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Purpose
Switch interviews were conducted with a total of 15 participants, consisting of 6 female 
market vendors, 4 female restaurant workers and 5 male taxi drivers. All of them live in 
Kawangware or Kibra. The purpose of the interviews is to gain a better understanding 
of (1) how Kenyan food is perceived in general, (2) what cooking habits are important 
for the target audience and (3) to what extent people tend to change their behaviour 
towards cooking.

Method
Every interview started with a few general questions to gauge the perception of Kenyan 
food and to better understand how the target audience cooks. After these questions, 
more specific questions were asked that aimed at finding out how people change their 
behaviour towards cooking. For instance, when has the interviewee last changed their 
cooking routine, tried a different ingredient or chose to shop in a new store. The 
interviews were semi-structured and the interview guides were continuously changed 
as the research went along and results were gathered. All interviews were documented 
using audio recordings and notes.

Results
The interviews provided a broad understanding of cooking behaviour, as well as 
contextual information about life in Kawangware and Kibera. From the audio 
recordings, the insights were captured using quotes from the recordings. The quotes 
were subsequently clustered into categories that visually represent the different 
discussed topics and show which ones were addressed the most frequently and likely to 
be considered important by the target audience. The overview is given on the right. The 
clusters with stars were chosen as the main focus points for the campaign.
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Anchoring
Anchoring occurs when people consider a particular value for an unknown quantity 
before estimating that quantity (Kahneman & Tversky, 2011). The estimates stay close 
to the number that was first considered, even if there is no logical explanation for its 
value. 

Loss aversion bias
People take greater risks to prevent a loss of a certain value than to acquire the same 
value. In other words, the disutility of giving up an object is greater that the utility 
associated with acquiring it (Kahneman, Knetsch & Thaler, 1991). 

Availability heuristic
The availability heuristic is a cognitive bias towards thoughts and ideas that can readily 
be brought to mind. The instances that can be retrieved from memory easily are 
perceived as more important than alternatives that require longer thought.  

Status quo bias
The status quo bias shows  that individuals disproportionately stick with the status 
quo, even if altenatives are available that are more effective solutions (Samuelson & 
Zeckhauser, 1988).

Self-accountability and behaviour change
In a study conducted by Passyn and Sujan (2006), the effect of high self-accountability 
emotions on behaviour was examined. The study shows how emotions that increase the 
perception of self-accountability not only changes an individual’s intentions towards 
behavioural change, but also increases the likelihood that the individual proceeds to 
action and starts to make changes in behavioural patterns.

The study shows that a key message can have different effects on behaviour change 
depending on the emotion it addresses. Combining fear appeals with feelings of regret 

Psychology of decision making
Every individual experiences trouble with decision making from time to time. Among 
the errors humans make, there exist systemic patterns that explain how humans make 
the same irrational errors over and over again.

In his book ‘Thinking, Fast and Slow’, Kahneman describes a model of two systems 
of thinking that help to understand how people make decisions in their daily lives 
(Kahneman & Tversky, 2011): 

•	 System 1 operates automatically and quickly, with little to no effort and no 
sense of voluntary control. 

•	 System 2 allocates attention to the effortful mental activities that demand it, 
including complex computations. The operations of System 2 are often associated with 
the subjective experience of agency, choice, and concentration.

Generally speaking, most individuals identify more with System 2, the rational system 
that is fully aware of its choices, than System 1, which makes choices much faster and 
is much more intuitive. However, both systems have their influence on the decision-
making process, meaning that there are some influences on our decision making that 
are subconscious. Many traditional marketing efforts on nutrition have failed due to a 
predominant focus on system 2 thinking. A successful marketing campaign that aims to 
change people’s behaviour should therefore incorporate both systems of thinking.

Kahneman’s model explains why not all decisions are made rationally. It also explains 
why many marketing attempts to market nutrition fail when they only focus on System 
2 thinking.  In order to market nutrition, it therefore takes more than just educating 
people on the health benefits of the product. It should also consider more intuitive 
factors, for example by tapping into desires, aspirations or making it rewarding to buy 
the product. 

Cognitive bias
The effect of System 1 and System 2 thinking in decision making is further explained 
by the occurrence of cognitive biases. A cognitive bias is “a systematic pattern of 
deviation from norm or rationality in judgment” (Haselton, Nettle & Andrews, 2005). 
In behavioural science, cognitive biases explain how people motivate irrational choices. 
In total, there are around 200 cognitive biases. Seven relevant cognitive biases that are 
within the scope of this study will briefly be explained.



or guilt resulted in a significant increase in perceived self-accountability. The same is 
true for combining fear with the appeal of challenging someone. Combining fear with 
messages of hope or more fear was substantially less effective. It was also found that 
self-accountability on its own is not enough: The emotional appeal has to be present in 
order to enhance decision making and changes in behaviour. 
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SALES OUTLETS KIBRASALES OUTLETS KIBRA
Sales outlets that engaged in the coupon programme are 
indicated with a star.



SALES OUTLETS KAWANGWARE
Sales outlets that engaged in the coupon programme are indicated with a star.
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