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Context

The analysis of consumers’ point of view regarding
sustainability issues in Kenya is a document
delivered in the context of  the Inclusive Green
Horticultural Processing Sector in Kenya (HORTI-
GREEN) project.

The HORTI-GREEN project (ENV/2017/391-383) is
an action implemented by Fundación SUSTALDE
(Spain, Coordinator), University of Nairobi (Kenya,
partner), Consumer Information Network (Kenya,
partner) and Kenya Bureau of Standards (Kenya,
partner).

The action was awarded a grant under the Switch
Africa Green Programme, which is co-financed by
the European Commission.

The HORTI-GREEN Project, which has an overall duration of 42 months, aims at fostering the adoption
of SCP practices in the Kenyan horticultural processing industry in order to support the transformation
towards an inclusive green economy which generates growth, creates jobs and reduces poverty.

To achieve this overall objective, the action is specifically aimed at equipping Kenyan Horticultural
Processing MSMEs, eco-entrepreneurs and business service providers with the necessary knowledge
and tools to promote and adopt SCP practices and seize green economy opportunities.
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Introduction

Consumers are faced with two common challenges
at the ‘what-to-buy’ phase. The first challenge is the
limited access to sustainable products and services,
as well as a lack of knowledge about green
products. The second challenge is the low
confidence due to lack of transparency and
credibility on the products or services. Moreover,
the recent proliferation of ecolabels, voluntary
standards and certification marks across the globe
in all sectors has resulted in confusion within
industry and among consumers, as there is a lack of
consensus as to what constitutes a ‘reliable’ claim. 

A survey analysis focusing on deeper insight into
Kenyan consumers’ awareness and behaviours
towards more sustainable consumption has been
conducted.

The survey paid special attention to motivating
and hindering factors in the Kenyan consumers
that can affect the acceptance of sustainable
products and behaviours, since better
understanding how consumers are making
decisions will be crucial in designing effective
marketing strategies to increase the share of
sustainable horticultural processed products
purchased.
Besides, the survey have analysed consumers’
perception of green products, their knowledge
and awareness on certification and eco-labelling,
their level of awareness on the need of adopting
SCP behaviours, etc. This could serve as a basis
to design consumer awareness raising
campaigns accordingly.

"Consumers are faced with two challenges at the ‘what-to-buy’
phase : limited access to sustainable products and low
confidence on the products"
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The consumer perception towards the environmental impacts highly influences the successful adoption
and implementation of sustainable consumption and production practices since their attitudes and
approaches in daily activities have various effects on the environment (Jonkutė, 2016). Therefore the
motivation and barriers to effective sustainable behaviours among consumers is of critical essence as
these play major roles in consumer decision making processes since uncontrolled behaviours lead to
unsustainable production, consumption, and poor waste disposal (Redman & Redman, 2014).

In the recent past, there has been increased concern on the sustainable use of natural resources across
the world which has resulted to intensification in eco-labeled products by manufacturers to signify that
their products are environmentally friendly (Jin et al., 2018). However, most policies are oriented towards
reducing pollution associated with production and therefore there is a need for extensive consumer
education in order to ensure sustainable consumption (Bleda & Valente, 2009).

Eco-labels usually transmit producers’ messages to consumers and have been shown to promote green
consumerism (Daugbjerg et al., 2014). Eco-labels are therefore sources of free environmental information
and they help endorse sustainable practices among consumers without interfering with their freedom of
choice (Grunert & Wills, 2007). They must, however, influence consumers’ purchasing decisions for them to
be effective and therefore the targeted consumers have to be knowledgeable on the ecolabels attributes
and meaning. Eco-labels have also been found to significantly increase the consumer’s behavioural
change towards adoption of sustainable consumption (Testa et al., 2015). There has, however, been
limited information on consumer understanding of eco-labels in Kenya and the influence they have on
their purchasing decisions.

The current study was therefore carried out to establish consumer knowledge, perceptions and attitudes
towards green products and the influence of eco-labels on their purchasing decisions in Kenya.
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The sustainable consumption and production
practices aims at ensuring efficient use of  natural
resources mainly water and energy while maximizing
production with an aim of achieving desired
development and improvements in food productivity
while minimizing as much as possible negative effects
on the environmental and social costs (United
Nations, 2015). Consumers’ purchase of green
purchases are of interest to policy-makers with an aim
of understanding and encouraging adoption of
sustainable consumption practices (Darnall & Ponting,
2010). This is because the consumption practices
unlike pollution cannot be coerced through
regulations and therefore their choices are personal.



Methodology

Open data kit (ODK) digital data collection platform was used by the
research assistants to collect data for the consumer survey. 

The target population were horticultural consumers randomly selected
from five sub-counties in Nairobi, the capital city of Kenya.

A Semistructured questionnaire was administered through ODK software
using smart phones. 

A total of 205 consumers within Nairobi County and its environs were
randomly selected across several sub-counties and assessed in April
2019. 

The respondents were assessed on choices of horticultural products and
their perception on green products among other attributes related to
sustainable production and consumption.
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Results

The respondents constituted 56% males and 43.9%
females. Majority of the participants were youths
(less than 35 Years) who made up 73.7%, followed
by the middle aged people (35 – 50 years) at 21.5%
while upper middle age and the retirees comprised
of 3.9% and 1%, respectively. The latter two may
have been difficult to trace as most are not as
active while the youths were easily traceable. 
The educational level of the respondents varied
significantly (p<0.05) with most respondents
having attained tertiary level education (50.2%),
while 41.9% had attained secondary school and
the rest had primary and no formal education at
7.3% and 0.5 %, respectively. There was a
significant (p<0.01) association between consumer
educational level and knowledge of sustainable
consumption and production. About 39% were
aware of SCP practices as compared to 61% who
were not aware of the same. Consumers with
tertiary level education were more familiar (55.3%)
with SCPs terms as compared to about 78% of the
respondents with secondary and primary
education who have never heard of similar terms.

Almost (56%) consumers were of the opinion that
their consumption activities including purchase
and use of food, clothing, and housing among
others had an impact on the environment while
5.4% disagreed. On environmental responsibility,
consumers strongly agreed (64.9%) that it is their
individual responsibility to take care of their
environment and only 1% were of the contrary
opinion. However, 41% of the respondents knew
little or nothing at all about the environmental
impact of the products they buy or use as
compared to those fully aware (22.9%) while 36.1%
knew about significant environmental impacts.
There was also no significant differences in this
knowledge among the male and female
respondents (p= 0.76). The consumers’
environmental concerns have been reported to
influence their purchasing decisions in cases where
they are informed about the negative
environmental impacts and are therefore likely to
adopt measures that help prevent the
unsustainable practices (Mamun et al., 2018) and it
is thus necessary to enhance environmental
sensitizations among the Kenyan consumers.
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Consumer SCP and green
products knowledge and
awareness

Consumer familiarity with sustainable green
products and consumption were generally low
regardless of the gender of the respondents
(p>0.05). Although a significant number of
respondents are familiar with green products
(36.1%), most of them have never heard of
sustainable products (53.7%), sustainable
consumption (52.7%) and green consumption
(42.9%) and only 12.7 % admitted to being green
consumers.

Consequently, most (40.5%) consumers were not
sure whether what they buy is green or not, while
33.7% of consumers indicated that they would
buy green products if they were affordable.
However, 15% of consumers rarely do or do not
buy green products and only 10.7 % would buy
them even if the prices were high as long as they
are available in the markets (Table 1).

The consumer purchasing habits would change if
green credentials were emphasised on products
through advertising and packages as observed by
most (70%) of the respondents although 19 %
were not sure whether they would change their
practices.

This indicates the willingness of consumers to
shift their habits should there be adequate
sensitisation and it is recommendable if
programs and policies focusing on promotion of
environmental awareness and knowledge are
implemented (Biswas, 2016).

Moreover, 52.7 % were ready to purchase
green/sustainable products although 28.8% were
not sure and 18.5% were not ready. A significant
number (28%) of respondents were not sure
whether they have purchased green products in
the last one year, as compared to 62% who
affirmed to have purchased the same. Most
(55.1%) of the respondents were of the opinion
that they would have to compromise on prices,
low functionality and quality among others most
of the times in order to be green consumers while
22 % were not sure of this.

"The consumer purchasing
habits would change if green
credentials were emphasised
on products through
advertising and packages"
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Familiarity
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Table 1: Green products familiarity



Factors considered when purchasing

Consumer purchasing of products is mostly
influenced by price (86.3%) and product quality
(79.5%) which were considered the most
important as compared to only 40 % of the
respondents who consider the products’
environmental impact to be the most important
when buying the same. These findings are in
agreement with Siddique & Hossain (2018) who
found that price and quality are critical during
purchases. A further 38.5% consider the
products’ environmental impact to be
somewhat important while 21.4% cared less on
the impact.
The benefits of products on the environment
when purchasing products was found to have a
low influence on consumers (18.5%). This shows
a low level of environmental

consideration and therefore a need for educating
consumers about sustainable consumption.
However, increasing awareness on the need to
buy environmentally friendly products could help
change these perceptions and in the long run
promote sustainable practices (Biswas, 2016).
The product brand (24.4%), product
advertisements (12.7%) and celebrity
endorsement (6.3%) did not have much
significant influence on purchasing habits as
compared to food safety/public health
implications of the products (50.2%) and low
maintenance cost (37.6%). The buying of green
products was hindered by the high costs (69.8%),
lack of adequate information (44.4%), and
unavailability of green products among others
(Figure 1).
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High costs
32.3%

Lack of information
20.7%

Unavailability
18.4%

Loyalty to other brands
12.9%

Greenwash
8.3%

Lack of interest
3.7%

Figure 1: Factors hindering purchase of green products
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Not Important
at all

Rather not
Important

Environmentalist/Activist

Family Members

Media News/programs

Social Media

Friends

Advertising

Government

Employer

Residents of the area

My political party

8,3

13,2

3,9

20

20

33,7

66,3

61,5

59,5

Table 2: Sources of environnemental information

Sources of information on environmental
issues

The sources of information play a key role in the consumer sustainable consumption and production
awareness and practices. The environmental activists and media at 66.3% and 59.5% were found to be the
most important sources of environmental information to consumers as compared to the political players
who made the least important (42%). The government also scored well (49.3%) as this may be influenced
by their role in regulations and policies formulation and implementation (Table 2).

Somewhat
Important

Very
Important

5,4

5,4

2,9

8,8

5,9

5,9

20,5

16,1

42

7,8

11,7

10,2

14,6

7,3

17,6

26,8

5,9

25,4

33,7

30,2

30,7

24,9

16,6

30,7

54,1

50,2

49,3

41,5

41,5

14,6

55,6



Role of Eco- labels in
purchasing decisions

Most (41%) of the respondents were unaware of the eco-labels and 21% of the consumers were not sure
of the terms and what they mean. This indicates limited knowledge regarding eco-labels role and their
influence on the purchasing decisions. 
There was a significant (p< 0.001) correlation between the educational level and the familiarity with eco-
labels. Only 26% of respondents with secondary and primary education were knowledgeable on the eco-
abels on products as compared to 50% of respondents with tertiary level education. There was no
significant differences in either male or female participants knowledge of eco-labels (p=0.079). Eco-
labelling played an important role in the purchasing decisions of 27.3%. Although few, they are
characterised by reading product labels to ensure green attributes are in tandem with environmental
conservation as reported by D’Souza et al. (2007). These consumers are always willing to buy
environmentally friendly products even if they would cost more and are of low quality. 
The eco-labels do not influence the purchasing decisions of about 24 % of the consumers, and the rest
neither read the labels (16.6%) nor consider them important (35.1%). 
Eco-labels have been shown to be quite ineffective in markets where consumers’ environmental
awareness is low (Bleda & Valente, 2009) and therefore their role may be insignificant among the Kenyan
consumers. 

The product ingredients was considered by the consumers (46.3%) to be most important before
purchasing green products and certifications from relevant authorities (39%) while the energy ratings,
green credentials and carbon foot prints from the products scored the least, 8.8%, 6.8% and 3.9%
respectively

"The survey indicates a limited knowledge regarding eco-labels
role and their influence on the purchasing decisions"
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Most of the environmental problems are as a
result of human behaviours and therefore, there is
need for human behavioural change to counteract
the effects (Daugbjerg et al., 2014). These findings
show a low consideration of the impacts that
purchased products have on the environment and
therefore a need for consumer sensitization and
education. The energy efficiency of machineries
and electronics were rarely or not of concern to
consumers as 42% of the respondents didn’t mind
when purchasing these products as compared to
30.7 % who are always keen on the energy use and
27.3% who check out these most of the time when
making purchases. Successful adoption and
implementation of interventions for energy use
and energy-saving behaviors at the household
level has been shown to vary significantly even
when the consumers are knowledgeable
(Abrahamse, Steg, Vlek, & Rothengatter, 2005).
Consequently, information leads to increased
knowledge levels although this doesn’t result to
behavioural changes or energy savings. Low rating
for the manufacturers green credentials and gas
emissions from products shows low green
consumption and indicates limited knowledge on
carbon footprint respectively among the Kenyan
consumers.

"The consumers trust on the
producers' claims about the
environmental performance of
their own products is relatively
low"
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The consumers trust on the producers' claims
about the environmental performance of their
own products was relatively low as only 11.2%
completely trusted the claims while 45.4%
confirmed that they rather trust the same claims.
Although 18.5% observed lack of total trust, 24.9%
affirmed that they would rather not trust the
claims. 
Similarly, Pickett-Baker & Ozaki (2008) also
reported that consumer’s question the credibility
of eco-labelled products in the markets as these
may be hogwash. The gender of the respondents
did not affect the consumers trust levels (χ2 = 2.89,
p=0.47) and neither did the consumers
educational levels (χ2 = 5.51, p=0.99), an indication
of consumers reservations on the products
environmental impacts in relation to producers
assertions.



Interventions for
environmental awareness

Most respondent (98%) strongly support increasing
awareness on environmental friendly consumption as
well as increasing the environmental education (90.7%)
as an intervention to increase consumer environmental
responsibility. 
Transition to sustainable consumption and productions
requires an educated and informed citizenry.  Education
will enable consumers acquire necessary knowledge
and skills aimed at implementation of sustainable
practices while accessible environmental information
through eco-labels, consumer information services and
product information enables consumers and other
stakeholders adopt sustainable lifestyles (UN, 2015). 

While a significant number of the respondent (31.2%)
do not support the idea that NGOs should be the lead in
environmental issues, most (56.1%) supported the idea.
About 78% of consumers were of the opinion that
financial incentives will promote sustainable
production and consumption . 

The developing countries are the most affected by
climate change and the negative environmental
impacts, leading to high poverty levels and low
development. According to the Unites Nations (2015),
ensuring successful implementation of SCPs requires
that such countries be funded scientifically and
technologically. Therefore financial incentives would
ensure adequate capacity to implement sustainable
practices.

"Transition to
sustainable
consumption and
productions requires an
educated and informed
citizenry"
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The government through legislation and
the non-governmental organisations
(NGOs) involved in environmental matters
play a crucial roles in the implementation
of environmental laws and regulations,
promotion of environmental protection,
conservation and development which help
ensure environmental sustainability
(Badruddin, 2015). The NGOs are also
diverse, and include operations at the
local, national, regional, and international
levels and are collectively dedicated to
various areas of environmental governance
(Gemmill & Bamidele-izu, 2002).



Conclusion

The green consumerism concept still remains low among Kenyan consumers. 

Purchasing decisions are mostly driven by product quality and price while environmental impacts were
of the least concerns. Although there was low knowledge of sustainable consumption and production
practices, most consumers are willing to change towards environmentally friendly products. This will
however have to be achieved by implementation of programs aimed at increasing consumer
sensitisation on the need for consuming environmentally friendly products. 

The influence of eco-labels on the purchasing decisions was also found to be below due to limited
knowledge and comprehension of these labels. There is therefore a need for processors to develop
affordable sustainable products with minimal trust issues on the declared eco-labels information so as
to boost customer confidence. 

Although the proposed interventions may help change consumer SCP practices, adoption may be still
low and therefore a multi-sectoral approach among key stakeholders on environmental governance
should combine efforts in order to inform and educate the public on the need for sustainable
consumption practices.
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