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ABSTRACT

Though research shows that provision of nutriion information on menus increases the
number of people who use it to select healthier meal choices, the effect of health foed
products on growth of the health food market is not known. Research also shows that health
eating 1s about fat and energy content of food. There is, however, evidence thal health food
market trends have long shifted {rom {at and energy levels in food to other components that
are based on customers’ ideas of what constitutes health eating. This study sought to
investigate health food products as a tool for growing the market among restaurants. The
stuwdy adopted a cross-sectional analytical design whose sample was drawn using random and
purposive sampling procedures for restaurants, heads of departinent and targeted customers.
Out of the 147 health food restaurants in Nairobt City County, 74 were randomly sampled
and included in the study. Respondents for the study entailed 296 heads of departiments and
382 customers yielding a total of 678 respondents. Data was collected using structured
questionnaires and observation checklists. The collected data was screened and analysed by
[requencies. percentages. correlation, cross tabulation, chi-square and multiple logistical
regression. Data was presented by use of tables, graphs and prose explanations. Whereas 678
questionnaires were administered to respondents, @ response rate of 97% was achieved,
accounting for 657 respondents. On the other hand. observation checklists that 74 health food
product restaurants had 84% response rate (62 health food product restaurants). Results of the
study show that the products on offer perceived by restaurant customers as health were:
wraditional foods, medicinal. products cooked wusing health cooking methods (59%);
vegetarian food products (19.2%): gluten {ree products (12.2%) and sea food (9.6%). The
stady established that a significant relationship existed between health food products on offer
in restaurants in Nairobi City and customer needs (a Pearson correlation r value of -0.093, a
regression p value = 0.001, lincar logisuc r value of 0.000 and 2. 0.443; a= 0.05). Factors
that significantly influenced customer needs for health food products were: desire to lead a
fiealth lifestyle, family culture: medical prescription; media, school and hooks (correlation p
value of 0.001; o = 0.05). Variables of the study that were found to be significant in growth
ot the health food product market were: capacity—menus (p =0.000), equipment (p = 0.000),
product quality (p = 0.000), raw materials (p = 0.013) and wained staff (p = 0.05); customer
satisfuction—satisfied (p =0.000). dissatistied (p = 0.001). and very dissatisfied (p = 0.000).
Other variables that were signiftcant in market growth were: loyalty—non lovalty (p = 0.000)
and minimal loyalty (p = 0.013); intervening factors—ineeting friends (p = 0.002) and
convenience of restaurant location (p = 0.000); market response; and socio-economic factors
w HODs and customers. The study further found that market growth depended on the
1eulthy food products on offer. It was, however, established that only 3.5% (R~ = 0.035) of
qurket growth of the sampled restaurants could be accounted {or by the health food products
offer. To order to significantly grow the health food market in restaurants, there is need t

crease the number of restaurants that offer healthy food products as well as restaurant
copacity (intensify waining of staff in health food and assist restaurants to source for
sopropriate equipment) to offer this cadre of products. The study further concluded that
calth food products on offer in restaurants in this product category should entail traditional,
=dicinal, products cooked using health cooking methods, vegetarian, gluten free and sea

[ prodiicts, More varieties should, however, be provided based on tie perceived customer

i5.
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OPERATIONAL DEFINITION OF TERMS
Capacity: Is the ability of a restaurant to offer health food concept products.
Far East Food Products: Foods products prepared based on the Chinese and Japanese Food
Culture.
Gluten free products: Food products prepared from non-wheat/rye/barley/spelt fond
riaterials.
Health Food Market: Customers who sample health food products.
Health Food Perspective: Consumer perspective of the type of food which when consumed
enables him/her stay in good health or is perceived to prevent occurrence of an illness
Health Food Product: A food product produced by restaurants based on customers idea(s)
or perspectives of eating food that enables them stay in good health or food that is perceived
to prevent illnessies)
Health Food Restaurant: Is an cating outlet that offers food and drink that customers
perceive to sustain good health and prevent occurrence of illnesses.
Indian Food Product: Food products prepared based on the Tndian commuuity food culture
Market awareness; [s whether customers were aware of health food products as well as their
sources of information about these products
Medicinal food product: Is a food product perceived to prevent or cure an illness (es) among
ils consumers.
Niche Products: A list of foad items considered as health promoting that are used by a small
number of people.
Product: A product in this study referred (o a food item prepared and offered to health eating
customers to satisfy their needs
Products cooked using health methods: Are food products cooked using minimal fat or no

rat
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