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ABSTRACT 

Cooking oil industry is an important sub sector in the Agric~ltural industry and Kenya 

spends over Kshs. 14 billion annually to import edible oil. Local companies have 

realized the potential which exists in the sub sector and about 30 companies have 

invested in the cooking oil industry leading to intense competition and proliferation of 

brands and the subsequent cannibalism of existing brands. In such a competitive 

environment, it is important to gauge consumers' perception about cooking oils. 

Perceptions are more important than reality, as it is perceptions that will affect 

consumers' actual behavior. This study sought to gauge the perception of consumers in 

Nairobi towards cooking oils with the objectives of determining the nature of these 

perceptions, and establishing differences in perceptions between vegetable and animal 

cooking oils. 

The study was a descriptive survey which targeted hopper in elected uperm rkct 

within the entral Busine s Di trict of Nairobi. fwo hundred respondents wer • 

randomly sampled in four different supermarkets and a tructurcd que ·tionnuire given 

to them to fill as they shopped in the elected upermarkeL. n equal number of 

shoppers were drawn from each outlet. A re pon e rate of 82% ' . chic ed. Data on 

consumers' per onal profiles and con umer ' u of king oil ' · s anal ' d u. ing 

descriptive statistics and hi - quare. A fi e - point ikcrt 

consumers' perception of co king oil . Th 

differ nccs in consum r. ' p 
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should educate the public about animal cooking oil products and manufacturers to carry 

out consumer education programmes to correct wrong perceptions about vegetable 

cooking oils by consumers. A study similar to the current survey should be carried out 

in the emerging markets such as Yaya shopping Mall and Village market. A 

comparative study of rural and urban consumers should be done to assess their 

perceptions about cooking oils. 
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CHAPTER ONE 

INTRODUCTION 

1.1 Background 

Kenya has been undergoing several changes in the macroeconomic environment. These 

changes have altered marketing activities as firms strive to adapt to the new 

environments over which they have no control. Kotler and Keller (2007) observe that 

we can argue with some confidence that the marketplace is not what it used to be. It is 

radically different as a result of major, sometimes interlinking, societal forces that have 

created new behaviors, new opportunities and new challenges. The digital revolution 

has created an information age which promises more accurate levels of production, 

more targeted communications, and more relevant pricing. Technological change has 

also advanced production contributing to reduced cost of production and better quality 

products. Technological advances in transportation, shipping and communication have 

made it easier for companies to market in other countries and easier tbr on umers to 

buy products and services from marketers in other countries. 

Many countries including Kenya have deregulated industri "S to create greater 

competition and growth opportunities. ccording to enda _Q02), globalization can 

be looked at as the creation of mark t :>Y em m hi h n tion I onomics ar 

integrated with each other through intern ri 

have op ned th ir undarie t 
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expectations. Consumers increasingly expect higher quality, service and some 

customization. They can obtain extensive product inform~tion from the Internet -and 

.other sources (Kotler and Keller, 2007) which permit them to shop intelligently. They 

are showing greater price sensitivity in their search for value. 

In such a competitive environment, firms can only succeed by having better knowledge 

about consumers and competitors and by producing superior value than competitors. 

The study of consumers' self knowledge has important managerial implications. First, a 

firm's sales and profits can be adversely influenced by consumers' misperception of 

which attributes are really important (Riquelme, 2001). Second, companies that design 

and manufacture new products rely on customers' knowledge. If this knowledge is not 

perfect, marketers may be emphasizing the wrong attributes in the product or service. 

Thirdly, given that many industries are highly competitive, marketers need to 

differentiate their products from others in the market. This task is very hard to 

accomplish if consumers' perception of a company's products are crroncou' (Riquclmc, 

2001). 

In response to competition, firms in Kenya have taken measure · such us impr cd 

product quality, improved product design, branding and brand e. tensiOns, provision of 

affordable products and increased customer focus. In th 'O kin oil industry, 

responses by firms to competitive p ure d in 

taken the forms uch produ ti n f ve 

from ch I tcrol. I r 

ill\i !11· 



of exposure by the city consumers, increasingly educated shoppers, and intense 

competition by firms in the cooking oil industry. The cosmopolitan nature ofNairobi 

.city has contributed to diversity in consumption behavior of cooking oil customers. In 

addition, choice of cooking oil is influenced by economic factors such as personal 

disposable income, and increased demand for healthy products. Consumers living in 

slums of Nairobi make purchase decisions of cooking oils based on price versus 

quantity. These consumers prefer more cooking oil for less money, implying that price 

is the major determining factor in the choice of cooking oil. On the other hand, 

consumers in up - market estates make purchase decisions based on factors other than 

price. The level of cholesterol, taste and nutritive value are attributes that are likely to 

influence the choice of cooking oils among consumers in the middle and upper income 

class. 

1.1.1 The Concept of Perception 

A motivated person is ready to act. How the motivated pcrs n actually uct is 

influenced by his or her view or perception of the situation (Kotler and Keller, 2007). 

chiffman and Kanuk (2007) defined perception as the process by which un individual 

selects, organizes, and interprets stimuli into a meaningful and coherent picture of the 

world. Price et al. (2004) argue that people act and rea t on the ba ·i' f U1 ir 

perceptions; the way they sense and interpret th v.; rid around them. Perception 

depends not only on the phy ical timuli but I o n th~.: ~timuli s rei tion to th~.: 
surrounding field and on condition rithin th 
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that have found that consumers do not possess well formed beliefs about attribute 

importance either (Wind and Devita, 1976; Fischoff et al., 1980). Consumers report 

~orrelation between events or between an object's attributes when in fact, there is no 

correlation with another unrelated event (Fischoff, 1978). However, perceptions are 

more important than reality, as it is perceptions that will affect consumers' actual 

behavior. People can emerge with different perceptions of the same object because of 

three perceptual processes: selective attention, selective distortion and selective 

retention (Kotler and Keller, 2007). Perceptions also have a bearing on consumer value. 

Consumer value :proposition is driven by a product's functional, emotional, and self -

expressive benefits in addition to relative price. A brand - customer relationship can 

be based upon a value proposition (Aaker, 1996). 

1.1.2 Cooking oils 

Cooking oils refer to a class of organic compounds known as esters (tO), which arc 

formed by the reaction of an alcohol with organic acids (Peterson, 197 4). F r purp 'C' 

of this study, a working defmition adopted for cooking oils include all edible oil· from 

both plant and animal sources proces ed, packaged and distribut d l con ·urn ·r' 

through retail outlets. There are two types of cooking oils and these include vegetable 

cooking oils and animal cooking oils. Vegetable c king oils are deri ed from t.h' 

seeds of plants which grow in many pans of the \ rid but mainl in tropi l regions 

(Davis, 1987). Some of the man diffi r m kind kin T oil in 'lud •· . . 
palm oil, olive oil, canola oil 

ap d oil, s . m oil, 

any other 

hi 
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Cooking oil is one of the key sub - sectors of agriculture, with soy bean and palm oil 

being the leading sources in production of vegetable cooking oil in the world 

respectively. Oil crops have a long history in Kenya, where sesame, coconut and 

groundnuts have been grown for centuries. Domestic oil is principally supplied from 

non-oil crops particularly, cotton seed and maize germ. Domestic consumption of 

cooking oils and fats has been increasing against fluctuating domestic availability and 

the country has had to import increasing quantities of these products (Opiyo, 1987). 

Kenya Spends Kshs 14 billion annually to import edible oils (Masibo, 2007), making 

edible oil the country's second most important import item after petroleum. 

In the year 2006, Kenya's domestic production of edible oils was estimated at 380,000 

tones, only about one - third of its annual demand. Private sector is largely credited 

with the sub-sectors growth, with the Government largely playing an dvi ory role. The 

public sector players include the Ministry of rade and lndu try, Ministry of Finance 

and the other Government agencies like HCDA and KARL The procc ·sing nd rclinin 

companies represent the private sector and related development partne including tar c 

scale growers and small scale farmers. Currently ther are about 0 co king oil refiner· 

in the country. The larger companies include Bidco oil refineri ', Palmac oil refiners 

Pwani oil refiners and Unilevcr. These ompani ar • eng :red in production of 

vegetable cooking oils, fats, copra o il d com oil f the 

large co king in 

upporting m 

pr ducti 
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integrating backwards to reduce costs of production and provide reliable supply of raw 

materials. In India, firms in the cooking oil industry have taken measures such as 

recruiting skilled Ivorian professional and employees with at least a general college 

education (Korves, 2006). This strategy has permitted a rapid and sizeable reduction in 

training costs while building up a qualified and motivated work force. Other measures 

adopted by Indian firms in the face of competitive pressure include pursuing active 

marketing strategies, based on promotion of products and establishment of diversified 

distribution networks. 

1.2 Statement of the Problem 

Kenya Spends Kshs 14 billion annually to import edible oils (Masibo, 2007), making 

edible oils the country's second most important item after petroleum. Domestic 

production estimated at 380,000 tones is only about one - third of its annual demand. 

The sector holds a huge growth potential for wealth creation, poverty alleviation and 

contribution to improved living tandards. Edible oil indu try i charoct rizcd by 

increased competition evidenced by many processing firms, m rc new pr duct 

development and imports of cooking oils. s a result of ·trong comp tition in th 

cooking oil industry, responses by firms have resulted in proliferation of brands which 

have negative effect on both customers and manufacturers of ·ooking oil ·. Brand 

proliferation has the danger of cannibalizing ther brand:; and reducin ·al while at 

the same time contributing to c n urn r nfu i n d I crin :J brnnd lo It . Th • 
competition 

and for mn to 

; th y n d to full 

the m·t · t. 
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makes it difficult to figure out what marketing programme will work as what worked 
' 

yesterday may not work today (Odongo, 2005). In a highly competitive economy with 

increasing rational buyers, a company can only win and retain customers by creating 

superior value. This involves understanding, creating, delivering, and sustaining 

customer value (Kotler, 2003). It is important to continuously gauge how customers 

perceive edible cooking oils because perceptions directly influences consumers 

purchase decisions and brand loyalty. 

A study by Matsatsinis (2006) in Greek olive oil market proved ·that perceived quality 

is the only attribute of cooking oils considered important by consumers. This study 

focused on olive oil which is one type of vegetable oils and differs from current study 

which considers both vegetable and animal cooking oils. In Kenya, Odongo (2005) 

conducted a study on factors influencing consumer's perception and found that 

perception building has not taken root in Kenya effectively compared to developed 

world. However, his focus was on cosmetic pr ducts. thcr ·tudic b man (2 0 ) 

focused on perception of value adding strategy. This study was not n perception r 
consumers towards cooking oils. These studies are clear indication · thut thcr c. i ·t · a 

knowledge gap on how consumers in Kenya perceive cooking oil ·. 

Given the contributions of cooking oils to th 

sensitivity and changes in tastes and p 

companic to understand ho , c 

rc known, th compani 

th 
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makes it difficult to figure out what marketing programme will work as what worked 

yesterday may not work today (Odongo, 2005). In a highly competitive economy with 

increasing rational buyers, a company can only win and retain customers by creating 

superior value. This involves understanding, creating, delivering, and sustaining 

customer value (Kotler, 2003). It is important to continuously gauge how customers 

perceive edible cooking oils because perceptions directly influences consumers 

purchase decisions and brand loyalty. 

study by Matsatsinis (2006) in Greek olive oil market proved that perceived quality 

is the only attribute of cooking oils considered important by consumers. This study 

focused on olive oil which is one type of vegetable oils and differs from current study 

which considers both vegetable and animal cooking oils. In Kenya, Odongo (2005) 

conducted a study on factors influencing con urn r' p rc ption and found that 

pcrccpti n building has n n r l in K nya etli tively c mpar d t 

world. I Jowcvcr, his focu wa th r studi 

fi cu cd on perception of value adding trat . 'I hi 

con umers toward cooking oils. In cJ •tr indicati n 

kn wledge gap on how c n wne in 

Given the contnbution m urn r 

en itivity and chan e il 

compani o und ti{ n. 



1.3 Objectives of the study 

1. To determine the perception of consumers in Nairobi toward cooking oils. 

ii. To establish whether these perceptions differ between vegetable cooking oils and 

animal cooking oils. 

1.4 Importance of the study 

i. Manufacturers of cooking oils will benefit by obtaining a better understanding of how 

their products are perceived by consumers. This understanding 'will enable them 

produce products that focus on specific customer needs as reflected in their 

perceptions. In addition, manufacturers' understanding of consumer perceptions has 

the potential of increasing sales volume, customer loyalty and reducing promotional 

costs. 

ii. Investors who intend to venture into cooking oils indu try will understand how 

consumers perceive edible oils and they will manufacture p uct! which uit 

consumer needs while at the ·arne time deliver supcri r value t whut c mp~titor ' 

offer. Clear understanding of consumer perceptions will help invc ·t rs increase th ir 

return on investments since their strategies' ·ill be backed b r search llndin 1 •• 

n1. Scholars and researchers will gain from res 

areas for further re earch. 

h findin und lit rnrure ' ill indicate 



CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

The marketing environment is continuously changing and providing new opportunities 

at the same time exposing firms to new threats. In a dynamic marketing environment 

where conswner behavior becomes more complex and difficult to predict, firms are 

obliged to study perception and develop strategies to remain relevant and competitive 

in the market. Consumers are more educated than ever, and they have the tools to verify 

companies' claims and seek out superior alternatives (Kotler and Keller, 2007). 

Customers estimate which product offer the most perceived value and act on it. 

Whether or not the offer lives up to expectation affects customer satisfaction and the 

probability that he will purchase the product again. 

Brand value is affected by positive as well as negative perc ption . Accordin to 

Schroder and Eachem (2005), organizations should focus on product ulu and murkct 

behavior because consumers do not believe on what you tell them; they 

you do. The above observations require fmn to put increased fi u ' n con ·umcrs b 

finding out from them how they perceive the compan. ' , products. Thi ' tud therefore 

reviews literature on perception. d ooking oib in d tail in Lh • f lim in 1 • ·tions. 

2.2 Perception 

er pti n i. th 
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support what they already believe. Selective distortion implies that marketers must try 

to understand the mindsets of consumers and how these will affect interpretations of 

advertising and sales information. Selective retention refers to people's tendency to 

retain information that supports their attitudes and believes. Selective retention 

influences the way consumers perceive products in the market. 

Marketers are interested in perception because it involves what consumers believe. To 

provide satisfaction effectively in the market place, marketers must understand how all 

their marketing activities are perceived because perceptions greatly influence buyer 

behavior. Perception is a very complex cognitive process that yields a unique picture of 

the world, a picture that may be quite different from reality (Sailewu, 2001 ). 

Consumers' perceptions are fundamental to understanding acquisition, consumption 

and disposal of goods and services (Price et al, 2004). Since perceptions underlie 

product preferences, it is important for cooking oils manufacturers to gain in depth 

understanding of how their products arc perceived and d velop pr grams uim ·d at 

building positive perceptions of such products. 

2.2.1 Customer Loyalty aod Perception 

Consumers have varying degrees of loyalty to pecific brands t ·, and compani 

Oliver defines loyalty as a dcepl h ld commitm nt t n: - bu )r re 

preferred product or ervice in the ture d pit itu tion 

patroniz u 

and markctin 

efforts having the p tenti J to h. i r ott r . 1d K ller, ..... 007). 

Perception h ld by con urn t·t{US 
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retention becomes an important source of long term business success. The key to 

generating high customer loyalty is to deliver high customer value (Kotler and Keller, 

2007). Firms can only develop loyalty programmes after having full understanding of 

perceptions of customers in relation to the firm's products. 

2.2.2 Factors influencing perception 

Perception is the result of two different kinds of inputs that interact to form the personal 

pictures that each individual experiences (Schiffman and Kanuk, 2007). One type of 

input is physical stimuli from the outside environment; the other type of input is 

provided by individuals themselves in the form of certain predispositions based on 

previous experience. The combination of these two very different kinds of inputs 

produces for each individual very private, very personal picture of the world. Kibera 

and Waruingi (1998) view perception of an object or event as the result of the 

interaction of two types of factors. timulus factors, which arc charactcri tics of the 

phy ical object uch as sizes, color weight, or hapc. Individual factors which or 

characteristics of an individual. These factors include n t nly ·en · ut 

also past experience with similar items and b· ·ic m tiv ti ns and . p clati n '. 

Because each person is a unique individual with uniqu e perienc ' n ds want:·, 

desires, and expectations. it follm that e h individual' · perc ption ' ur al ·o unique. 

2.2.3 Perceptual proc 

P oplc can form diffi rent pe im tlu~ .m of tht p 'r 'eptual 

ectiv ltenti n, 



Selective distortion is the tendency to interpret information in a way that the sender 

intended. Consumers will often distort information to be consistent with prior brand 

and product beliefs (Kotler and Keller, 2007). Selective distortion can work to the 

advantage of marketers with strong brands when consumers distort neutral or 

ambiguous brand information to make it more positive. Manufacturers of cooking oils 

can benefit from selective distortion by building strong brands. Price et al.,(2004) 

observe that people fail to register much information to which they are exposed in 

memory, but will tend to retain information that support their attitudes and beliefs. 

Because of selective retention, consumers are likely to remember good points about a 

product they like, and forget good point about competing products (Kotler and Keller, 

2007). Selective retention again works to the advantage of strong brands. 

2.2.4 Measures of perception 

Perceptual mapping helps marketers to determine how their products ppcar to 

consumer· in relation to competitive brands on one r mor rei ant har ct risti ·s. 

Perceptions of consumers can be measured using ditTcrcnt ·calc . Mca-;urcm •nt is th 

assignment of a number to an object which reflect· th de lf~.: of p · · · ·i n or · 

characteristic by that object (Panneerselvam 200 . Pc ption · can be me· ·urcd usin 1 

ranking, order category ·orting and ratings. In ranking m th d a r • ·p nd nt i ask d 

to rank a et of imuli based on certain attri ut 

be rat d i pi in 

t ri ti . 'l h rankin 7 method · 
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particular attitudinal object (Panneerselvam, 2006). In the summated model, the total 

score of a respondent is obtained by adding the scores on individual items. 

2.3 Perceived quality 

Perceived quality has been defined as the consumer's judgment about a product's 

overall excellence or superiority. Perceived quality is a global assessment characterized 

by a high abstraction level and refers to a specific consumption setting (Zeithaml, 

1988). Objective quality refers to the actual technical excellence of the product that can 

be verified and measured. Perceived quality differs from several concepts such as actual 

or objective quality which refers to the extent to which the product or service delivers 

superior service; product based quality which refers to the nature and quantity of 

ingredients, features or service included; and manufacturing quality which refers to 

conformance to specification, the 'zero defect' goal (Mburu, 2001). Perceived quality 

can not necessarily be objectively determined, in part bccau it is a perception and also 

because judgments ab ut what is important t cu ·tomcrs are involved. Pcrcci \:d 

quality acts as a mediator between extrin ic cue· and perceived cu ·t mer vuluc ( odd· 

et al, 1991 ). Perceived quality differs from ·atisfu ·tion. cust mer can suti fi d 

because he or she had low expectation about perfonnanc level. lligh perceived quality 

is also not consistent with lm e. pectation.s ( tburu. 
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cooking oil, intrinsic cues would include such attributes as thickness, smell, color, 

flavor and taste. Intrinsic attributes can not be changed without altering the nature of 

the product itself and are consumed as the product is consumed (Zeithaml, 1988). 

Extrinsic cues are product related but not part of the physical product itself: Price, 

brand name, and level of advertising are examples of extrinsic cues to quality. A small 

number of cues, most notably those involving the product's package, are difficult to 

classify as either intrinsic or an extrinsic cue depending on whether the package is part 

of the physical composition of the product, in which case it would be an intrinsic cue, 

or protection and promotion for the product, in which case it would be an extrinsic cue. 

What constitutes value - even in a single product category appears to be highly 

personal and idiosyncratic (Zeithaml, 1988). Customer perceived value (CPV) is the 

difference between the prospective customer's evaluation of all the benefits and all the 

costs of an offering and the perceived alternative (Kotler, 2003). Perceived value is 

relative and ubjcctivc ( chitTman 2007). Zcithnml (I 8 ) b crvc thut th ugh p opl 

agree on cues that ·ignif)' quality they ditler c r v tluc. 

Customers develop purchase behavior WJd product ·el ction b ·cd n U1cir vulu 

perceptions of a given brand of product. r irms hav increasin 1 realiz.cd th nc d t 
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molecule of fat is the water-soluble trihydric glycerol (Charley, 1970). Fats and oils; 

whether the source is animal, vegetable or marine in origin, represent the highest source 

of energy per unit weight that man can consume. Both F AO and WHO recommends a 

range of fat .intakes from 15 to about 40 per cent energy as compatible with good health 

as long as the supply of essential fatty acids, fat soluble vitamins and other essential 

nutrients is adequate and the intake of saturated and trans fatty acids is less than 10 per 

cent of the energy (Sanders, 1994). Fats and oils are essentially triglycerides, the 

esterification product of 1 molecule of glycerine with 3 molecules of fatty acids. The 

type of fatty acid and its structural position in the triglyceride molecule determines to a 

great extent, the physical and the chemical properties of the resulting triglycerides 

(Peterson, 1974). 

Most fats and oils are insoluble in water but olublc in most organic solvents. They 

have lower densities than water even though at ro m t mpcraturc they may vary from 

liquid to ·olid appearing ·ub ·tancc·. cncrally, liquid pr duct ar called oil whil 

solid products are referred as fats. Both term , fats and oil · h wuv r, refer l 

triglycerides and represents ab ut 95% of all f tty • mp ncnts in con ·um d r ds 

(Peterson, 1974). Fatty acids are by far the great ·t 

fats and oils. Fatty acids of greater un turati n 

activity increases as the number o d uble nd 
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between industries on the matter of fats (Peter, 1978). The butter industry versus the 

margarine industry is an example. But economies and availability of different fats have 

become the deciding factors. 

2.4.1 Vegetable cooking oils 

Vegetable oils are derived from the seeds of plants which grow in many parts of the 

world but mainly in tropical regions. The main vegetable oils are obtained from the 

following; coconut palm, oil palm, olive tree, groundnut or peanut plant, soy bean, 

sunflower, cotton seed and com. The main sources of supply of coconut oil are the 

Philippines, Oceania, Malaysia and Sri Lanka. On the other hand, oil palm is mainly 

sourced from Nigeria, the Congo, Malaysia and Indonesia. Olive oil is uniquely high in 

its content of monosaturated fatty acids, although rapeseed is a very close second. It is 

exported mainly by Italy, pain and Greece. In contrast to olive and rape eed oil, 

sunflower oil is particularly rich in polyun aturate . Although rclativ Jy I w in oil 

content (between 13-20 percent) the ~oy bean has recent! become the I ading sourct: of 

vegetable oil in the world. It is cxp rtcd by th • . '. , hina tUld B ~il. 

Vegetable oils are considered to b health ' and h~n e no ·hoi tcwl "hi I tt th • ·am 

time easy to digest. Polyunsaturated fatty cid obtainL-d from ulu d 

bccau e of their potential role in redu ing 
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animal are the largest of animals commonly killed for human consumption and a high 

fat is obtained as a by-product. Suet is obtained from around the kidneys and shredded. 

The intestinal fat is processed at low temperatures to produce two products, oleostcarin 

and also oil, both of which can be used on the manufacture of margarine. Pigs tend to 

have a higher fat to meat ratio than other animals and therefore large fat quantities are 

available. Fish oils are obtained by the extraction of oil from the whole fish. The fish 

most suitable are those with a high fat content and these are mainly pelagic type of fish 

such as the herring, pilchard, sardines and anchovies. Unfortunately these are 

unsaturated oils and are susceptible to oxidative attack and must therefore be carefully 

refined and hydrogenated before being used in margarine and cooking fats. Fish oils are 

imported from Peru, Norway and Ice land. Other sources of animal fat include milk and 

cream. Ghee and butter are animal fat products proces ed from milk. 

Fat plays an imp rtant role in meeting energy r quirements. Alth ugh th r 1 of fat in 

providing energy is di pensable (in that energy an be pr v ided b other nutri nts), it is 

particularly important in providing sufficient energy den ity in the diets f th very 

young ( anders, 1994). Fat upplies 9kcal C7kj) per 'rum compar d " ilh ~ .7 kcal 

( 16kj) for carbohydrate. Most of the energ in human milk is p vid d b fat. F t 

provides a concentrated upply of energy and thu, redu e the bulk: of the di t. under · 

( 1994) poin out that the addition of a little f1 t t food 
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and restriction of energy intake especially that supplied by fat ts central to its 

management. 

Saturated and monosaturated fatty acids can be made in the body and are often called 

non - essential fatty acids. Certain polyunsaturated fatty acids cannot be made in the 

body and need to be supplied in the diet and are tenned "essential fatty acids". There 

are two series of essential fatty acids called the n - 6 and n - 3 series derived from 

linoleic and a - linoleic acids respectively. Sanders (1994) argues that we need to 

ensure that we have an adequate intake of these fatty acids as they are needed to make 

the structural fats in tissues and to make honnone - like substances called eicosanoids 

(prostaglandins, prostacyclins, thromboxanes, lipoxins, and leukotrienes) which are 

involved in regulating a number of bodily functions such as blood clotting and 

inflammation. The best dietary source of the e entia! polyun aturat ar nuts, 

vegetable oils and oil - rich fish (herring, mackerel, almon, and s rdin ). h c oil 

are al o an excellent ourcc of fat - 'O iublc vitamins. 

Of nutritional interest is the fact that cholc ·terol occurs only in animal fit s nd n ·vcr in 

plant lipids (Me Williams, 1989). Con umption of fat. ha 

diseases such as heart disease, cancer and ob 
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For the prevention of heart disease, the intake of saturated fatty acids should be as low 

as practicaJly possible. The main dietary sources of saturated fatty acids arc milk 

products, meat fat and visible fats. Sanders (1994) claims that it is now known that the 

replacement of saturated fatty acids found in vegetable oils is often a more cilicient 

way of lowering blood cholesterol levels than increasing the intake of complex 

carbohydrate foods. These unsaturated oils are also the major dietary source of vitamin 

E which may help protect against heart disease by preventing the oxidation of low 

density lipoprotein (a process believed to lead to atheroscJerois). Thus it may be more 

effective to replace saturated fatty acids than to cut down on all fat. 

The industrial hardening of fats by hydrogenation converts the cis monounsaturated and 

polyunsaturated fatty acids into trans unsaturated and saturated fatty acids. These 

hydrogenated fats are used to make biscuits and margarine. Recent research suggest 

that these trans unsaturated fatty acids may increase risk of heart disca as well s 

increase the level of harmful LDL cholesterol like ·aturatcd futt ' acids but in • d iition 

decrease the level of protective HDL cholesterol ( andcrs, 1994). hom th r se tn:h 

evidence, it appears that palm oil is a healthier choice than coconut oil, hydr 'l'nut ·d 

fats, lard or butter. High intakes of total fat are associated '" ith incrcn cd ris f can cr 

of the breast, colon, gall bladder, pancrea and pr ·tuc. I to\\c\ l'r. nH t o thl' • 

associations are made from comparisons bet\ n di e nt c luntrk th r than from 

prospective studies in the same ountry. 
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loyal. These findings agree with conceptual literature on perceptions as observed by 

both Kotler and Keller (2007) and Schiffman and Kanuk (2007). 

The notion that processed convenience foods are contributing to an obesity epidemic 

has Jed to litigation proceedings against McDonald's (Schroder and McEachern, 2005). 

At the same time, a number of fast food companies and food manufacturers have 

reviewed the fat and sugar contents of their product ranges, and reconsidered the size of 

the portions they offer. In their study, Schroder and McEachern (2005) found that 61% 

of respondents stated they intended to buy only healthy foods. Health concerns were 

expressed mainly regarding the fat content (64%), calories (58%), and sugar (53%). 

These findings clearly show that consumers are increasingly getting concerned about 

products they buy and that their perceptions whether positive or negative have great 

bearing on the choices of products they make. 

Research by Wiseman ( 1994) found that mo t New /cal· nd r. an.: w r of diet ry 

recommendations and a high percentage are tr ing tor ·du th fttl conknt of their di ·t 

and to eat more fruit and vegetable. This is an indication that c nsurn · · in dilli·1 ·nt 

parts of the world are becoming more health con. iou md in n.:usin l(~ di.; rnm 111 

the choice of coolcing oils. Most people (91 per nt) in e' Z land beli ·v !d that lc ·s 
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minds of their customers and think like them, they would be able to use that insight to 

run a more successful business. This can only be achieved by studying consumer 

perceptions, comprehending consumer preferences and developing cooking oils which 

match consumer tastes and preferences while at the same time making the products 

accessible to customers both physically and financially. 

2.5 Summary of literature review 

From literature, it is evident that perception influences consumer preferences of 

products and brand loyalty. Perception is influenced by the interactions of stimulus and 

consumer individual factors. Customers develop purchase behavior and product 

selection based on their value perceptions of a given brand of product. This means that 

Kenyan companies need to understand perceptions of their target markets in order to 

develop marketing programmes that appeal to cu tomcrs. Consumers hold different 

perceptions of cooking oils from vegetable and animal sources. Vegetable cooking oils 

are considered healthier by consumer·. Literature hows that cholest rol occurs on I in 

animal fats and never in plant sources implying that Kenyans should reduce 

consumption of animal oils to cut down health risks us ·ociutcd with hoi ·sterol. 

Empirical findings indicate that perceived quality i. the onl. attribute of cooking oil. 

that is considered important by consumers. fanu facturL'rs of 'ookin, 1ils in Ken ·a 

must focus on continuous investigation about hm 
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CHAPTER THREE: 

RESEARCH METHODOLOGY 

3.1 Research design 

The study was a descriptive survey. The objective of a descriptive study is to learn who 
' 

what, when, where, and how of a topic (Cooper and Emory, 1995) and given that this 

study was aimed at determining how consumers perceive cooking oils, it fits 

descriptive study appropriately. 

3.2 Population of study 

The population of interest in this study comprised of all consumers in Nairobi. The city 

was considered for the study because of its cosmopolitan nature and diversity of Jiving 

standards. Nairobi consumers arc also more educated, health conscious, exposed and 

aware of cooking oils from vegetable and animal scurccs and gave informed n:-spons s 

leading to realistic and representative findings. 

3.3 Sample size and sampling design 

The sample size consisted of 200 consumers selected thruu •h random ·wnpling, and 

given questionnaires to fill as they hopped "ithin feet 

Central Business District. These supemuuicet in luded 
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3.4 Data collection 

Data was collected using a structured questionnaire. The questionnaires were given to 

respondents to fill as trained interviewers under close supervision by the researcher 

waited to pick the questionnaires. They also explained to the respondents questions that 

were not well understood. Data was collected on Mondays, Wednesdays, Saturdays, 

and Sundays. This was because the researcher wanted to gauge patterns of purchase 

around the week. It also provided opportunity to interview consumers who were busy 

during week days while at the same time spread responses throughout the week. 

Respondents included both men and women. The questionnaire was divided into three 

parts, part A was concerned with consumers personal profiles, part B dwelt on 

consumer usage of cooking oils, while part C targeted information on consumer 

perception of cooking oils. 

3.5 Operational definitions of attributes of cooking oils 

The attributes of cooking oils tested were operationalizcd m table 1 below. A 

five - point Iikert scale was used to determine the extent of perc ption of con ·umcn> on 

these attributes. 



Table 1: Operational attributes of cooking oils 

Attributes of cooking oil Relevant issues/ elements 

Taste Good 

Bad 

Quality Ease of digestion 

Shelf life 

Low cholesterol 

Healthy 

Price Expensive 

Affordable 

Source Vegetable 

Animal 

t-Nutritive value Energy 

Vitamins 
- --

3.6 Data analysis 
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CHAPTER FOUR 

DATA ANALYSIS AND DISCUSSIONS 

4.1 Introduction 

This chapter presents analysis and findings of the research together with their possible 

interpretations. Out of the 200 sampled respondents, only 166 responded, representing 

82% response rate, which the researcher considered adequate and sufficient for the 

study purposes of data analysis. 

4.2 Demographic profiles of the respondents 

The demographic profiles considered in this research included age, gender, marital 

status, occupation, highest level of education and monthly household income. 

4.2.1: Age of respondents 

Table 2: Age of respondents 

Total 

F 

I 

82 
53 
18 
7 
I 

Perce at 
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I I. 
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category and those with 59 years and above are either retired and staying in rural areas 

or prefer shopping outlets close to their residential areas. 

4.2.2: Gender of respondents 

Table 3: Gender of respondents 

Gender 
Male 

Female 

Total 

Source: Research Data 

Frequency Percent 

48 28.9 

118 71.1 

166 100.0 

Out of the one hundred and sixty six (166) respondents, 118 were female which 

represented 71.1% of the population, while male respondents were represented by 

28.1% showing that many females as compared to men hop from upcrmarkct in the 

Central Business District. These findings agree with hopping habits of Kenyans wh r 

females are expected to be regular shoppers as compared to male ·. 

4.2.3: Marital Status 

Table 4: Marital status 

Marital status 

R pond nt 

Single 
Married 
Widowed 

d t in 
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4.2.4: Occupation 

Table 5: Occupation 

Occupation 

Business 
service sector 
Government 

Private 
Housewife 

Student 
Unemployed 

Total 

Source: Research Data 

Frequency Percent 

38 22.9 

26 15.7 

24 14.5 

58 34.9 

2 1.2 

16 9.6 

2 1.2 

166 100.0 

Respondents were spread in different occupations. Most respondents (34.9%) were 

working in the private sector, while 22.9% were in business. Respondents working in 

the service ector were reprc en ted by 15.7% which cl ely matches tho. c w rking for 

the government (14.5%). Unemployed respondents were only 1.2% and u ·imilar 

representation was also observed in the number of hou -ewifc rc ·pondcnts (I._ o/o). · 

4.2.5: Highest Level of Education 

Table 6: Highest level of education 

Level of Education 

Primary 

Secondary 
Diplom 
DegJI 

Pe at 

··-



with University Degree were 24.7% of the sampled respondents while those with 

Postgraduate training were only 7.8%. The fmdings are clear indication that Nairobi 

consumers are well educated and are likely to make informed product choice. 

4.2.6 Monthly household income 

Table 7: Monthly household income 

Mont~incomeOKShs) 
Frequency Percent 

less than 20,000 82 49.4 

20,000-29,999 27 16.3 

30,000-39,999 13 7.8 

40,000-49,999 I I 6.6 

50,000-59,999 ll 6.6 

60,000 and above 22 13.3 

Total 166 100.0 

Source: Research Data 

Respondents were spread among different income brackc . However, clo ·c to half ()f 

the sampled respondents (49.4%) reported that they earn lc ·s than Kshs ... O.OOO p 'r 

month while those whose monthly income is in excess of Kshs.60,000 were rep ·ent d 

by 13.3%. These results reflect disparities in the distribution of inc m among 

Kenyans. The findings also indicate that majority (65. 7%) earn lc. than K.·hs. l.OOO per 

day. These findings are clear indication that mo t re pondt:nt c uld ITord lm co:st 

cooking oils and that very few could afford pr mium 'n oil Oli\c oil and 

Ghcc. The finding are nsi tent •ith rb Unh.:rs 
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4.3.1 Product used for cooking purposes 

Table 8: Product used for cooking purposes 

Product type (Physical statti 

cooking fats (solid) 
cooking oils (liquid) 

Both 

Total 

Source: Research Data 

Frequency Percent 
46 27.7 

87 52.4 
33 19.9 

166 100.0 

The findings indicate that majority of respondents (52.4%) prefer cooking oils which 

are in liquid state as compared to only 27.7% of consumers who preferred solid cooking 

fats. Consumers who usc both liquid and solid cooking oils were represented by 19.9%. 

These findings indicate that about 20% of the rc pondcnts arc not hardcore loyal to any 

one physical state of cooking oil. The results have strategic implicati n for 

manufacturers of cooking oils since it indicate that the should c n<.:cntrut. on 

producing more of liquid cooking oil than solid cooking fats fl r c n umcrs inN irobi. 

4.3.2 Type of cooking oil used by con umers 

Consumers were asked to indicate the type of C.(){)king oil lh y us b sed on ru 

material source. The results are indicat din th t ble bel ' : 

7.7 



The results indicate that most consumers are not sure (48.8%) of the type of cooking oil 

they use based on the source of raw materials. However, most consumers who were 

aware of the type of cooking oil they use reported that they buy com oil (27.7%) while 

sunflower oil consumers were represented by 13.9%. Lack of awareness of type of 

cooking oil used could be influenced by generic classification by manufacturers of 

cooking oil as 'Vegetable Cooking Oil'. 

4.3.3 Brands of cooking oil used 

An open ended question was posed to establish the brands of cooking oils used by 

consumers. As shown by Table 9 below, it is evident that established brands control 

large market share. Elianto was found to be the dominant brand with a market share of 

28.9% among the respondents and incidentally it is a com oil; confirming that 

consumers prefer com oil as shown in 4.7.2 above. On the other hand, aptain ook 

which is made from corn had a small market share repre entcd by 2.4%. 1 hi impli s 

that KAP A Oil Refineries, the manufacturer of Captain ook have not put in plac 

good competitive and marketing strategies for this product and that they may b 

spending inadequate resources in promoting their product. Ka. uku, Kimbo, and Golden 

fry are close competing brands as represented by 13.3%, 11.4% and 10.8% ·hare ofthe 

market respectively. The findings howed that BID 0 Oil Retiners huvc knding 

brands followed by KAPA Oil Refineries. There ult c n i t m' ith the 11r umcnts 

in the Problem tatement ' hich aver th t 

cannibalizing other brand . hi i 

lJ1uta, Yell w 1old, nd , 1 llo. 
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Table 10: Brands of cooking oils used by consumers 

Brand of cooking oil used Frequency Percent 

Elianto 48 28.9 

Captain cook 4 2.4 

Fresh fry 11 6.6 

Olive oil 8 4.8 

Kimbo 19 11.4 

Kasuku 22 13.3 

Goldenfry 18 10.8 

Soya oil 1 .6 

Mallo 1 .6 

Tilly 4 2.4 

Yellow gold 3 1.8 

Ufuta 3 1.8 

Bahari 1 .6 

Rina 23 13.9 

TotAl 166 100.0 

Source: Research Data 

It was felt that consumers' choice of brand be analyzed on the basis of ccupation. 

shown on Chart 1 below, Elianto was popular among all occupational group· c. ccpt the 

unemployed. The brand is most popular among people in the pri ate ector followed by 

those in business and students. One imp rtant finding ' ' th t h u. '" i\ c nd lh 

unemployed use only two types of brand \ •hile tho 

the most number of brand (II brand . Ho tt: t ho\ m 
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Chart 1: Use of brands of cooking oils along occupational line 
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relied more on family sources in learning about brands of cooking oils while those with 

Diploma level of education mainly learnt about brands of cooking oils from their friends. 

Table 12: Source of brand awareness 

Source Fr-equency Percent 

Mass media 64 38.6 

Family members 61 36.7 

Neighbours 6 3.6 

Friends 21 12.7 

Others (specify) 1 .6 

Exoeriment il 7.8 

Total 166 100.0 

Source: Research Data 

Chart 2: Com pari on of source of awaren of brand. and cducaf a lev I! 
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4.3.5 Years of brand use by consumers 

Respondents were asked to indicate the length of time they had used cooking oil and 

the results are shown on the table below. 

Table 13: Years of brand use by consumers 

Years of brand use Frequency Percent 

less than 2 yrs 28 16.9 

2-Syrs 53 31.9 

6-9yrs 24 14.5 

1 Oyrs and above 61 36.7 

Total 166 100.0 

Source: Research Data 

The results show that most respondents had used their cooking oil for more than 10 

years (36.7%). Those who had used their brands for between 2 to 5 years were 

rep res en ted by 3 1 . 9%. 

4.3.6 Average quantity of cooking oil u ed per month 

The findings of average cooking oil are pre en ted in table I bclm . Mo: t respondents 

(68. I%) use cooking oil of between 2 - 5 Kg/ Lt. per month. nl a . mall number f 

respondents (6%) use between 6 - 9 Kg/ Lt. per month. 

Table 14: Average qu ntity of c okin oil u ~ d r nt 
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extent; taste good to a smaJI extent and nutritive to a moderate extent. Specifically, to a 

small extent (mean = 2.3), respondents felt that vegetable cooking oil is easily digested. 

This means that vegetable cooking is perceived as not very digestible by respondents. 

Vegetable cooking oil was perceived to a moderate extent to have long shelf life 

(mean = 2.5). Respondents to moderate extent perceived vegetable cooking oil to have 

no cholesterol (mean = 2. 7). This is in contrast with claims made on the package 

material of vegetable cooking oil by manufacturers which indicate 0% cholesterol or 

complete absence of cholesterol in vegetable cooking oil products. The standard 

deviation of 1.44 indicates that no cholesterol to a great degree influences consumer 

preference of vegetable cooking oils. Vegetable cooking oils were perceived as healthy 

to a small extent (mean = 2.1) by respondents implying that consumers are negatively 

predisposed to vegetable cooking oils on the basis of health. The tandard deviation of 

1.33 indicates that respondents have varied perception on whether or not vegetable 

cooking oils arc healthy. 

Respondents to a small extent (mean = 2.0) perceive vegetable cooking oil tustin 

good. A similar rating was placed on perception of egctable cooking oil c p ns . 

Respondents to a small extent (mean = 2.2) perceived vegetable c king jJ s 

expen ive implying that they were een affordable b) r pondcnt . l o llll Jcmt~ 
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literature on nutrition and health which argue that animal oils have high levels of 

cholesterol. The results also deviate from findings by Wiseman (1994); and Matsatsinis 

et al., (2007) which reported high cholesterol level in animal cooking oils. The finding 

is also in contrast to scientific studies which link high cholesterol levels to animal 

cooking oils and obesity (Me Williams, 1989). The results show that consumer 

perception may be far from reality. The standard deviation of 1.57 is an indication that 

respondents' perception of absence of cholesterol in animal cooking oils was widely 

spread from the mean perception. This implies that different consumers hold varied 

perceptions regarding absence of cholesterol in animal cooking oils. 

Respondents to a moderate extent (mean = 3.4), perceived animal cooking oil as 

healthy. Again, this finding deviates from scientific literature which link animal oils to 

obesity, cancer, and heart disease (Sanders, 1994). However, the standard deviation of 

1.43 implies that respondents hold varied extents of perception as t whether animal 

cooking oils are healthy. Respondents to a moderate extent (mean 3.1) p rccivcd 

animal cooking oil as having good taste. This rating was equally shar d by re p ndcn ,, 

on expense where it was observed that animal cooking oil is moderately pcrcei ed as 

expensive (mean - 3.1 ). Animal cooking oil was moderately perceived to b rich in 

Vitamins (mean = 2.8) and rich in energy mean = 3 . .>). The per·eption of ilnimal 

cooking oil on energy concurs with available literature on n rgy \\hi h nr u th lt 

animal cooking oil provides a c ncentrat d uppl • 

standard deviations of the attribut o pri 

attributes w rc wid ly pr d \ 

4 . '] h~ 

ot th 



Table 16: Consumers' Perception of Animal Cooking Oils 

Operational dimension of animal cooking oils Mean Std. Deviation 
Quality 

Easily digested 3.7651 1.31619 

Long shelflife 3.4458 1.37292 

No cholesterol 3.5904 1.56891 

Healthy 3.3675 1.41974 

Taste good 3.1325 1.42931 

Price 

Expensive 3.0542 1.48633 
Nutritive Value 

ruch in energy 2.7530 1.40750 

Rich in vitamins 3.3253 1.33583 

Source: Research Data 

4.5 Differences in Perception between Animal and V egetabl cooking oils 

The researcher used the Man - Whitney U te t to 

perceptions between cooking oils from animal nd 

. the differ nee in c n. umer 

displayed in tab! . 16 and I 7 b lm . T 

uributc. with rc. ult le r th n 0.05 

·tmon • the r p<lnd nt . 

'I h r ult p nt d in I t) . 
Ill 



male and female respondents have with vegetable cooking oils. Females are more 

conscious about their weight and, it is more likely that their belief that vegetable 

cooking oils contribute to addition of weight may have influenced difference in 

perceptions of the female and male respondents. 

As shown on table 16 below, all female and male respondents did not differ in their 

perceptions of animal cooking oils along all the considered attributes since all 

calculated values were higher than 0.05. The results indicate that there are no 

differences in perceptions between vegetable cooking oil and animal cooking oil by 

male and female respondents except on the attribute of health. Both male and female 

respondents had similar perceptions of animal cooking oils. 



1-: king ba ed on gender 

veg 
veg cooking veg cooking cooking oil veg cooking veg cooking 
oil have no oil are veg cooking oil rich in oil rich in 
cholesterol health oil taste ood ener vitamins 

2463.000 2306.000 2600.500 2721.000 2732.500 2556.500 
9484.000 9327.000 9621.500 9742.000 3908.500 9577.500 

-1.349 -1.995 -.874 -.415 -.366 -1.007 

.177 .046 .382 .678 .715 .314 

oil ba ed on aender 

ani cooking ani cooking ani cooking ani cooking ani cooking 
oil have no oil are ani cooking oil is oil rich in oil rich in 
cholesterol health oil taste ood ener vitamins 

2549.500 2468.500 2421.000 2652.000 2810.500 2621.500 
3725.500 3644.500 3597.000 9673.000 3986.500 3797.500 

-1.062 -1.330 -1.496 -.656 -.078 -.769 

.288 .184 .135 .512 .938 .442 
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Of\ tal c oking oil ba ed on marital status 

veg veg veg 
cooking oil Veg cooking veg cooking cooking oil 

have no cooking oil oil is oil rich in rich in 
cholesterol are health ener vitamins 

3123.500 3135.000 3211.500 3384.000 3057.000 3118.500 

6 42.000 6778.500 6790.000 6451.500 7039.000 6712.000 6773.500 

-.669 -.925 -.92o 1 -.652 -.055 -1.155 -.942 

.503 .355 .357 .515 .956 .248 .346 
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Results in table 18 above suggest that married and single respondents had similar 

perceptions of vegetable cooking oil along all the attributes that were considered. The 

results show that consumers' marital status has less influence on the perceptions they 

form about cooking oils. Being a basic commodity, it is likely that consumers accumulate 

product knowledge through experience in the family of orientation and that the family of 

procreation has little influence on adult consumers' perceptions of vegetable cooking oil. 

These fmdings have implications for manufacturers of cooking oil. It implies that the 

manufacturers should start positioning their brands in the minds of consumers in the early 

stages of future customers by developing marketing programs and promotions targeting 

parents in the family of procreation. This is because children learn about brands of 

cooking oils from their parents. 



• fa imal c king oil ba ed on marital status 

animal animal animal animal 
00 ngoil cooking oil Animal cooking animal cooking oil ha e long have no cooking oil oil is cooking oil rich in 
h lflife cholesterol are health rich in ener vitamins 

3111.000 3321.000 3016.500 3307.000 2826.500 3264.500 

770.000 6351.000 6976.000 6256.500 6547.000 6481.500 6919.500 

-955 1 -.993 -.265 -1.278 -.310 -1.913 -.453 

.340 1 .321 .79t I .201 .756 .056 .651 
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Both male and female respondents did not significantly differ in perceptions of animal 

cooking oil along all attributes that were investigated. When comparisons of differences 

in perceptions between vegetable and animal cooking oil was done among married and 

single respondents, no difference was recorded along all attributes implying that 

respondents hold same perceptions about animal cooking oils. The absence of difference 

in perceptions of animal cooking oil by respondents may be explained by limited 

exposure to animal cooking oil. Inspection within the sampled supermarkets during data 

collection revealed that animal cooking oils are expensive and most likely unaffordable to 

majority of consumers. As a result, it is likely that very few respondents used animal 

cooking oil such as ghee and consequently had poorly developed perceptions about the 

products. 



CHAPTER FIVE 

SUMMARY, CONCLUSION AND RECOMMENDATIONS 

5.1 Introduction 

This chapter presents a summary of the findings of the study as well as conclusion 

gathered from analysis of the data. Findings have been summarized alongside the 

objectives of the study, conclusions have been drawn and recommendations given. The 

study was a survey on Perception of consumers in Nairobi towards cooking oils. It was 

aimed at determining the perception of consumers toward cooking oils in Nairobi, and 

establishing difference in perception between vegetable and animal cooking oils. 

5.2 Summary 

From the study findings it was found that majority of respondents u e liquid co king oils 

and · lianto is the dominant brand among con umers. Re p ndent perceived vegetable 

cooking oil as being easily digestible to a small extent (mean 2.3); have no cholestcr 1 

to a moderate extent (mean = 2. 7); and healthy to a small extent (mean = 2. I). n th • 

other hand, animal cooking oil was perceived by respondents as being easily digestible to 

a large extent (mean = 3.8); have no cholesterol to a large e. tent mean = 3. · health to 

a moderate extent (mean = 3.4); and taste good to a mod rate ext nt mean .1 . Th 

finding indicate that quality, price. and nutriti ib . rt: ~i mlf'i nt 

detenninant<> of consumer purchase d i i ns. h 

1.57 for cholc tcrol in v bl and nim 1 

con urn rs h vc vari d ext 

nd ,mim. I ookin oil . 

id n t 
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5.3 Conclusion 

From the findings and discussion, it is evident that consumers' perception of animal 
cooking oil deviates from available literature on nutrition and health research. This may 
be an indication that consumers have little knowledge about animal cooking oils. lt could 
also show that respondents are not regular consumers of animal cooking oils. Despite 
claims by manufacturers of vegetable cooking oils that their products are cholesterol free 
and healthy, consumers are of the opinion that vegetable cooking oil has some cholesterol 
and are only healthy to a moderate extent. Brand name is the most likely driver of 
purchase of vegetable cooking oil and producers need to spend resources in building their 
brands. 

5.4 Recommendations 

From the study findings, it is clear that brand name influences consumers cho ice of 
vegetable cooking oil. Consequently, manufacturers of the e products need to spend 
resources in positioning and building their brands. Ma s media hould be the mo ·t 
preferred means of communicating cooking oil products to consumers. ince con umer 
hold different perceptions about animal cooking oil that are inconsi tent ' ith ·cientific 
reality, there is need for the Government and other stakeholders to educate the public 
about these products. Similarly, manufacturers need to carry out c n umcr ~.:du , tion 
programmes to correct wrong perceptions about vegetable cooking oiL b con urn rs. 
Manufacturers of cooking oils h uld carry out r ~· l r tudit::s t onsumt:r 
perceptions about their products to cnhan bctt r m t h pr )(ju t of t , nd 
po. itive con urn r p rc pti n .. 

5. Limit~ lion. uf lh tud 

tud d ut 
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be binding all over the county. Finally, consumer perceptions are subject to change and 
these findings may not hold in the future due changes in attributes of the products offered 
and changes in factors in the external environment. 

5.6 Suggestions for future research 

Future research need to investigate factors influencing low consumption levels of animal 
cooking oil. A study similar to the current study should be done in the emerging markets 
such as Yaya shopping mall and Village market. Similarly, a comparative study between 
perceptions of rural and urban consumers should be done to assess their views about 
cooking oils. 
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APPENDIX 1: LETTER OF INTRODUCTION 

Dear Respondent, 

RE: COLLECTION OF RESEARCH DATA 

University ofNairobi, 
School of Business, 
P.O. BOX 30197, 
Nairobi. 

I am a postgraduate student in the above mentioned University undertaking a 
Management Research Project on "Perception of Consumers in Nairobi 
towards Cooking Oils". 

You have been selected to form part ofthi tudy. You arc kindly requested to 
a. ist in data collection by responding to the que ti n in the accompanying 
Que tionnairc. The information provided will exclu ively be u cd for academic 
purposes only and will be treated with utmost confidence. 

You will also be provided with a copy ofthe final report up n )OUr requc:t. 

Your cooperation is highly appreciated. 

Your faithfully 

Jo ph Owino. 



APPENDIX II: QUESTIONNAIRE 

STUDY ON PERCEPTIONS OF CONSUMERS IN NAIROBI 
TOWARDS COOKING OILS. 

Tick Where Applicable .V 

PART A: CONSUMER'S PERSONAL PROFILE: 

1. Name (Optional) ................................................................. . 

2. Place of Residence (Estate) ..................................................... . 

3. Age 
(a) Up to 18 Yrs. 

(c) 29 - 38 Yrs. 

(e) 49 - 58 Years 

4. Gender. 

(a)Male D 
5. Marital Status. 

(a) Single 

(c) Divorced 

6. ccupation. 

( ) Busin ss 

(c Jt>Vcrnr nt 

c I lou wil 

( ) <>til '( (SI ci• 

D 
D 
D 

D 
D 

D 
D 
D 

(b) 19-28 Years D 
(d) 39 - 48 Yrs D 
(f) 59 Yrs and abov1J 

(b) Female 0 

(b) Married 

(d) Widowed 

lri t 

D 
D 

D 
D 

. . . . . . . . . . . . . . . . . . . . 



7. Highest Level of Education. 

(a) Primary D (b) Secondary D 
(c) Diploma D (d) Degree D 
(e) Post Graduate D (f) No formal Education D 

8. Monthly household income. 

(a) Less than 20,000 D (b) 20,000 - 29,999 D 
(c) 30,000 - 39,999 D (d) 40,000 - 49,999 D 
(e) 50,000 - 59,999 D (f) 60,000 and above D 

PART B: CONSUMER USAGE OF COOKING OILS 

9. Which product do you use for cooking purposes? 

(a) Cooking fats (solid) 

(c) Both 

D 
D 

10. Whlch type of cooking oil do you use? 

(a) Extra virgin olive oil D 
(c) unflower oil 0 
(c) .xtra virgin coconut il D 
(g) Palm oil 0 
(h) Other (SJ if 

II. in il tl tl u 

(b) Cooking oil (liquid) 

(d) Other (specify) 

(b) Cotton d oil D 
d) il D 

il D 
D 

D 
D 



12. How did you get to know the cooking oil mentioned in Q. 11 above? 

(a) Mass Media 

(c) Neighbors 

(e) Others (Specify) 

0 (b) Family members 0 
0 (d)Friends D 

13. For how long have you been using cooking oil mentioned in Q. 11 above? 

(a) Less than 2 Years 

(c) 6-9 Years 

D 
D 

(b) 2-5 Years D 
(d) 10 Yrs and above 0 

14. What average quantity of cooking oil do you use monthly? 

(a) Less than 2 Lt./Kg. 

(c) 6 - 9 Lt./ Kg. 

D 
D 

(b) 2-5 Lt. I Kg. D 

ECTION C: CON UMER PERCEPTION OF COOKING OIL 

15. Indicate the extent to which you agree to the following statements about Vegetable 
Cooking Oils? (Tick only one box in each statement) 

Very large Large Moderate mall ery maall 
extent extent e tent e tent t nt 

(5) (4) (3) 2) 1) 

Vegetable ooking D D D D Oil arc ca<;ily 
digested 

ookin • D D 

. 
CXl Ill ' 

D D 



Vegetable Cooking D D D D D Oil taste good. 

Vegetable Cooking D D D D D Oil is expensive 

Vegetable Cooking .o D D D D Oil is rich in energy 

Vegetable Cooking D D D D o · Oil is rich in 
Vitamins 

16. Indicate the extent to which you agree to the following statements about animal 
cooking oils? (Tick only one box in each statement) 

Very large Large Moderate mall Very small 
extent extent extent extent extent 
(5) (4) (3) (2) (1) 

Animal Cooking D D D D D Oils are easily 
digested 

Animal Cooking D D D D D Oils have long 
Shelf li fe 

Animal 'ooking D D D D D 
Oils haven 
Chol . tcrol 

Animal .. ookin , D D 
ils nrc healthy 

ni11 
il l 



Animal Cooking 
Oil is rich in 
energy 

Animal Cooking 
Oil is rich in 
Vitamins 

D 

D 

D 

D 

D D D 

D D D 

17. Other than the attributes mentioned in Q. 15 above, mention other benefits you derive 
from vegetable cooking oils .......................................................................... . 
.. . . .. .. . . . . . . .. .. .. . .. .. .. . .. .. . .. . . . .. . . .. . . . . .. . ... .. .. . . .. . . .. . . . . . .. . . .. .. . . . . .. . . .. .. . . . . .. . . . . . . . . . . .. .. . . .. .. . . . . .. . . .. . . .. . . . . . . .. . . . . . 
············································································································ 
18. Other than the attributes mentioned in Q. 16 above, mention other benefits you derive 
from animal cooking oils .......................................................................... . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . .. .. . . . . .. . . . . . . . .. . .. . . .. . .. . . . . . . . .. . .. . . .. . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . 
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Thank you for your co-operation. 


