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Abstract 

This paper analyses the different steps and strategies for 

building a fashion brand in the Sultanate of Oman. Keller’s 

Customer Based Brand Equity Model was used to build a 

branding strategy for a new fashion brand by the name of 

ANAM’S CHOICE. A survey of the consumer behavior of the 

women residing in Oman was undertaken and conclusions were 

made. Also, the values and culture of the Omani society was 

studied so that a reliable branding strategy is developed.  

The data gathered was applied to Keller’s brand building 

blocks, which were taken as the variables of building a 

fashion brand in the Sultanate of Oman. Since there are 

hardly any brands providing customers with a whole range of 

handmade embroidered and beaded readymade clothes in the 

Omani market, such a fashion brand will be introduced. A 

step by step strategy was developed for building a brand in 

the Sultanate of Oman from its development stage to its 

execution. Embroidery is already something very common 

amongst Omani women and is part of their culture so 

launching such a brand would not go in vain.  
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