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Introduction
	Marketing refers to the activities of creating, communicating and delivering the best commodity to the end users so as to satisfy the needs of the consumers whereas consumer refers to the person who consumes the end product from the manufacturers (Mcgregor 2015). The main concepts that are involved in marketing are goods, prices, place and promotion. For a marketing organization or the government and political organizations within a country and societies to be able to sale their products, they need to come up with effective marketing strategies that will capture the attention of the consumers by considering the economic concepts. Oman is one of the best countries that studies consumer’s behavior in order to up their game of marketing
	Consumer’s behavior refers to the process by which the consumers employ when selecting, using and disposing products or services which control the type of marketing strategy an organization should employ. The end products are usually meant for consumers and therefore the behavior of the consumers on the use of products creates interest to marketers since the consumers feedback helps these organizations to understand the influence that the consumers have on their products. According to Toomey and Francis (2013), consumer’s behavior may occur in the case of an individual or a group due to influence from family, friends or colleges especially the young consumers. 
Abstract 
	The research paper aims at defining the various effects that the consumer’s behavior has on the marketing organizations and the government and political organizations in Oman. The research paper explains the examples that illustrate either the positive or the negative effects that affects the various marketing and governmental organizations that are based in Oman. All the ways of solving negative effects are also explained in the research paper. 
Marketing Organizations 
	Marketing organizations refers to the various groups of people who come up with decisions on how to market their products to the consumers basing their decisions on market areas such as the quality of the product, the price, the place of selling and the strategies to use in promoting their products. Marketing organizations highly rely on the consumer’s behavior since it helps them understand how consumers buy products and services thus enabling them to improve their types of marketing strategies (Panitz 2010). Products produced by different organizations could be marketed either internally or externally to other consumers from different countries. Consumer’s behavior against products could influence marketing organizations in either positive or negative ways. In discussing the effects of consumer’s behavior to marketing organizations and government and political organizations, we require the knowledge of the uses of knowledge about consumer’s behavior.
	First, consumer’s behavior helps marketing organizations to improve the development of the products.  Different consumers will buy different oil products and have different ways of buying those products in those organizations. If the organization understands this type of consumer’s behavior, it will be able to improve the quality of the products with consumers demand so as to satisfy their needs. For example, if oil companies notices the behavior of the consumers is that most of them buy a specific type of oil, then the oil organizations in Oman will come up with best strategy of producing more oil that satisfies the need of the consumers.	Secondly, consumer’s behavior affects the marketing organizations positively by helping them to improve or maintain the services they offer to the consumers. If an organization based  in Oman gets to understand the relation that exists between goods and consumers, then the organization will be able to provide goods and services that satisfy the consumer’s needs thus increasing the chances of having returning customers. Let’s take the example of the IT marketing organizations in Oman which influences the young consumers by offering standardized information that most young consumers use during their studies. If the organization notices that customers visit their website regularly, the organization will continue providing consumers with the required information on time.
	One of the negative effects of consumer’s behavior to marketing organization is that some customer’s expectations are high than what the marketers can deliver to them thus dissatisfying the needs of the consumers. This leads to a situation where there is overpromising of products and under deliver of the same products and it negatively affects the organization as it tends to lose its customers. For example, if a customer in Oman expects more quality fruits from a seller who markets the products using the digital marketing organizations and the seller fails to deliver the expected amount of fruits, then most consumers become disappointed and tend to stop buying products for the suppliers hence interrupting the supplying rate of the sellers. For the digital marketing organization to correct this type of limitation it requires to speak to their consumers based in Oman about their expectations before doing some promises.
Government and Political Organizations 
	In Oman, most of the marketing organizations are registered under the government and thus creating a large opportunity to marketers to supply products to other countries. Governmental organizations in Oman help the internal marketing organizations to have their products sold to consumers over the seas hence creating a chance for the government organizations to be affected by the behavior of the consumers overseas. Marketing of products to other countries through the government influences the economy of a country. Thus, the government has to study the consumer’s behavior in order to be able to provide them with goods and services that will satisfy their needs.
One of the effects on government organizations is that consumer’s behavior will improve its economy through. For example, the governmental organization referred to as UNESCO in Oman has helped improve the level of literacy of adults and youths. When most people are educated in Oman, then the chances of getting employed increases and thus increases the rate of national income which the raises the level of Gross Domestic Product of a country which indicates high level of economy in Oman. 
Secondly, apart from the positive effects, there is also a negative effect of the consumer’s behavior on government organization in that they tend to reduce the marketing ability of the government of Oman amongst other marketing countries. For example, when consumers from overseas have negative attitude towards the Oman Society of Engineers organization which is supported by the Oman government in marketing its engineering tools, then it will be difficult for the Oman government to support the engineering organization. 
This will highly affect the economy of the country as it lowers its marketing rate of products that earn foreign exchange for the country. For Oman government organizations involved in the economy of the country to avoid the problem, they need to come up with more advantages of their organizations product than its disadvantages and hire the best marketers who will explain it to consumers and be able to increase their interest.
	Political stability helps a country to maintain its high level of economy. With peace within a country, most investors take up the business opportunities and thus increase the rate of supply and delivery of various products from one country to another. Political organizations are affected by consumer’s behavior due to the politics attitudes that is brought up by politicians within Oman especially with the situation where the sultan is hereditary.
Consumer’s behavior involves the way consumers conduct themselves and therefore if Oman’s population conduct during any political crisis is negative, then the marketing of election products will go low thus affecting the political organizations. For example, let’s take the situation in Oman where sultans are heredities and this does not please the citizens of Oman, then people will misconduct themselves during an election where they destroy election materials, then the various political organizations will be negatively affected since companies supplying the election products will not take the risk of supplying their products to a country that is politically unstable.
It is again essential and effective for Oman as a country to encourage the political organizations to understand the behavior of the consumers which will help in making decisions on either to create demarketing programmes within various societies within Oman. A good example is when a political organization examines the motives and the behavior of the consumers during the purchase of injurious products imported in Oman and able to formulate proper ways of marketing those products.
Conclusion
In conclusion, it can be stated that there are factors that affect the economy of Oman includes the consumer’s behavior. To understand the behavior of the consumers, most Oman’s marketing and governmental organizations need to employ the study of the use of knowledge about the consumer’s behavior. The use of consumer’s behavior helps marketing organizations to understand that most consumer’s behaviors should be studied so that they help these organizations to improve the development of various products. Marketers get the chance to produce goods of high quality that satisfies the needs of the customers. It can also be concluded that politics held in Oman may influence the behavior of the consumers who in return reciprocates the behavior either negatively or positively. If there is political instability in a Oman after an election, consumers will be negatively affected and they will have negative influences on the products that are either imported or exported within their Oman. It is highly recommended that all the marketing and government and political organizations study the behavior of end users so that they can be able to understand the type of marketing strategies that they will implement while marketing the various products to the consumers. This will highly help the organizations in Oman to provide customers with goods that will satisfy their desires.
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