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Influence of behavioral nudges on food waste prevention par-
ticipation- This study explored how behavioral nudges affected
vendor and consumer participation in food waste prevention,

at the point of sale, in traditional Kenyan and Nigerian markets.
Clear, timely messages that tap into identity, social norms, and
loss aversion significantly boost participation in food waste pre-
vention campaigns, exhibiting that small behavioral nudges can
lead to changes in real-world engagement.

Background: Food waste at the point
of sale in traditional markets

Funny-looking produce represents a significant share of wast-
age at the point of selection since both vendors and consumers
reject it based on cosmetic imperfections, despite it being nu-
tritious. This project aimed to reduce food waste in traditional
markets in Kenya and Nigeria, by targeting the rejection of less
visually appealing produce (LVAP) or funny-looking produce. We
launched dual interventions targeting both parties in the form of
vendor training, market activation, and campaigns emphasizing
the safety, nutrition, and taste of funny-looking produce. In each
country we held a one day training for 50 vendors, and spread
our campaigns over six weeks. These interventions fostered trust,
reduced waste, and promoted positive purchasing behaviors for
funny-looking produce.

Conducting the research

As part of this study, we executed a field experiment (random-
ized controlled trial) with 910 consumers in traditional markets
in Kenya (Kikuyu and Ngong) and Nigeria (Utako and Karu). This
was to assess the effect of tailored awareness campaigns on
consumers’ knowledge, attitudes, and willingness to pay for fun-
ny-looking produce.

On the other hand, we also employed an observational study
and conducted in-depth interviews with 94 vendors (across both
countries) to evaluate actual adherence to best practice guide-
lines. We measured this across five key areas and based on a
10-question scale, which reflected the overall guideline adoption.
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» In traditional markets in Kenya and
Nigeria, food waste at the point of sale
stems more from market behaviors than
from supply issues. Visual and safety
concerns lead consumers to avoid mis-
shapen produce, even when perfectly
edible. While consumers are uncom-
fortable with food waste, they rarely
see their own rejection of funny-looking
produce as part of the problem

Women lead in reuse. Female vendors
are more proactive in repurposing
funny-looking produce, selling them

at a discount or using them for soup.
Moreover, women who are household
shoppers are more likely to buy fun-
ny-looking produce when made aware
of their nutritional benefits.

Consumer misconception fuels vendor
assumptions about what customers
want. Since consumers equate fun-
ny-looking produce with spoilage or
poor nutrition, vendors tend to throw
them away to protect their stalls’” im-
age. There is a significant lack of visual
signals normalizing these funny-looking
produce and presenting them in inno-
vative ways.

Implications

For market authorities and food waste
practitioners:

The findings of this study highlight the need

for training sessions, for existing and untrained
vendors with the aim of educating them on
food waste prevention, the presenting of funny-
looking produce (emphasizing on nutrition,
offering pre-chopped LVAP), and encouraging
them to emphasize on nutritional value.

There is also a need to establish a union or

a committee consisting of traditional market
vendors to increase market-wide awareness and
social influence to accept funny-looking produce
and establish innovative ways of selling them.

Recommendations for future research
The findings reflect short-term changes in behavior and the
durability of these effects is unclear. To examine the long-term
effects of these nudges, future research should design longi-
tudinal studies to track whether behavior persists after initial
nudges, and lead to habit formation and routine disruption.

Both social recognition and loss aversion were effective in driv-
ing behavior. Understanding which is more influential (or how
they interact) can optimize message framing. Future research
should conduct A/B testing of interventions using the template
of gain framed social norm v/s loss-framed individual messages
to determine comparative efficacy.
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