and one open-ended question. After collecting the results, the data was 

carefully analyzed. The discussion of our study relates the results to our research questions.  
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Results  

In the survey, 88 LAU students participated but the four participants that identified as 

low class were excluded. The data was collected from 84 participants. The majority of the 

respondents were female (64.4%) and the rest identified as males (35.6%). The social classes 

were unevenly distributed with 71.8% middle class, 20% working class and the rest divided 

equally between low and upper class. With the majority being from the middle class, most 

participants had a household income between $12,000 and $60,00 (65.1%), and 22.9% had an 

income of more than $60,00 with only 12% earning less than $12,000 per year.  

 

Table 1. factors influencing your choice in buying products. 

 

Participants were asked to identify what factors influence their choice in buying products 

through 4 questions suggesting four different factors: price, quality, brand, and locally produced. 

As indicated in Table 1, whether the product is locally produced or not had the lowest influence 

on their buying decision. The influence of the place of production had the lowest percentage of 

respondents in both strongly agree and agree. Quality had the highest-ranking when choosing 

products, then comes brand and price.   

Factor 1  

(strongly disagree) 

2 3 4 5 

(strongly agree) 

Price  1.2% 6% 17.9% 57.1% 17.9% 

Quality  0 2.4% 7.1% 25% 65.5% 

Brand  0 9.6% 20.5% 47% 22.9% 

Locally  
produced  

13.3% 24.1% 33.7% 18.1% 10.8% 
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Two questions were asked to identify if people believe in the importance of buying local 

goods and the responses were mainly positive. When asked about whether buying local foods 

boosts the economy 62.7% strongly agreed and 25.3% agreed. Also, when asked if buying 

locally created new job opportunities 63.4% strongly agreed and 30.5% agreed.  

 

Table 2. availability of local products. 

 

 

 

 

 

 

 

 

 

 

As shown in Table 2, four questions were asked to perceive what people think about the 

availability of local products, and if it affects their buying decision. When questioned if they 

believe local products are available where they shop 33.7% were neutral and 33.7% agreed, 

while 12% disagreed and 2.4% strongly disagreed. When asked about local products around 

Lebanon a higher number believed that it is not available with 36.6% disagreeing that it is 

available and 26.8% staying neutral. Also, a higher percentage did not believe that all foreign 

products have local alternatives (43.4% disagreed that foreign products have a local alternative). 

Question 1 2 3 4 5 

Do you believe local products are 
available where you shop? 
 

2.4% 12% 33.7% 33.7% 18.1% 

Do you believe you can find local 
products all around Lebanon? 
 

4.9% 36.6% 26.8% 15.9% 15.9% 

Do you believe all foreign products 
have local alternatives? 
 

13.3% 30.1% 31.3% 14.5% 10.8% 

Do you believe you have little choice to 
buy local? 
 

2.4% 15.7% 43.4% 36.5% 12% 
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A higher number also believed that they have little choice to buy local (48.5%) with 43.4% 

staying neutral.  

Three additional questions were asked to perceive how people distinguish local products. 

The highest number of participants stayed neutral (33.3%), while 32.1% agreed and 25% 

strongly agreed with only 9.5% disagreeing. However, when asked if they would buy more local 

products if it was marked with a sign in the supermarket 72.3% agreed (28 participants agreed 

and 32 participants strongly agreed) and only 8.4% disagreed with 19.3% staying neutral. Also, 

90.4% of participants do not know that a barcode starting with 528 means that the product is 

produced in Lebanon or for Lebanon.  

At the end of the survey, the participants were asked to write any additional reason for 

not buying local products. Most responses were about quality and diversity, many participants 

believed that Lebanese products are inferior and not comparable with foreign products. Many 

also believed that there is little choice to buy Lebanese because the products are limited 

especially when it comes to vegan or healthy foods. One participant responds and we quote: 

“when it comes to food, I can’t find healthy or vegan and vegetarian foods processed in 

Lebanon”.  

Discussion 

As the results of the survey suggest, people barely take into consideration if the product is 

locally produced or not when buying, they tend to care more about the quality, brand, and price 

of the product. Most participants believed in the importance of buying local products to boost the 

economy and to help in creating new job opportunities. However, the majority do not think that 

local products are available all around Lebanon. Also, they believe that not all foreign products 

have local alternatives especially when it comes to vegan and healthy foods, therefore, they have 
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little choice of buying local.  Based on the survey’s responses, the majority of people would buy 

more Lebanese products if they were marked in the supermarket.   

It is important to note the potential limitations of the study. The survey was distributed 

during the coronavirus pandemic which may have affected the responses because the participants 

may be enduring emotional stress that may influence their ability to think critically. Also, the 

survey was only distributed to the Lebanese American University students which may limit the 

extent to which the findings can be generalized to include all Lebanese citizens. The results were 

also based only on survey responses without involving any interview or focus groups, which 

constrains the capability of conducting a specified analysis of the topic. 

The findings confirmed the importance of establishing a campaign that promotes buying 

local products. The survey responded to the research question interrogating the reason behind 

choosing not to buy local Lebanese products. It suggests that the main reason is that people value 

more quality, brand, and price when buying products and they believe that the Lebanese products 

are inferior in quality. Also, another reason is that people believe that not all foreign products 

have local alternatives and Lebanese products lack in diversity, thus, they have little choice to 

buy locally produced products. Those findings will help in developing a well-rounded campaign 

to target our specific target audience.  

Communication campaign  

The campaign’s target audience consists of the working, middle, and upper class 

Lebanese that are not used to buying all their products produced in Lebanon. The main objective 

behind this communication campaign is to push our target audience to consider Lebanese 

products when shopping and to increase the sales of local products. To attain our objective taking 

into consideration the findings of the survey, the main aims are to show the target audience that 
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almost all foreign products have local alternatives and to introduce them to new Lebanese 

products from different categories. Also, another aim is to present good quality local products 

and to improve the image of the Lebanese products especially for our target audience which 

believes that most goods produced in Lebanon are inferior in quality.  

The campaign that we previously aimed to do consisted of both online and offline 

methods in synchronization. In the proposed campaign, the launch was through an ad used as a 

TV ad and as the first post on our social media account. The TV ad was supposed to be aired on 

MTV channel for 5 times per week for 2 weeks and it cost approximately $5000. The second 

day, we proposed to create boxes (with our message and logo) filled with products showing the 

variety of Lebanese products and with a card describing our campaign. Those boxes were 

supposed to be sent to some Lebanese bloggers and they were supposed to snap a picture and 

post it on their accounts. The influencers will announce a giveaway to win this box (describing 

the good quality of Lebanese products and their variety) and the rules of the giveaway included: 

following our page and tagging 3 people on the same picture on our page. We were supposed to 

use 10 Boxes which cost $300 in total. After 3 days of the giveaway promotion, we proposed to 

create leaflets and a catalog of Lebanese products that was suppose to be distributed in the 

streets. The leaflets cost us $100 and the people distributing would volunteer for free. On the 

same day, we were supposed to bring creative street artists who would volunteer to do graffiti or 

stencil that represent the message of the campaign. For this, we only need $30 for the spray paint 

and stencil paper. The next 3 consecutive days were planned to be in front of a supermarket. We 

were prepared to give people a map of the supermarket with a star specifying where they can 

find Lebanese products and how to search for local goods. Those maps were supposed to be 

designed attentively to simplify finding local products in the supermarket. We were also 
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planning to print stickers to indicate Lebanese product and stick them on the product. The maps 

cost us $75 to print and the stickers $30. All of our activities were supposed to be documented 

and posted online.  

However, due to the coronavirus pandemic and given the current curfew, the campaign 

was limited to only online methods. The video ad cannot be filmed nor we can go to the street to 

do the proposed activities. Therefore, the campaign was launched on Instagram and Tiktok, we 

created the same account on both platforms under the name “Support your Lebanon” 

(@supportyourlebanon). The campaign targeted the working, middle, and upper class Lebanese 

which believe that local products lack in quality and variety compared to foreign ones.  

The campaign’s logo has the components of the Lebanese flag shaped as a heart to 

signify that Lebanon is rooted in our hearts and we should help it. We shared this logo as the first 

photo on Instagram and we added it on the lower bottom of each post. For the slogan, we used 

one in English (be loyal, buy local) and another in Arabic inspired by the one shared by the 

Ministry of Industry (belwatani bed3am watani). We also created a flyer representing different 

Lebanese brands and including both Arabic and English text. It also consists of our logo, slogan, 

and a small message written in both languages (Today, it is essential more than ever to support 

your Lebanon and its production). The flyer was shared as the second post on our Instagram 

page. We also designed two coronavirus version of maps, unlike the proposed map that was 

supposed to cover the inside of the supermarket, these maps covered all Lebanon. The first map 

placed the stores that have a variety of Lebanese products across Lebanon, so people can find a 

place near them where they can shop. Also, since most people now are shopping online due to 

the curfew, we created another map of the online stores designed like the virus molecule; in this 

way, people can easily find places where they order Lebanese products and get them delivered to 
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their doorsteps. Those maps include all different categories and will serve as a shopping guide in 

the quarantine. Both cyber maps were shared on the Instagram and TikTok page.  Both maps 

were made interactive through hyperlinks to the stores mentioned. Additionally, we created 

baskets each for a specific category showing the variety of Lebanese products and we shared 

them on our Instagram page where we tagged all brands included in each basket. These baskets 

can also serve as a guide for people to see the different products they can buy in each category to 

satisfy their needs. The Instagram story highlights were also used to group the products into 

categories showing the variety in local goods and a section was specialized only for healthy and 

vegan foods (because in the survey our target audience believed that Lebanese products lack in 

healthy and vegan goods). Hence, people can click on the section they need and navigate through 

the different options.  Our Instagram page was also used to promote new Lebanese initiatives or 

small businesses by sharing their products and tagging their page. Our page incorporated both 

Arabic and English in the captions and bio. We also generated a new hashtag under the name of 

our campaign (#supportyourlebanon) and we used it in every post along with other hashtags such 

as #buylocal, #buyLebanese, #buylebaneseproducts, #Lebanon, and #beirut.  

On TikTok, we created small videos showing different Lebanese products and we link it 

to the current quarantine and curfew.  The videos included quick cooking recipes and tutorials 

(around 1 minute each video) using only Lebanese products because people now are staying 

home and having to cook their own food every day. We also created TikTok videos using the 

trending songs in quarantine such as “I’m bored in the house” or its Lebanese version (a3din bel 

beit), while showing the different Lebanese snacks you can eat in quarantine while watching 

Netflix, or just chilling in your house. Some of these videos we also shared on our Instagram 

page. 
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At the end of the campaign, we created a small video to outline everything that was done 

during the campaign. The video is also inspired by the current pandemic and it starts by wearing 

gloves and a mask, and it shows how we cleaned the products and created the baskets. The video 

was shared on our Instagram and TikTok page.  

Timeline:  

• The first day of the campaign: Prepare a logo, launch the Instagram page and post the logo 

as the first picture  

• The second day: Design and share the leaflet that introduces the aim of our page or 

campaign.  

• The third day: Start by dividing our stories into categories and posting each day a new item 

and add it to its category in the highlights.  

• Also on the third day: Start by the first video on TikTok and continue sharing videos 

throughout the campaign. 

• After one day: Share the first stores’ map on Instagram.  

• Next day: Prepare the baskets that each represent the variety of Lebanese products in a 

specific category and start sharing their pictures on our page. 

• After one day: Share the second map on Instagram  

• Next day: Repost certain videos from TikTok on our Instagram page to add fun to the page 

and promote our TikTok account  

• The rest: Countinue by sharing the pictures of the baskets, promoting small businesses, and 

adding stories on Instagram and videos on TikTok.  

• Last activity: Share the final video on both pages.   
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Outcomes of the campaign  

 The campaign online engagement was more than expected. More than 20 different 

important Lebanese brands followed our page, such as Café Abi Nasr, Chateau Kefraya, Domo, 

Gardenia, 114, and many more. Also, many others commented on our posts even the ones that 

mentioned their competitors, and I quote some of the comments: “that’s a great initiative”, “god 

protect the Lebanese industry”, and “thank you for your support”. Many pages and private 

accounts reposted some of our posts on their stories, the virtual map got the highest number with 

five story reposts from five different accounts.  In addition to the Lebanese brands, the 

engagement with our target audience was good as well. Many Lebanese citizens followed our 

page, reposted our pictures, and commented on our posts. Some people were commenting about 

the products themselves and I quote: “I love their orange chocolate spread”, and others were 

commenting Lebanese flags and hearts emojis to support the Lebanese industry in general. 

Looking at the insights of one of the Instagram posts, six users send the post to their friends via 

DMs and five others saved it to their phones, which can show that some individuals are 

interested in the content. On TikTok, some of the videos got more than 450 views which is a 

great number for a newly launched campaign. Overall, we got 190 followers on our Instagram 

page and 80 likes on our TikTok page.  

Conclusion 

 The research and campaign were during the new pandemic COVID-19, people were still 

highly influenced by it and most of them were spending their time worrying and reading health 

news every day. With many unfamiliar events happening at the same time, people’s interest in 

filling surveys and contributing to studies that do not have anything to do with health may have 

dropped. It is likely that this pandemic influenced the content of the survey and the online 
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engagement of the campaign. Also, the government’s decision to close everything and the total 

lockdown in the country influenced the ability to conduct an integrated campaign and lowered 

the ability to reach the target audience. The Lebanese currency devaluation and the shortage of 

dollars caused the absence of certain products from the market that were supposed to be used in 

the campaign process. Future research should attempt to replicate our findings at a different point 

in time and with different circumstances.  

The present study yields significant advantages because it tackles a current problem 

facing Lebanon and it provides a possible solution that has a wide applicability. Findings suggest 

that working, middle, and upper class Lebanese still choose not to buy all locally produced 

products because they believe that local products are inferior in quality and diversity compared 

to foreign products. These findings may help set the stage for future research that aims to 

investigate the buying behaviors of Lebanese consumers. The proposed campaign may also help 

Lebanese businesses in finding the right advertising messages and may also help them in 

implementing their own campaigns. By doing so, the study and the campaign may contribute to 

the increase in the sales of local products, thus, an increase in the money circulating in the 

Lebanese market which may help the economy in general.  
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Appendices 

Survey Questions:  

1. Identify	your	gender	

¨ Female 

¨ Male  

¨ Other 

 

2. Identify	your	social	class	

¨ Low  

¨ Working  

¨ Middle  

¨ Upper  

 

3. Household	income	per	year		

¨ Less than $12,000 

¨ Between $12,000 and $60,000 

¨ More than $60,000 

 

 

4. What	factors	influence	your	choice	in	buying	products	

Price   less likely   ¨ 1 ¨ 2 ¨ 3 ¨ 4 ¨ 5  More likely  

Quality   ¨ 1 ¨ 2 ¨ 3 ¨ 4 ¨ 5 

Brand                          ¨ 1 ¨ 2 ¨ 3 ¨ 4 ¨ 5 
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Taste                           ¨ 1 ¨ 2 ¨ 3 ¨ 4 ¨ 5 

Locally produced       ¨ 1 ¨ 2 ¨ 3 ¨ 4 ¨ 5 

 

5. Do	you	believe	buying	local	foods	boosts	the	economy?		

¨	1	 ¨	2	 ¨	3	 ¨	4	 ¨	5	

	 	
       Strongly disagree                                                strongly agree 

                
 
 
 

6. Do	you	believe	buying	local	products	creates	new	job	opportunities?	

¨	1	 ¨	2	 ¨	3	 ¨	4	 ¨	5	

	 	
       Strongly disagree                                                strongly agree 

 

7. Do	you	believe	local	products	are	available	where	you	shop?		

¨	1	 ¨	2	 ¨	3	 ¨	4	 ¨	5	

	 	
     Strongly disagree                                                strongly agree  

 

 

8. Do	you	believe	you	can	find	local	products	all	around	Lebanon?		

¨	1	 ¨	2	 ¨	3	 ¨	4	 ¨	5	

	 	
      Strongly disagree                                                strongly agree 
 
 

9. Do	you	believe	all	foreign	products	have	local	alternatives?	

¨	1	 ¨	2	 ¨	3	 ¨	4	 ¨	5	

	 	
Strongly disagree                                                strongly agree 
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10. Do	you	believe	you	have	little	choice	to	buy	local?	

¨	1	 ¨	2	 ¨	3	 ¨	4	 ¨	5	

	 	
Strongly disagree                                                strongly agree 

 

11. Do	you	believe	it	is	easy	to	distinguish	between	local	and	foreign	products?	

¨	1	 ¨	2	 ¨	3	 ¨	4	 ¨	5	

	 	
Strongly disagree                                                strongly agree 

 

12. Would	you	buy	more	local	products	if	they	were	marked	with	a	sign	in	the	supermarket	

¨	1	 ¨	2	 ¨	3	 ¨	4	 ¨	5	

	 	
Strongly disagree                                                strongly agree 

 

13. Do	you	know	that	a	barcode	starting	with	528	means	that	it	is	produced	in	Lebanon	or	

for	Lebanon?		

¨ Yes  

¨ No  

14. Write	any	additional	reason	for	not	buying	local	products	
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Survey Results 
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Campaign materials and designs 

 

The Logo 
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The flyer  
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Map 1: Lebanese Stores  

 

 

 

Map 2: Cyber map of online stores  

 

Al Rabih

Daher’s food

Cafe Abi Nasr

Adon & Myrrh

Orchards of Laila

المنتج اللبناني الجديد المفضل لديك أقرب 
مما تعتقد!

ابحث عن أقرب متجر وتسوق محلي

Your new favorite Lebanese products 
are closer than you think! 

Look for the nearest store and shop 
local.

Super Brazil

 Al Wadih

Taanayel
 Chateau Ksara

Gandour

Al maza

Domo

Sanita

Balkis

Castania

Mymoune

Ixsir

Chateau Kefraya

Wilco

Mjeidel
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The Baskets  
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The final video  

https://www.youtube.com/watch?v=xGJXae7arDU&feature=youtu.be  
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IRB approval 
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