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purchase decisions are strongly influenced by the
(lack of) visibility and presentation of products

7%

Nutritional value

lack of / incom-
plete information

Packaging Size & Design

refers in some cases to re-usable packaging

Taste 23% 22 % containers
1 UD% refers to large and expensive packaging units
. 41 % 369"’ difficulties bes orominent but not always clear, what shopkeepers had in mind
Price L of low literacy health claims
62% .
Taste Origin
o/ , mistrust in local products
Brand 31% 16% V7 e S PRI due to insufficient marketing

criterion TR TP,
INnitiatives

3%

but best-sellers are bought not
only but also because of their taste

7%| Packaging size

o Price
3% VISIbIIIty very important purchase
and rejection criterion
3% Presentation even in subsistence marketplaces,

nutritional value is rated more important than price

Affordability: imported baby food

1/2 of inhabitants of Marsabit County, Kenya, can not afford
a single daily serving of either baby formula or baby cereals
for their infants

Or|g|n @ 1/3 of Beninese parents cannot afford two full

Packaging design

meals of baby formula or baby cereals per day

Baby formula and cereals manufactured by multinationals
are for many parents unaffordable; locally manufactured

. alternatives are not available.
.. Benin . Kenya

Conclusion
Presentation, packaging design and informational cues

Main reasons influencing
purchase decisions in —
Northern Benin and Northern Nutritional B precentation
Kenya.

The results suggest, that the purchase decisions are influenced by
values underlying, subconscious reasons such as the packaging design of child
feeding products, even when ‘packaging’ was rarely mentioned as a motive.

Further research directly involving customers of child food is therefore
necessary to gain a deeper understanding of the influence of packaging
elements on purchase decisions in Sub-Saharan Africa.
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