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ABSTRACT 

The purpose of this study was to determine the effects of strategic responses on the 

ban of plastic bags on business performance in supermarkets in Nairobi Central 

Business District, Kenya. The objectives of this study were: to establish the strategic 

responses that supermarkets had put in place after the plastic bag ban, to find out the 

changes in business performance and to determine the effect of the strategic response 

on business performance in supermarkets in Nairobi CBD, as a result of the ban on 

plastic bags. Data was collected using questionnaires, analyzed using SPSS and 

presented using tables. The study showed that there had been strategic responses to 

the ban on plastic bags by supermarkets in Nairobi CBD, namely green marketing, 

green advertising and green packaging which were backed by 70.4% of the 

respondents. Seventy eight percent of the respondents confirmed that there had been 

significant changes in business performance while (79.1%) showed that the strategic 

responses in place had an effect on their business performance. The study also 

indicated that both environmental awareness and consumer behavior were key 

moderating variables that contributed to the changes in business performance. The 

study concluded that the strategic responses used by the supermarkets had an effect on 

their business performance particularly after the ban of plastic bags. The study 

recommended that supermarkets invest heavily in research in studying various trends 

of consumer behaviour and also invest heavily in promotional campaigns and 

awareness on environmental protection which would eventually give them favourable 

business performance.   
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CHAPTER ONE 

INTRODUCTION AND BACKGROUND TO THE STUDY 

Introduction 

Business strategy is the means by which an organization itself with the aim of 

achieving its desired objectives factoring the challenging environment within which it 

is operates. Business strategy defines the long-term direction of the enterprise, the 

scope of operation, and how the business will acquire competitive advantage. Strategy 

seeks to formulate a pathway through which an organization seeks to achieve its laid 

down objectives. Business strategy addresses the implications brought about by a 

dynamic business environment with the aim of creating competitive advantage 

(Nickols, 2016).  

According to Amadeo (2018), to claim to have a competitive advantage, a business 

entity should demonstrate the benefit they provide to their customers that supersedes 

what the competition offers. Therefore, organizations employ business strategy for 

their survival and sustainability. Businesses employ strategic responses whenever 

faced with changes in their business environment. For Kimalel (2017), business 

environment is characterized by constant changes from the external market forces and 

thus for organizations to become effective and hence successful, they should respond 

appropriately to changes that occur in their environments. It is inevitable for firms to 

respond strategically while operating in a dynamic and competitive business 

environment (Porter, 1980). 

Business performance is a relative measure which compares the actual performance of 

an organization against its set goals and objectives. It is a holistic view of how the 

business meets the stakeholders’ expectations as well as assure its sustainability. A 
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measure of performance which only focuses on financial aspects does not paint the 

full picture of a firm’s ability to respond to its stakeholders’ needs and expectations 

(Raymond, Marchand, St-Pierre, Cadieux, 2011). Therefore, in measuring 

performance, an organization must look at other key performance indicators over and 

above their financial position. For instance, businesses do not exist in a vacuum 

therefore an important indicator of business performance of an organization is how its 

results compare to those of other competitors. Performance measures are also used in 

benchmarking amongst different organizations in the industry (Bhatti, Razaq, & 

Awan, 2014). 

A business strategy sets up an appropriate approach towards establishing an 

advantageous position for the firm to compete (Lin, Hsing, & Wang 2008).  Therefore, 

the measure of how effective a business strategy is can only be explained by the 

actual performance realized thereof. Business strategy also enables an organization to 

project future challenges and come up with possible solutions/ responses to enable it 

to adapt to different business environments. It is therefore in order to conclude that 

business strategy assures both short term and long-term positive business 

performance.  

Strategic planning enables organizations to drive innovation and enjoy better 

economic performance (Karel, Adam, & Radomírstrategic, 2012). It is in doing 

strategic planning that an organization identifies its strengths, weaknesses, threats and 

opportunities which are directly linked to its overall performance. A firm takes on 

strategies that not only match its environment but also those that reflect the firm’s 

internal capability (Kamomoe, 2014). Business performance, on the other hand, is a 

reflection of how a firm utilizes its internal capability to remain sustainable in an 

ever-changing business environment. Business environment alludes to external forces 
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and factors, beyond the control of the business, which in one way or another influence 

the operations of a business enterprise. “These include customers, competitors, 

suppliers, government, and the social, political, legal and technological factors” 

(Ansari, n.d, p1).  

Strategic responses and business performance are closely related as proven by many 

scholars and previous studies that have been done on the subject. According to 

Yanney, Denis and Awah (2014), the performance of an enterprise depends on its 

business strategy and how well it is implemented. Yanney et al. further highlighted 

that the crème de la crème organizations are those whose strategies promote 

innovation in areas such as product development and customer service, rather than 

maintaining the status quo of what other organizations are already doing in the 

market. Agwu (2018) explained that for any business to be successful, it has to apply 

strategic management principles in order to obtain favorable business performance.  

Business performance and strategic responses are correlated in the sense that 

whenever business performance of an organization changes either in the positive or 

negative, certain strategic responses come into play to either sustain or regain their 

competitive position in the market (Seedee, 2012). This also applies in cases where an 

organization applies certain strategic responses to a certain change in the business 

environment, its business performance will reflect the change based on the 

effectiveness of the strategies put in place.  

Background to the Study 

All around the world a lot of focus has been placed on establishing sustainable 

businesses. The aspect of sustainability brings out the interaction that businesses 

have with the environment. As Brown (1996) noted, the future will either be green 
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or not at all. Plastic bags have been picked out as one of the nuisances that 

businesses have brought about. Several countries after the realization of this fact 

have gone ahead to put stringent measures including legalized ban on the use of 

plastic bags. “Every year, one trillion plastic bags – single use – are used, equating 

to two million per minute” (Lober, 2018, para.1). This shocking information has led 

to a global drive towards substantial reduction of the use of single use plastic bags. 

Different countries have employed various approaches towards this issue which 

includes plastic bans and/or imposed levies towards use of certain types of plastic 

bags.  

According to UN Environment Programme (2018), plastic bags were first created at 

a chemical plant in Northwich, England. From that time in the 1970s and 1980s, 

plastic bags had fully gotten hold of both the European and American market 

rivalling against paper and other reusable bags. It was not until the year 1997 when 

sailor and researcher Charles Moore discovered a large deposit of plastic bags in the 

sea threatening marine life.  

Plastic Ban Worldwide 

The United Nations Climate change director is on record having rallied for a global 

ban on plastic bags by saying “Single use plastic bags, which choke marine life, 

should be banned or phased out rapidly everywhere. There is simply zero justification 

for manufacturing them anymore, anywhere” (Merry, 2016, para. 1). Globally, 

different countries have either imposed a total ban, tax or disincentive on the use of 

plastic bags (Armstrong & Chapman, 2018). However, as McCarthy (2018) 

highlighted other countries such as Ireland and Portugal have used a combination of 

both plastic bag bans and economic measures to drive reduction on the use of single 

use plastic bags. In America, only two states have implemented a complete ban on 
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single use plastic bags: Hawaii and California (Giacovelli, 2018). This study further 

explained that four other states in the United States have implemented mandatory 

recycling or reuse programs while the rest of the states have either implemented tax 

measures or certain laws driven by various municipalities which regulate the use of 

plastic bags.  

Asian countries have also been adversely affected by plastic bags pollution leading to 

certain countries effecting plastic ban and taxes so as to save the situation. According 

to Mckinsey Centre (2015), Indonesia, China, Philipines, Thailand and Vietnam are 

five countries that dump more plastics in the ocean than the rest of the world. 

Countries & cities which have banned plastic bags in Asia include; Bangladesh, 

Cambodia, Hong Kong, India, Indonesia, Malaysia and Taiwan (Loh, 2018). 

Bangladesh was actually the first country in the world to implement the plastic ban 

back in the year 2002. In Cambodia, effective April 2018, customers at shopping 

centres and supermarkets are now being charged 400 riel per plastic bag (Chakrya & 

Chen, 2018). This move has been implemented by Cambodia’s government as a way 

to reduce the use of plastic bags in the country.  

The scholars further reported that the director of environmental protection at the 

Ministry of Environment said that this initiative was not to acquire revenue for the 

state, but rather to change the mindset of the people and turn their awareness to 

consider the detrimental effects of the single use plastic bags on the environment and 

society in Cambodia. 

Taiwan has also followed suit whereby the government has enforced regulation that 

require retail stores not to give plastic bags for free. According to Lai (2018), vendor 

statistics estimate that at least 70% of customers prefer not to incur the cost of buying 

a plastic bag as a result of that regulation. India has not yet fully implemented the 
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plastic ban. However, some states like Mumbai have already adopted the ban on 

plastic bags. The prime minister is pushing a plan to end the use of single plastic ban 

in India by 2022 (Phartiyal & Jhadav, 2018). In 2008, the government outlawed the 

provision of free plastic bags that are less than 0.025millimeter from all sales outlets 

in China (You, 2017). This led to a 66% drop of the amount of plastic bag in use. In 

view of this, awareness on environment in China has increased and the sales revenue 

of supermarkets has not been negatively impacted even with the declined usage of 

plastic bags. 

Australia has also not been left behind in the campaign against plastic bags. Majority 

of the states in Australia have also implemented the plastic ban though with a lot of 

resistance (Mortimer, 2018). He further explains that large retailers like Coles and 

Woolworths have been very instrumental in implementing the plastic ban. For 

instance, Coles in a step to help their customers to adjust to the change, opted to 

provide reusable bags for free. This decision was however rescinded which caused a 

lot of havoc and complains from their customers.  

Neslen (2014) maintained that the average European Union citizen consumes 191 

disposable bags every year. Measures such as tax and bans are set to bring down this 

number to 90 by 2019 and 40 by 2025. The European Union has put forward a 

proposal to ban almost all single use plastic bags (UN Environment Programme, 

2018). This proposal is still under debate; however, some countries have gone ahead 

to implement their own legislation to curb the menace that plastic bags disposal bring 

about.  

According to UN Environment, countries which have implemented measures in 

control of plastic bags use include Netherlands, Norway, Italy, Ireland and France. 

For France, the ban came into force on 1st July 2016 and targeted plastic bags which 
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are thinner than 50 micrometers (Dufour, 2016). For waste pickups in Netherlands, 

residents only pay for the disposal of trash and not recyclables (UN Environment, 

2018). Thus, the more one throws away, the more he/she pays which serves as an 

incentive to recycle and reduce on single use plastic products. Italy also successfully 

implemented plastic ban in January, 1, 2011 being the first country to implement the 

ban in the European Union (Bardelinne, 2018).  

Plastic ban in Africa 

 

Riskey (2017) reported that the African countries that have implemented plastic bag 

bans or taxes in place are Kenya, South Africa, Tanzania, Mali, Uganda, Botswana, 

Cameroon, Rwanda, Malawi, Morocco and Ethiopia. Rwanda enforced the plastic bag 

ban in 2008 (Hardin, 2018). Hardin further states that businesses have transited to 

using paper as an alternative. This has largely contributed to Kigali, Rwanda being 

recognized as one of the cleanest cities in Africa. Cameroon also outlawed plastic 

bags in 2014, however the government’s efforts have been foiled by smugglers who 

sneak the bags into the country from other neighboring countries (Nofuru, 2015).  

In South Africa, plastic bag levy was introduced in the year 2003 whereby a 24-liter 

bag (the most used volume bag) was levied at 46 cents resulting to a plastic bag 

reduction of between 60 – 80% (Alexis, 2017). However, as Alexis further 

highlighted, the government later reduced the levy to the consumers to 17 cents which 

meant that the remaining 29 cents was to be paid by the retailers. The retailers 

however ended up transferring the same costs to the consumers by raising the costs of 

the groceries. Naidoo (2017) confirmed that though the levies raised a million dollars, 

looking at the overall effect, there was no reduction on the use of plastic bags.  
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Plastic Ban in Kenya 

 

A research done by National Environment Management Authority (NEMA) in 

conjunction with United Nations Environment Programme (UNEP) and Kenya 

Institute of Public Policy Research and Analysis (KIPPRA), revealed that 100 million 

plastic bags are handed out in Kenya by supermarkets alone (Wahungu, 2017). The 

monthly usage of plastic bags in Kenya was estimated to be over 24 million plastic 

bags, half of which ended up in the solid waste mainstream (Oniango, 2018). It was 

due to the adverse effect of these plastic bags to the environment that the “government 

of Kenya under the Ministry of Environment and Natural Resources banned the use, 

manufacture and importation of all plastic bags for commercial and household 

packaging” (Wahungu, 2017, para.1).  

According to a letter drafted by the Director General, NEMA, “the details of the ban 

addressed two categories, that is, plastic carrier bags and flat bags” (Wahungu, 2017, 

p. 1). All plastic bags, commonly known as juala that were used as secondary 

packages for items in shops and markets were banned. In the second category, flat 

bags used for carrying groceries were banned. However, exemption was granted for 

bags which are packed primarily from the source and are in direct contact with the 

product.  

The Kenya Association of Manufacturers had estimated that Kshs. 5.26 billion would 

be wiped out of the economy once the ban came into effect (Watts, 2018). It had 

further indicated that the ban would bring about 60,000 job losses due to the closure 

of about 176 companies that were manufacturing the plastic bags. Currently, while 

many lost jobs due to the closure of companies that were manufacturing plastic bags, 
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there has been an emergence of other companies which produce the environmentally 

friendly packaging bags (Kiprop, 2018). 

Supermarkets had a grace period of six months to clear their stocks from the time the 

ban appeared in gazette (Kairu, 2017). They were however given approved 

alternatives which they had to shift to immediately the ban took effect. The reusable 

bags have since taken effect on all supermarkets, even though, the customer has to 

pay for the packaging bag unlike previously where the packaging bags were offered 

for free (Watts, 2018). 

 

The prevailing assumption is that supermarkets affected either directly or indirectly 

by this ban have had to take certain steps in response so as to defend their profitability 

and have possibly capitalized on this change to increase their gross revenue. Hence, 

this study sought to establish the effect of the strategic response to the ban of plastic 

bags on business performance in supermarkets in Nairobi Central Business District 

(CBD), Kenya.  

Strategic Responses 

 

Business strategy has to do with how organizations respond to changes in both the 

external and internal business environment. As Ritson (2011) noted, the different 

types of strategy are planned / deliberate strategy, emergent strategy, opportunistic 

strategy, imposed strategy and either realized/unrealized strategy. The author added 

that imposed strategies as those that an organization has to adopt as a result of certain 

government policies. This study brings out the aspect of imposed strategy, in that, the 

plastic bag ban was a government policy which all retailers including supermarkets 

had to comply with and thus necessitated a strategic response.  
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Porter (1980) brought out the aspect of the generic business strategies which apply to 

businesses across the divide. The generic strategies are cost leadership, differentiation 

and focus. He explained that the application of either or a mix of these strategies gives 

a firm competitive advantage which enhances profitability and sustainability of the 

business. Differentiation implies having a product with unique features as compared 

to other competing products and thus obtaining more value which enhances 

profitability.  

 

Porter further explained that the essential basis for excellent performance in the long 

run is sustainable competitive advantage. He also explains that the focus strategy has 

two variants which are cost focus and differentiation focus. While these strategies 

may not directly apply for this study, certain aspects of cost and differentiation would 

apply in relation to how supermarkets have responded to the recent ban on plastic 

bags. Organizations apply strategic responses whenever faced with certain changes in 

the business environment. A response strategy is environment driven and is crucial 

while considering a firm’s strengths, weaknesses, opportunities and threats (Akech, 

2014). 

There has been a growing concern worldwide on the future of our planet particularly 

in line with environmental preservation (Solvalier, 2010). This has brought about a 

wide campaign towards having environmentally friendly businesses also referred to as 

‘Green’ economy. ‘Green’ is in the sense of conducting business by creating and 

delivering value products with minimal impact on the environment. Organizations 

which are implementing the environmentally friendly strategies are not just doing it to 

obtain a competitive edge but also for the sake of ensuring sustainability. Singh 

(2012) explained how organizations have adopted ‘green’ strategies in response to 
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emerging opportunities, government pressure as well as gaining competitive 

advantage.  

Business Performance 

 

Business performance is a comparative measure between the actual performances of a 

business against its laid targets. Performance management helps organizations align 

their internal resource capability so as to meet their strategic objectives (Carpi, 

Douglas & Gascon, 2017). Various industries have different performance indicators 

which are used to gauge if the enterprises are meeting their set targets and objectives. 

Whereas there could be many performance indicators, both financial and non-

financial, the management of different enterprises normally identifies what is 

commonly known as key performance indicators which become the main drivers in 

decision making. Key Performance Indicators (KPIs) provide crucial information 

which is necessary for running the business to meet its objectives (Parmenter, 2007). 

It is cardinal to point out that performance indicators greatly reflect on the strategy 

that has been put in place whether it is successful or unsuccessful. ‘Developing 

meaningful KPI’s,’ 2014 highlights that without clearly set KPI’s, it would be very 

difficult for the organization to measure the effectiveness of the strategies put in 

place.   

Karlson (2016) outlined business performance indicators as sales revenue, net profit 

margin, gross margin, monthly recurring revenue and net promoter score. The 

researcher claimed that sales revenue is a summation of all the acquired income less 

the incurred expenses. It is the amount that a business earns from selling goods or 

services to its customers (Averkamp, 2018). It is usually the first step that shows if an 

organization’s sales are increasing, decreasing or constant. Even though sales revenue 
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could be impacted by certain efforts that the company has put in place, it could also 

be attributed to other external factors.  

Net profit margin is the amount of revenue left after all the expenses have been paid 

over a given period of time. A high net profit margin indicates that a business is 

pricing its products correctly and is exercising good cost control (Wood, 2018). Gross 

margin, on the other hand, looks at what is left from the realized revenue after 

deducting the direct costs of a company. According to Bloomenthal and James (2018), 

companies use gross margin as a measure of how their production costs relate to their 

revenue.  Organizations can improve their gross margin by working on the efficiency 

of their processes. Monthly recurring revenue has to do with predictable revenue 

month by month which enables an organization able to make certain decisions based 

on these almost assured sales. Net promoter score is usually calculated by conducting 

customer surveys and has to do with if customers can recommend other clients to buy 

the product.  

 

Strategic Response and Business Performance 

 

Organizations are all about their performance, and strategy is the way they get where 

they want to be (Cooper, n.d.). This implies that the drive towards organizations 

employing different strategies in their businesses is so as to obtain favourable 

performance as per their set goals. Strategy comes in to give an organization a 

competitive edge so as to deliver the desired business performance. Strategy defines 

the company’s unique approach to competing and the competitive advantages on 

which it would be based (Porter, 1980). In other words, business performance would 
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be a pipe dream if an organization chose not to apply any strategy which distinguishes 

it from the rest of the competitors.  

The whole aspect of business performance and strategy management is dynamic in 

nature. This is so since it is pegged on a business environment which is not static but 

rather evolves into different forms in the cause of time. Kay (2014) highlighted that a 

firm should endeavor to attain an unmatched position in order to maintain a 

competitive edge. While this is the desired position for each organization to get to, it’s 

never as easy as it sounds. Kay further explains about the five forces framework 

which includes threat of new entrants, intensity of rivalry among competitors, 

bargaining power of buyers, bargaining power of suppliers and pressure from 

substitute products. These forces keep organizations on their toes in terms of 

formulating and implementing strategies which give them a competitive edge and thus 

obtain favorable business results. In conclusion, there is not one best way of 

developing plans and strategies at strategic or operational levels. What is best is what 

works for the organization (Cooper, n.d.).  

Supermarkets in Nairobi CBD 

 

A supermarket is a large store which offers a wide variety of products mainly, food 

and household items (“Supermarkets,” 2018). A supermarket occupies a larger space 

than a traditional grocery store and offers relatively low cost, high volume, products 

and services (Mithamo, Marwa, & Letting, 2015). Before the implementation of the 

plastic ban, more than 24 million plastic bags were used daily in Kenya (Nyamai, 

2017). She further explains that for Nairobi County, 3-9 million bags were released to 

the environment on a daily basis. This forms an average of about 30% of the plastic 

bags used daily in the country. The majority of these plastic bags originate from 
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supermarkets which are large retail shops with a variety of products. A survey by 

mobile phone-based pollster GeoPoll on consumer spending habits established that 

56% of Kenyans shop from supermarkets while 35% shop from kiosks (Mwaniki, 

2016). This is also partly influenced by consumer habits whereby most consumers 

prefer to do a major shopping once in a week where they get all the items they require 

for the week.  

A shopping survey conducted by Consumer Insight established that two in every three 

of the sampled group admitted to shopping at least once a week from a supermarket 

(Mungai, 2013). This trend is day by day becoming popular given that supermarkets 

have employed expansion strategies which makes it more convenient for the 

consumer given that he/ she can get everything required under one roof. This 

advantage that supermarkets have over traditional grocery stores has had significant 

effects on businesses occasioned by this change from the status quo (Watts, 2018). 

Therefore, this study focused on supermarkets given that they attract more consumers 

as compared to the retail shops, they also used to package most of their items using 

the plastic bags. The National Environmental Complaints Committee cited 

supermarkets as being the biggest distributors of plastics, averaging 100 million bags 

every year (Kairu, 2017).  

This study focused on supermarkets in Nairobi CBD. Kenya’s largest and most 

prominent shopping centers are presently concentrated in Nairobi (Gachiri, 2016). 

Nairobi, being the capital city was the county which was largely affected by the 

plastic bags (Nyamai, 2017). The aspect of concentrating on the central business 

district is informed by the fact that majority of the residential areas of consumers are a 

distance away from the central business district (CBD) which brings in different 

dynamics with regard to customer’s convenience on where to shop from. The CBD 
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has lost its appeal since the targeted customers – who would usually use public 

transport - would rather shop in a supermarket which is close to where they live rather 

than cart weighty bags of shopping in the matatus (Guguyu, 2018). The scholar stated 

further that small retailers have replaced supermarkets in the residential areas. This 

has been occasioned by the existing competition for space in the city by the large 

retailers resulting in their absence in the residential areas giving advantage to the 

traditional dukas (kiosks) and small retail shops. These changes occurred almost at the 

same period of time and would present a good platform on how supermarkets in 

Nairobi CBD have been affected by the ban on plastic bags.  

Statement of the Problem 

Organizations must always monitor the changes in their competitive environment and 

react to these changes promptly (Jovanovic, 2015). The plastic bag ban which was 

recently implemented in Kenya is an example of changes in the legal business 

environment which supermarkets had to react to so as to maintain their competitive 

edge and profitability. “Kenya effected its plastic ban on July 28, 2017, prohibiting 

the use, manufacture or importation of plastic bags, with offenders, risking 

imprisonment of up to four years, or a fine of between $19,417 and $38,834” (Kiprop, 

2018, para. 5). This meant that supermarkets had to source for alternative sources of 

packaging. This change presented a significant shift in the business model of 

supermarkets as far as packaging was concerned. Business changes present 

opportunities that firms can explore to acquire competitive edge. It is for this reason 

that this study was done to determine how the supermarkets responded to the plastic 

bag ban and what was the effect of their response to their business performance.   

The study on the effect of the ban on plastic bags on businesses had been done in 

other countries which had gone ahead to implement the ban. Kenya joined 40 other 
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countries which had either implemented the ban or introduced certain taxes on use of 

single use plastic bags (Houreld & Ndiso, 2017). A study conducted by National 

Centre for Policy Analysis (NCPA) focused on the impact the plastic bag ban had in 

Los Angeles on the sales from retail stores as compared to a region where the ban was 

not implemented (Villareal and Feigenbaum, 2012). Another study conducted by 

Odinti (2016) focused on the aspect of using green marketing as a strategy and how it 

impacted on consumer satisfaction. Nginya and Muturi (2016) also conducted a 

similar study in Thika supermarkets which focused on effects of competitive 

strategies on customer attraction and retention. The study on how business 

performance had been affected by the response of supermarkets to the ban had not 

been done in Kenya. Therefore, the study sought to establish the relationship between 

strategic responses and business performance in the case of Kenyan supermarkets post 

the plastic bag ban.  

Purpose of the Study 

The purpose of this study was to determine the effect of strategic responses on the ban 

of plastic bags on business performance in supermarkets in Nairobi Central Business 

District, Kenya. 

Objectives of the Study 

The objectives of this study were as follows: 

1. To establish the strategic responses that supermarkets in Nairobi CBD had put in 

place post the plastic bag ban. 

2. To find out the changes in business performance in supermarkets in Nairobi City’s 

CBD post the plastic bag ban. 
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3. To determine the effect of the strategic response on business performance in 

supermarkets in Nairobi as a result of the ban on plastic bags.  

Research Questions 

1. Which strategic responses had been put in place by supermarkets in Nairobi CBD 

as a result of the ban on plastic bags? 

2. How is the current business performance of supermarkets in Nairobi CBD as 

compared to their business performance before the implementation of the ban on 

plastic bags? 

3. What is the effect of the strategic responses that have been put in place by 

supermarkets in Nairobi CBD, as a result of the ban on plastic bags - on their 

business performance? 

Justification for the Study 

Kenya had recently joined other countries which had already implemented a similar 

ban on plastic bags. Supermarkets had largely dependent on the plastic bags as their 

key resource in packaging goods for clients. This was a significant change that 

required a response so as to maintain their profitability. For Porter (1980), firms must 

respond strategically in order to remain relevant in the face of a dynamic business 

environment. Thus, there was a dire need to research on what were the strategic 

responses of the supermarkets due to the change brought about the plastic bag ban and 

how their response impacted on their business performance.  The findings of this 

study would then be generalized to represent the overall effect of the ban on business 

performance of supermarkets in Kenya. 
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Significance of the Study 

This study can be used by different sectors of the divide especially those who have 

been directly or indirectly affected by the ban on plastic bags. For instance, this study 

is beneficial for the supermarkets to establish a clear picture of how the ban on plastic 

bags has impacted on their businesses in comparison to other competitors. This study 

can also be used by prospective suppliers who intend or are already providing 

alternative methods of packaging to customers. This study is useful for the 

government to determine the impact that the ban on plastic bags has had on the 

economic sector. This study also contributes largely to the academic sector on the 

effect of changes in legislation to the business performance of small medium 

enterprises with regard to appropriate strategic responses that businesses must put in 

place in order to remain competitive.  

Assumptions of the Study 

The assumptions in this study were that responses that given by the respondents 

would be true and would represent a true picture of previous and current business 

performance of the supermarkets. The other assumption was that the findings of the 

business performance of supermarkets are purely attributed to the plastic bag ban. 

Thus, the study assumed that there has not been any other change in the business 

environment of supermarkets that would warrant a significant change in their business 

performance. The study also assumed that supermarkets have responded to the ban on 

plastic bags. 

Scope of the Study 

This study was carried out in supermarkets in Nairobi CBD, Kenya. As Mungai 

(2016) highlighted that there were more supermarkets found within Nairobi city’s 
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CBD as compared to any other town in the country. A Central Business District is the 

main business and commercial area in a city (Miaschi, 2019). According to Centric 

Africa ltd (2019), Nairobi CBD is the area within the boundaries of Uhuru Highway, 

Haile Selassie avenue, University Way and Ring Road. Thus, this informed the choice 

of the CBD which provided a representative sample fit for the topic in study. The 

study focused on supermarkets in Nairobi CBD based on their annual turnover and 

number of branches in Nairobi CBD. This study was carried out in the period: 2018 – 

2019.  

Limitations and Delimitations of the Study 

This study was based on the assumption that any changes in business performance in 

supermarkets in Nairobi CBD had been as a result of the plastic bag ban. However, 

there could have been other reasons why certain aspects of business performance had 

changed within the same time period. Thus, this had been identified as a limitation of 

this study. However, the researcher countered this limitation by specifically 

referencing the period post the plastic bag ban which acted as a guide to the 

respondents. The data collection tool was well drafted and pretested to ensure that the 

information given was credible and was within the boundaries of this study. The 

majority of the employees who work in a supermarket are in operations and may not 

be privy to the type of data required for this study. Thus, the researcher countered this 

limitation by purposely targeting the employees who are in management positions. 

The researcher also countered this limitation by explaining to the branch managers on 

the nature of study and data required for this study and requesting that the necessary 

information be availed to a few staff only for the purpose of this study.   
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Definition of Terms 

Strategy: The art and science of planning and gathering resources for their most 

efficient and effective use. (Favaro, Hirsh, & Rangan, 2018). For this study it will 

refer to a plan of action set to achieve certain long-term goal.  

Response: A reaction to something (Merriam-Webster. (n.d.). In this study the term 

will apply the same meaning as the definition. 

Strategic Responses: Actions that an organization takes to align itself with changes in 

the business environment (Mwaura, 2013). In this study the term will adopt the same 

meaning as per the definition.  

Performance: The achievement of a given task matched to certain preset targets of 

accuracy, completeness, cost, and speed. (Glavan, 2011). For this study, the term will 

refer to the measure of a business entity’s achievement.  

Business Performance: The capability to satisfy the desire of company’s major 

shareholders. (Zulkiffli & Perera, 2011). The study applied the same meaning as in 

the definition.  

Environment:  the surrounding or condition in which one lives in (“Environment,” 

n.d.).  

Business Environment: A blend of internal and external factors that influence a 

company's operating situation. (“Business Environment,” 2018). In this study, the 

term will refer to the conditions which influence the performance of a business. 

Supermarket: A large self-service retail store that sells a variety of food and 

household items to customers. (Merriam-Webster. (n.d.)). The study applied the same 

meaning as the definition.  
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Summary 

In this chapter the researcher introduced the key variables, that is, strategic responses 

and business performance which formed the basis of this study. The researcher also 

deeply discussed the background of the study as well as laid the objectives of the 

study. The scope of the study was well defined with clear justification and 

significance which informed the boundaries of this study. The next chapter looks into 

theoretical framework, general and empirical literature review.  
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CHAPTER TWO 

LITERATURE REVIEW 

Introduction 

This section covers the general literature review of strategic responses, business 

performance, moderating variables, the conceptual framework as well as a review of 

past studies on the link between strategic responses to business performance.  

Theoretical Framework 

A theoretical framework serves as the guide and pillar of a study which gives the 

framework to define how a researcher, philosophically, methodologically, and 

analytically approaches the dissertation as a whole (Grant & Osanloo, 2014). As 

Stephanie (2018) averred, theoretical foundation is the basis on which a research 

problem is evaluated.  It serves as the foundation of a research which allows for keen 

analysis of the research questions and guides on selection of an appropriate choice of 

research design (Grant & Osanloo, 2014). The theories discussed in this section are 

theory of externalities, profit maximizing and competition-based theory and theory of 

planned behaviour. 

Theory of Externalities 

Externalities are additional effects experienced after consumption or production of a 

good which was not part of the initial cost of the good (Agarwal, 2017). They are 

referred to as spillovers since they affect a third party who is not necessarily involved 

in the production or consumption of a good.  In order to understand this effect, there 

are four variables namely; private cost, social cost, private benefit and social benefit. 

Externalities can be either positive or negative. Negative externality is when the 

production or consumption of an individual or a firm reduces the wellbeing of others 
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who are not compensated by the individual or firm (Stantcheva, 2017). For negative 

externality, the social cost is greater than the private cost. Positive externality is when 

a firm’s production or individual’s consumption increases the wellbeing of others 

even though the firm or individual are not compensated by those enjoying the benefits 

(Saez, n.d).  

This theory is applicable in this study in various ways. First of all, this study is 

centered on the ban of plastic bags which were causing detrimental effects to the 

society in terms of environmental pollution. For instance, while the retailers and 

consumers were benefiting from the free packaging bags, this was causing negative 

externality to the society. The ban on usage of single use plastic bags effected by the 

government was intended to bring about positive externality in the sense that the 

society was meant to benefit from such a ban. However, this ban might have brought 

in certain intricacies in the business environment which may have affected the 

business performance of supermarkets. Therefore, this study sought to establish what 

third party effects have come up due to the ban on plastic bags as far as the business 

performance of supermarkets is concerned.  

Profit maximizing and Competition-based Theory 

Profit maximizing and competition-based theory is one of the strategic management 

theories which suggests that the main objective of an organization is to aggrandize the 

shareholders wealth and develop sustainable competitive advantage over other 

competitors in the market place (Porter, 1980).  This implies that an organization’s 

approach to any change in the business environment would be towards ensuring it 

defends its long-term profitability and attain or sustain its competitive edge. Raduan, 

Jegak, Haslinda, and Alimin (2009) highlighted that an organization’s competitive 

advantage is pegged on its external market positioning. 
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This theory is applicable in this study in that it suggests a certain expected response 

from the supermarkets as a result of the plastic bag ban. The underlying assumption is 

that the plastic bag ban brought about certain changes in business costs and thus 

supermarkets must have responded in a certain manner so as to defend their 

profitability and at the same time capitalize on any opportunities that came as a result 

of the plastic bag ban. This study would also play a role in either authenticating or 

discounting the profit maximizing and competition-based theory.    

Theory of Planned Behaviour 

The theory of planned behavior (TPB) was originally referred to as the theory of 

Reasoned Action in 1980. It was based on predicting an individual's intention to 

engage in a certain behavior at a specific time and place (LaMorte, 2018). In this 

theory, the determinants of behavior are intentions to engage in that behavior and 

perceived behavioral control (PBC) over that behavior (Ryan & Carr, 2010). They 

further explained that intentions are determined by individual’s attitudes, subjective 

norms and the extent to which the individual perceives the behavior is within their 

control. Martin (2017) opined that an individual’s behavioral beliefs determine his/her 

attitude. For instance, if the expected outcome of a certain behavior is favourable, 

then the individual would have a positive attitude towards it. LaMorte (2018) further 

explained that subjective norms have to do with an individual’s belief about whether 

people of importance to him/her approve or disapprove the behavior. He further 

brought out some of the limitations of this theory which include the assumption that 

the person has already acquired all the resources necessary in performing the desired 

behavior. The theory also assumed that behavior is a one-dimensional decision-

making process and that it cannot evolve.   
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Environmental awareness which came about due to the ban on plastic bags was meant 

to create certain beliefs in the consumer as regards environmental protection. 

Therefore, as this theory suggests that behavioral beliefs determine the attitude of 

individuals, this study would establish if that awareness had borne any fruit in terms 

of increased or reduced sales which would eventually affect the business performance 

of supermarkets. Consumer behavior, on the other hand, falls squarely on the three 

attributes of the theory of planned behavior. Therefore, this theory forms a platform 

for this study which would enable us see how the moderating variables affect the 

business performance of supermarkets in Nairobi CBD.  

General Literature Review 

This section covers the indicators of strategic responses, business performance as well 

as the moderating variables which are environmental awareness and consumer 

behavior. The strategic responses highlighted here are green marketing, green 

advertising, green packaging and reuse of waste cartons. Business performance 

indicators discussed here are business costs and customer satisfaction. The variables 

discussed here which would affect the relationship between strategic responses and 

business performance are environmental awareness and consumer behavior. 

Strategic Responses 

Strategic responses refer to how the supermarkets reacted to the ban on plastic bags 

by putting forth certain measures which would still guarantee their sustainability in 

the market. ‘Green’ management has come about as a new concept which 

organizations deliberately apply as a strategy with the goal of protecting the 

environment and improving business performance (Locknath & Azeem, 2017). They 

further highlighted that the integration of strategy and matters of environment has 

contributed towards organizations pursuing corporate sustainability. “Businesses have 

Daystar University Repository

Library Archives Copy



 

26 

 

to take into consideration environmental issues while they prepare their strategies and 

long-term plans because, in any market, environmental awareness provides a 

competitive edge for the organization” (Durmaz & Yasar, 2016).  

Green marketing is a long-term strategy that helps to reduce total costs in the long run 

and may increase company’s competitive image and enhance sale of its products 

(Solvalier, 2010). Aditionally, Locknath and Azeem (2017) also identified aspects of 

green advertising and green packaging as being part of the scope of what entails 

‘green’ management as a strategy. Therefore, the strategic responses featured in this 

study were; green marketing, green advertising and green packaging.  

Green Marketing 

Green marketing refers to designing products which are environmentally friendly 

(Delafrooz, Taleghani & Nouri, 2013). It also refers to the process of selling products 

and/or services on the basis of their perceived benefit to the environment (Ward, 

2018). The environmental benefit could be based on the product itself or the process 

used in making the product.  Green marketing strategy denotes a set of marketing 

tools and elements that enable a firm to achieve its objectives without any adverse 

effects to the environment (Eneizan, Wahab, Zainon & Obaid, 2016). The 

significance of green marketing appeals to the consumers hence ultimately increases 

the sales of the goods and services of the organizations (Bragg, 2018).  

Papadas, Avlonitis and Carrigan (2017) explained about the aspect of tactical green 

marketing which has to do with actions that shift the approach from the traditional 

marketing methods into a green oriented marketing approach. This includes design of 

products which are environmentally friendly, use of promotional tools that do not 

pose an environmental hazard and generating pricing policies which are in favour of 
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green products. For Delafrooz et al. (2013), the tools used for green marketing 

strategy are eco labeling, eco brand and environmental advertisement.  

Eco labelling has to do with labels that are put on the products which contain 

information on how the product was made. Eco-labels essentially communicate and 

market the environmental benefit of a given product (UNEP, 2018). An eco-brand is a 

name or symbol that is given to a product which is designed to be harmless to the 

environment (Gicharu, 2018). Eco branded products appeal to consumers more than 

other products perceived to be detrimental to the environment (Delafrooz et al, 2013). 

The third tool of green marketing is Environmental advertisements. The objective of 

green marketing is meant to influence the purchasing behaviour of consumers by 

guiding them towards buying products that are environmentally friendly and 

eventually benefit from the positive consequences of such behavior (Delafrooz et al, 

2013). 

This study sought to establish how supermarkets have applied this strategy on green 

marketing as a result of the awareness that has been brought about by the ban on 

single use plastic bags. The assumption in this case is that the ban brought a lot of 

awareness on what affects the environment and probably affected the purchasing 

behavior in favor of environmentally friendly products. According to Ward (2018), 

the 2014 Nielsen Global Survey on Corporate Social Responsibility conducted a 

research on 30,000 consumers from 60 countries to establish consumer preferences 

for sustainable purchasing, and found that: 55% of consumers were willing to pay 

extra for products and services from companies with an environmental protection 

agenda, 52%, within the past six months, had bought a good from at least one 

environment oriented company, 52% check product packaging to ensure sustainable 

Daystar University Repository

Library Archives Copy

http://www.nielsen.com/content/dam/nielsenglobal/apac/docs/reports/2014/Nielsen-Global-Corporate-Social-Responsibility-Report-June-2014.pdf


 

28 

 

impact. Therefore, based on this study, the assumption was that consumers would be 

willing to pay more for an environmentally friendly product rather than for one which 

had negative effects towards the environment.  

In the context of this study, this strategy would be analyzed in the context of how 

consumers have responded to the aspect of purchasing reusable bags. The assumption 

based on the above discussion is that, the consumer would be willing to pay for the 

reusable bag so long as it takes care of the environment. This is, however, pegged on 

how the consumer has received the numerous campaigns on taking care of the 

environment accentuated by the recent ban on single use plastic bags. The other 

aspect of the application of this strategy would be to establish if the retailers have 

taken advantage of the current awareness levels on environment - brought about by 

the ban – to market more environmentally friendly products.  

Green Advertising 

Green advertising is defined as a type of advertising that focuses on the promotion of 

environmental factors (Schofield, 2018).  Companies that use green advertising also 

use very environmentally friendly processes and product packaging as well. (Speier, 

2016). Globally, many organizations have adopted the use of branded carrier bags for 

enhancing their brand visibility and as a marketing tool. For retailers, their main 

packaging tool has been the plastic bag before the campaign on eliminating its use 

was implemented in certain cities and countries. Scott (2018) asserted that carrier 

bags offer prime green advertising space as it can express the specificities of a brand 

in any way it fits with text, bright colors and pictures working naturally on their 

surfaces, whatever the size. He further highlights that the carrier bag is the most cost-

effective marketing tool. Green advertising engages usage of resources efficiently in a 
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manner that increases the sales of the products of a company and encourages a strong 

relationship with the consumer (Dessel, 2014).  

A recent report by the Advertising Specialty Institute (2013), conducted a survey of 

business people in the United States, Australia and around Europe to establish what 

promotional products they own, how they use them, and why they keep them. The 

report found out that branded bags generate more impressions than any other 

promotional tool and at the least cost. Poly (2015) affirmed that branded carrier bags 

not only introduce a brand but also provide contact details of a company. For the 

countries where plastic bags are given freely at retail outlets, branding carrier bags 

becomes a very effective tool since the more people buy a product, the more they 

advertise the brand as they carry the items in the branded carrier bag. Advertising 

with environmental benefits in mind larger number of consumers into the organization 

hence enhances the selling and buying of products of such organization (Goodhope, 

2013).  

The prevailing scenario in Kenya and other countries that have implemented a ban on 

single use plastic bags was that retailers had to look for other ways of marketing their 

brand which would have been costly for them. The upcoming retail shops which are at 

the phase of introducing their brand to the market are more prone to be affected by 

this scenario. Therefore, this study looked at what strategies, supermarkets in Nairobi 

CBD, Kenya had put in place as far as advertising is concerned so as to maintain their 

brand visibility. The study also sought to establish the effect the strategies had, 

whether there had been any concerted efforts or null effect, on their business 

performance. In the case of Kenya, some supermarkets had already gone ahead and 

branded their biodegradable bags. Thus, this study sought to establish if there were 

any changes in the costs involved in branding the biodegradable bags as compared to 
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the cost of branding the traditional plastic bags and how this has affected the business 

performance of the supermarkets in Nairobi, CBD.  

Green packaging 

The role of packaging is to ensure product quality, prevention of product losses, 

facilitate transportation, safe storage and provide marketplace differentiation (Steenis, 

Herpen, Lans, Ligthart & Trijp, 2017). Traditionally, the package was designed to 

even stay longer than the product bringing about undesired effects to the environment. 

However, with the current global drive towards environmental protection, the trend 

has shifted to producing packaging which gels well with the environment. Green 

packaging is the use of biodegradable materials and manufacturing methods for the 

packaging of goods that have a low impact on both energy consumption and on the 

environment, which leads to increased consumption of such products (Merton, 2016).  

A packaging does not only preserve the main product but is also expected to be 

environmentally friendly once disposed (Auliandri, Thoyib, Rohman & Rofiq, 2018). 

Scholars maintained that consumers respond positively to environmentally friendly 

packaging. The willingness to pay positively influences the purchase intention toward 

green packaging (Auliandri et al., 2018). A study conducted by Kong, Harun, Sulong 

and Lily (2014) on the influence of consumer’s perception of green products on green 

purchase intention established that green corporate perception, eco label and green 

product value had positive significant influences on green purchase intention. The 

results of the study also revealed that eco-label and green product value contributed 

the largest in influencing consumers’ green purchase intention among consumers.  

Reuse of waste packaging material refers to the practice of using packaging material 

again either for its original purpose or to fulfill a different purpose (Tavri, 2017). 

Supermarkets receive a lot of cardboard boxes (cartons) from their suppliers. Some of 
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these cartons end up as waste whereby the supermarkets have to figure out how to 

dispose them. The cardboard boxes also occupy space in the retail store which would 

have been used for more profitable purposes. As Otieno (2017) reported, many 

supermarkets have resulted into using these boxes as free packaging especially for 

consumers who buy bulk items.  

The plastic bag ban in Kenya brought about the aspect of using biodegradable bags as 

well as reuse of waste cartons for packaging. Therefore, this study sought to establish 

how this strategic response had affected business performance in supermarkets in 

Nairobi CBD.  

Business Performance 

Business performance is the operational ability to satisfy the desire of company’s 

major shareholders (Zulkiffli & Perera, 2011). Revenue growth, profits and customer 

satisfaction (also referred to as net promoter score) are key performance indicators 

which would quickly tell the performance of an organization (Pruitt, 2017).  Previous 

related studies, for instance, the NCPA study done in Los Angeles amongst others 

captured in the empirical literature review have specifically concentrated on sales 

growth and customer satisfaction while checking for the impact of strategic responses 

on business performance as well as the effect of the plastic bag ban to business 

performance (Villareal & Feigenbaum, 2012). The aspect of profitability of an 

organization might be misleading for this study since change in profitability would 

likely have been influenced by many other factors. Based on these facts, the 

researcher focused this study on Sales growth, Business costs and Customer 

satisfaction as being the indicators for business performance.  
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Growth in Sales 

Sales growth is the increase of sales in a given period (Mappanyuki & Sari, 2017). It 

is a key performance indicator which is used to measure how an organization is 

performing and is applicable across different industries. Organization’s main 

objective is to maximize the revenue and thus increase in sales is always preferred 

even at the expense of lower profits (Sam & Hoshino, 2013).  Sales growth is one of 

the key strategic indicators that executives and board of directors consider when 

making decisions and formulating business strategy (PricewaterhouseCoopers, 2007). 

The introduction of an additional cost to the consumer with regard to purchasing 

biodegradable bags may or may not have affected the quantity of sales each 

supermarket was making. An alteration of an economic factor in the business 

environment leads to decrease or increase of sales depending on the magnitude and 

type of influence of such factors (Seedee, 2012).  This however should be clarified 

once objective comparison is done of the period before the ban and post the ban. 

Therefore, this study sought to establish whether there has been any change in the 

sales of the supermarkets as a result of strategic responses to the ban on plastic bags.  

Business Costs 

Business costs includes all the costs incurred in carrying out the operations of a 

business (Mishra, 2018). Organizations compute their business costs to determine 

their profit and loss. These costs can be classified as Fixed costs vs Variable costs. 

Fixed costs ideally remain the same over the short-term, even if a business undergoes 

changes in its sales volume or other activity levels (Bragg, 2018). Variable costs 

change with variation in activity. For a supermarket, fixed costs could entail rent, 

salaries of employees, utilities, taxes etc. Variable costs on the other hand could entail 

direct materials, commissions, production supplies, among others. Change of policies 
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of operation of the general or system of the economy contributes to changes in the 

cost of operation either in short term or long-term basis (Singh, 2012).  

The packaging materials used in supermarkets fall under the category of variable 

business costs since they increase or decrease depending on the number of sales 

executed by the store. Therefore, this study focused on variations in business costs 

that had been brought about by the plastic bag ban. The study also sought to 

determine the effect of the strategic responses that supermarkets had put in place on 

their business costs.  

Customer Satisfaction 

An old adage says that customers would recall the quality of service offered to them 

way in the past than they would remember the amount it cost to get the service. Even 

though this expression may probably not be true for all customers (or all prices), it 

gives a clear picture of the comparative impact that excellent customer service can 

have. According to a survey by PwC, majority of the customers across a variety of 

industries would go the extra mile to  pay 16% more so as to get an enhanced 

customer service (Clark & Kinghorn, 2018). Satisfied customers can become the best 

salespeople (Birket, 2018). This is true especially when we consider the fact majority 

of the products offered in retail stores do not differ at all in terms of their 

configuration. Therefore, what would make a client to prefer to shop his/her items 

from one store as compared to another is really the overall experience that they get 

when they do their visits at each store. Birket (2018) added that customer satisfaction 

is a measure used to quantify the degree to which a customer is satisfied with a 

product, service, or experience. Inclusion of ethics in production, marketing, 

advertising and branding of the products attracts more consumers which is as a result 

of their contentment with organizational produce (Sam & Hashino, 2013).  
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There are several ways of measuring customer satisfaction as highlighted by Smith 

(2014). These include conducting customer surveys, understanding their expectations, 

assessing the competition and measuring customer loyalty. The loyalty of a customer 

is seen when he/she recommends other people to shop at a store. Most of retail stores 

capitalize on surveys which help them to get feedback from their customers on how 

their experience was and thus find out areas of improvement. Customer satisfaction 

index, net promoter score and Customer effort score are also some of the widely used 

measures of customer satisfaction (Dessel, 2014). Customer satisfaction index looks 

at how the customer would rate the experience with the sales team (Dessel, 2014). Net 

promoter score looks at how likely the customer would recommend the product to a 

friend.  

Consumer behaviour 

A consumer can be described as one who purchases and / or has the ability to 

purchase goods and services offered for sale in order to meet individual or household 

needs, wants, or desires (Goodhope, 2013). Consumer behavior is the study of how 

people make decisions about what they buy, want, need, or act in regard to a product, 

service, or company (Schofield, 2018). The study of consumers enables firms to 

develop appropriate marketing strategies informed by consumer behaviour (Perner, 

2018). There are three factors which influence consumer behavior (Schofield, 2018). 

These are psychological factors, personal factors and social factors. He further 

explained that Psychological factors have to do with perception of a need or a 

situation, cognitive abilities as well as the individual’s attitude. Sisk (2018) described 

these psychological factors as been motivation, perception, experience and belief. 

Consumer behavior generally affects the measures, policies or strategies used by an 
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organization that then play a key role in its performance and productivity (Birket, 

2018).  

Personal factors involve characteristics which vary from one person to another and 

may not relate to people within the same group. These factors revolve around how a 

person makes decisions, their unique habits and interests, and opinions (Schofield, 

2018). Decisions are also influenced by gender, age, culture, background, lifestyle and 

economic situation. Juneja (2018) claimed that social factors can be classified as 

reference groups, immediate family members, relatives, roles in the society, status in 

the society. All these factors play a critical role in determining what the consumer 

buys.  

In the case of this study, the plastic bag ban was meant to have brought awareness to 

the consumers on environmental protection. The assumption is the awareness might 

have brought certain changes in perception of the consumer towards certain products 

and also carrying the reusable bags. The main challenge with the reusable bags is that 

one has to always remember to carry one, otherwise, if one goes for shopping, he/she 

would be forced to buy yet another reusable bag.  

A survey was conducted by Piazza research group on consumer attitudes to the ACT 

plastic bag ban ten months after the ban was implemented (Piazza Research, 2012). 

Their findings indicated that a majority of the primary shoppers (84%) reported 

carrying reusable bags always or most of the time. Most primary shoppers (73%) 

disagreed that as a result of the plastic bag ban, they must now plan their shopping 

trips. A minority of shoppers (36%) reported that even with the bag ban they mostly 

do not use reusable bags and they buy shopping bags as necessary. Therefore, the 

conclusion of this survey was while the ban was taken positively by majority of the 

shoppers who quickly adapted to the reusable bags, there was still a substantial 
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percentage which opted to be buying a bag every time they were doing shopping. The 

assumption would then be that this scenario had a certain effect on the business 

performance of the retailers. In the case of Kenya, this study sought to establish if 

there had been any significant changes in consumer behaviour which would 

eventually have an impact on the business performance of supermarkets. 

Environmental Awareness 

Environmental awareness is defined as acquired and consciousness towards the 

problems associated with the environment and effect of human interactions on it 

(Omoogun, Egbonyi & Onnoghen, 2016). In another study by Hermes (2011), green 

entrepreneurs gain numerous advantages in their markets. Therefore, entrepreneurs 

have captured this fact and have gone ahead to make certain deliberate initiatives in 

educating their consumers on the importance of protecting the environment. For the 

case of this study, the plastic bag ban in Kenya came about with a lot of awareness on 

Environment. While the gazette notice had already been delivered few believed that a 

time would come when we could buy items from the supermarket and not be provided 

with a free plastic bag for packaging. More than 12 months down the line this reality 

has now been embedded on our shopping habits with the introduction of 

biodegradable bags.  

Environmental awareness brings about environment responsibility which again 

dictates the organizations agenda into shaping the tactics and strategies for the optimal 

results (Omoogun et al., 2016). A study conducted by Ngwakwe (2008) on 

Environmental responsibility and firm performance established that firms which 

practiced environment protection initiatives reported positive business performance. 

The favourable performance was as a result of minimal fines, penalties, 

compensations and litigations. Therefore, this study sought to establish if 
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environmental awareness had contributed to any changes in the business performance 

of supermarkets in Nairobi CBD.  

Empirical Literature Review 

Over 40 countries have already implemented the plastic ban and it has had impact on 

their economy. A few of those countries have gone ahead conduct formal research on 

the impact of the plastic bag ban on the economy. In this section the researcher 

explores various studies which have been done on the same subject in other countries.  

A study conducted by Equinox Centre (2013) in San Francisco and Los Angeles on 

the impact of plastic bag ban on retailers established that San Francisco retailers 

would earn a savings of $3million in a period of one year under the effected ban, due 

to the forgone purchasing costs of single-use bags. This was of course strengthened by 

the fact that consumers would have to pay for the purchase of reusable bags and thus 

the savings for retailers would come from what they would have used to purchase free 

packaging bags. The increased sales of garbage can liners coupled with the 

introduction of mandatory fees on paper, compostable and reusable bags would 

increase the retailers’ revenue (Morris & Christensen, 2014). However, as Morris and 

Christensen further highlighted, these gains by the retailers would be offset by other 

prevailing factors which have come about due to the plastic bag ban. For instance, 

reusable bags pose a security, theft and liability risk. The possibility of reusable bags 

been used to hide weapons would pose a security risk. Customers coming into the 

store with reusable bags also pose a theft risk, in terms of shop lifting. Therefore, 

stores would require to increase their expenditures on security and theft prevention. 

On the other the liability risk would come about due to the possibility of having 

inadequately washed bags which would contaminate food purchased by other 

customers, who would then sue the store. The risk of injury to customers and store 
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workers from lifting heavy, fully laden reusable bags presents another potential 

liability (Morris & Christensen, 2014). This study did not quantify the costs that 

retailers would incur as a result of the above highlighted liabilities. There had not 

been any similar study which had been done in Kenya, therefore this study sought to 

address this gap.  

A study conducted by NCPA highlighted that stores within the boundaries of the Los 

Angeles County, in which the plastic bag ban + fee had been implemented, reported 

decreased sales of 3.3 percent while those outside of the impacted zone had an 

increase in sales of 3.4% based on before and after sales comparison (Caliendo, 

2013). The NCPA group surveyed store managers from 80 supermarkets in Los 

Angeles County, where a ban of thin-film bags took effect in July 2011. The report 

findings as reported by Caliendo indicated that majority of the stores which had been 

affected by the ban reported an overall average sales decline of nearly 6% during a 

one-year period. On the contrary, majority of the respondents surveyed in areas 

without a ban reported an overall average sales growth of 9%.  

The NCPA report also established one other impact of plastic ban as loss of jobs in 

the retail stores in the region in which the plastic ban had been implemented. A 10% 

reduction in employment was experienced by the stores under the bag ban while 

employment in stores outside of the ban slightly increased (Villareal & Feigenbaum, 

2012). Comparatively in Ireland, retailers found that the savings resulting from not 

having to purchase plastic bags were more than the additional costs of implementation 

(Hogg, Sherington & Vergunst, 2011).  

The NCPA study could be discounted on the premise of no attempt was made to 

ensure that the changes in sales were not due to an external factor. The difference 

between the case of Los Angeles and Kenyan case is that in Los Angeles, the ban was 
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not a complete ban, it provided for one to pay for a plastic bag if one needed it. In the 

Kenyan case, the ban was a complete ban on the use of plastic bags for packaging. 

The outcome would be expected to be different and thus this study sought to address 

this gap.  

In another study done in San Diego in 2013 on the economic impact of plastic ban on 

consumers established that in the first year, after the ban was implemented in San 

Diego, the average baggage costs increased by $7.68 per household. (Equinox Centre, 

2013). However, in the long run, the consumer experienced savings in the sense that 

reusable bags could be used many times. The aspect of reusing bags also brought in 

other parallel effects. For instance, reusable bags if not well maintained can bring 

about certain health challenges. According to Morris and Christensen (2014), nine 

members of a soccer team in Oregon were infected with norovirus—a severe, but 

usually non-fatal stomach virus—as a result of eating food from a reusable bag that 

had become contaminated with the virus. They further highlight that many other 

instances of food borne illnesses have been linked to reusable bags contaminated with 

bacteria and other pathogens. Due to this, the public health department advice that 

reusable bags should be washed frequently. This introduces another cost to the 

consumer both in terms of time and money.  

Hogg et al. (2011) emphasized that even though the levy or buying lifelong bags 

caused an expense on the consumers, most of them were all positive due to the gains 

made in protecting and cleaning the environment. However, this study did not point 

out the impact these effects on consumers had on the business performance of 

supermarkets.  

A study carried out by Homonoff (2015) on whether bag fees affect consumer 

behavior in Washington DC established that the fraction of customers who used 
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plastic bags reduced to 40 percent as compared to 82% before the tax on disposable 

bags was introduced. A similar study conducted in San Francisco Bay area in which a 

plastic bag ban had been implemented found out that there was almost an equal 

increase in the sale of paper bags. The facts in this study pointed to certain challenges 

in the business environment that must have influenced the business performance of 

the supermarkets. However, the researcher does not outline how these changes in 

consumer behaviour affected the overall business performance of the retailers. The 

researcher does not also highlight how the supermarkets responded to these changes 

which would have given us a purview into what strategic responses the supermarkets 

put in place.  

A study conducted by Nginya and Muturi (2016) on effects of competitive strategies 

on customer attraction and retention, a survey of supermarkets in Thika town 

established that pricing strategy affects performance in the supermarkets in Thika. It 

also established that promotion strategy also affects performance in that consumers 

purchasing decision is influenced by raffle competitions to win; that they buy because 

of private label brand products and SALE promotion- items sold at lower prices. 

Customer service strategy also affects performance whereby the study established that 

customers purchasing decision is also largely influenced by availability of sales 

assistants ready to help in shopping, that they buy because they are served with a 

smile, that they buy because there is a customer care desk, that they buy because they 

operate after 8.00pm as and that they buy because they stock many of products 

brands. This study suggests that certain strategies employed by the supermarkets 

actually affect their business performance.  

There are, however, certain gaps in the Thika supermarkets study as compared to this 

study. For instance, the researchers did not explore the effect of the strategies when 

Daystar University Repository

Library Archives Copy



 

41 

 

the supermarkets are faced with a common change in business environment like the 

scenario captured in this study. This study was also conducted in Thika, therefore it 

was imperative to study on the effects of strategic responses to business performance 

in the case of Nairobi supermarkets.  

A study done in Kisumu by Odinti (2016) on Green Marketing and Consumer 

satisfaction established that companies that prioritize their environmental innovation 

on the shelves enjoy competitive advantage. The study found out that several green 

marketing strategies including product packaging, disposal of products wastes, 

customer environmental awareness and participation in environmental cleaning were 

not followed by some supermarkets in Kisumu. The study also concludes that product, 

promotion, pricing and distribution strategies of any company should focus on green 

marketing initiatives. This conclusion was reached since the findings of the study 

suggested that consumer satisfaction increased with green marketing and green 

products. Odinti (2016), however, pointed out that the green marketing strategies must 

be coupled together with appropriate pricing strategies.  

The Kisumu study bears a lot of similarity with some of the key attributes that this 

study sought to address. However, there are certain knowledge gaps which would be 

appropriately addressed in this study. For instance, the Kisumu study was done prior 

to the implementation of the plastic bag ban in Kenya. The prevailing assumption was 

that the plastic bag ban brought in certain dynamics which have not been addressed by 

Odinti’s study. The location of the study is also different from the one that this study 

focused on.  
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Conceptual Framework 

The conceptual framework is the researcher’s understanding of how the variables 

interact and how the researcher’s interpretation of the interaction between variables 

(Regoniel, 2015; Obwatho, 2014). Additionally, a conceptual framework is a 

diagrammatic or graphical presentation that captures the independent, dependent and 

moderating variables highlighting how they interact.  
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Moderating Variables 

 

Figure 2.1: Conceptual Framework 
Source: Author (2020 

Discussion 

The above framework captures the envisaged relationship between the strategic 

responses and business performance. It also captures certain moderating variables 

(consumer behaviour and environmental awareness) which may affect the relationship 

between the strategic responses and business performance. The framework visualizes 

a case where certain business performance indicators, namely growth in sales, 

business costs and customer satisfaction are influenced by certain strategic responses 

(green marketing, green advertising and green packaging). This study sought to 

establish the existing relationship between the variables in the case of supermarkets in 

Nairobi CBD.  
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CHAPTER THREE 

RESEARCH METHODOLOGY 

Introduction 

Research methodology is defined as the method by which researchers describe, 

explain and predict phenomena (Rakasekar, Philominathan & Chinnathambi, 2013). 

This chapter discusses the methodology that was used to collect and analyse the data 

so as to meet the research objectives. The headings in this chapter include; research 

design, target population, sampling design, the test of reliability and validity, data 

collection procedures and data analysis.  

Research Design 

A research design is a master plan which specifies the methodology used for 

collecting the data and analyzing it to answer the research questions (Zikmund et al., 

2013). The purpose of a research design is to provide a framework which ensures that 

the evidence obtained adequately addresses the research problem (Kirshenblatt-

Gimblett, 2006). Research design can be viewed from two perspectives: qualitative 

and quantitative approaches (Bhat, 2018). A qualitative research design is used to 

survey complex social environments, like the nature of people’s experience while a 

quantitative research design is used to explore the relationship between variables by 

use of statistical methods (Yousaf, 2018).  

Research designs can further be classified into descriptive, correlational, experimental 

and quasi experimental design research. In descriptive research design, the researcher 

is interested in describing the situation as it is from his/her study (Bhat, 2018). It 

simply seeks to answer the question, “What is going on?” Correlational research 

design seeks to discover if two variables are associated or related in some way, using 
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statistical analysis, while observing the variable (Yousaf, 2018). Experimental 

research design is used to establish a cause and effect relationship between two 

variables or among a group of variables. In this type of research design, the researcher 

manipulates the independent variable with the aim of collecting and analyzing data on 

the effects of the independent variable on the dependent variable (Price, Jhangiani & 

Chiang, 2015). The author further explains that quasi – experimental research design 

is the same as experimental design only that the researcher does not assign groups and 

does not manipulate the independent variable.  

This research adopted the descriptive research design since the study was to establish 

if there was a relationship between the strategic responses and the business 

performance of supermarkets post the ban on plastic bag use. The study would also 

establish both the direction (positive or negative) and the magnitude of this 

relationship. Thus, this study would describe the existing relationship between 

strategic responses - that supermarkets have put in after the plastic ban – and the 

effect thereof on business performance. 

Population 

Zikmund et al. (2013) described population to be any complete group of entities that 

share some common set of characteristics. A research is done for the benefit of the 

population, only that because of certain limitations that the researcher has he/she 

focuses on a representative group whose findings are considered to represent the 

whole population. For this study, the population was all the supermarkets in Nairobi 

CBD.  At the time of the study there were 35 supermarkets in Nairobi CBD (Kenya 

Business Directory, 2018). Therefore, the results of this study were generalized to 

apply for the entire population.  
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Target Population 

“Target population is defined as all the members who meet the criterion specified for 

a research investigation” (Alvi, 2016, p.10). It is the entire group from whom the 

researcher intends to collect the data. The focus of this study was Nairobi CBD. 

Therefore, the target population was the same as the population highlighted above of 

35 supermarkets. Thus, the sampling technique used in selecting the supermarkets 

was Census. For each supermarket the researcher targeted to conduct the study on 3 

members of staff in management positions namely Operations/Branch manager, 

Finance Manager and Customer Service Manager. The choice of the three was based 

on the nature of data required for this study. Thus, for each supermarket the researcher 

targeted three respondents bringing the total number of the sample size to 105.  

Sample Size 

Sampling is the process of selecting a specimen which is representative of the large 

group from which it is selected. The main objective of sampling is to obtain a typical 

group which would enable the researcher to gather information about a population 

(Mugenda & Mugenda, 2003). As shown in figure 2.2, there are 27 supermarkets in 

Nairobi. Some of the supermarkets had branches which featured in this study bringing 

the total number of units to 35.  
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Table 1.1: List of supermarkets 
No
.  

Supermarkets Branches No. of 
branches 

Respondents Total 

1 Uchumi supermarket - Aga 
khan walk branch 

  1 3 3 

2 Chandarana Supermarkets   1 3 3 

3 
  
  
  
  
  
  

Tuskys Supermarkets 
  
  
  
  
  
  

Haile Selassie avenue 1 3 3 

Imara - Tom Mboya 
street 

1 3 3 

Ronald Ngala 1 3 3 

Pioneer - Moi avenue 1 3 3 

Chap chap Muindi 
Mbingu Street 

1 3 3 

Magic Nairobi - 
Ronald Ngala street 

1 3 3 

OTC Branch 1 3 3 

4 Nakumatt Holdings Ltd  City hall branch 1 3 3 

5 Choppies Supermarket Ronald Ngala street 1 3 3 

6 Naivas Supermarkets Moi avenue street 1 3 3 

    Ronald Ngala street 1 3 3 

7 Continental Supermarket Ltd   1 3 3 

8 Eagle Supermarket   1 3 3 
9 
  

Eastmatt Supermarket Ltd 
  

Tom Mboya Street 1 3 3 

Mfangano Street 1 3 3 

10 Ibrahim & Co ltd 
Supermarkets 

  1 3 3 

11 Deepak Cash and Carry 
Limited Supermarket  

  1 3 3 

12 Housewives Delight Ltd    1 3 3 

13 Jawas Supermarket    1 3 3 

14 K &A Selection Stores Ltd   1 3 3 

15 Mini Market Ltd   1 3 3 
16 Mid-City Services Centre    1 3 3 

17 Rikana Supermarket    1 3 3 

18 Rosjam Supermarket    1 3 3 

19 Safe Way Hypermarket Ltd    1 3 3 

20 Clean Way Supermarket   1 3 3 
21 Select N Pay Supermarket Ltd   1 3 3 

22 Metro Cash and Carry Limited 
Supermarket 

  1 3 3 

23 Supervalue Supermarket   1 3 3 

24 Tumaini supermarket   1 3 3 
25 Negara Road Self Service 

Store 
  1 3 3 

26 Mini Mart   1 3 3 

27 New ways   1 3 3 

  Total   35   105 

Source: Kenya Business Directory (2018) 
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Sampling Techniques 

Sampling is a process of selecting a representative group from a population which 

becomes the specimen under study to predict the actual situation of the entire 

population (Alvi, 2016). There are two types of sampling techniques: probability 

sampling and non-probability sampling. For this study, the researcher used purposive 

sampling technique in the selection of respondents for each supermarket. Purposive 

sampling is a type of sampling which allows the researcher to select certain 

individuals based on the qualities they possess (Etikan, Musa & Al Kassim, 2015). 

Therefore, the researcher focused on three staff members from each supermarket unit 

who were serving in management positions namely Operations manager, Finance 

manager and Customer Service Manager since they would give credible information 

as far as this study was concerned.  

Data Collection Instruments 

Data collection instruments are tools that the researcher uses to collect data. The data 

collection method used in this study was questionnaire. A questionnaire is a research 

tool consisting of a series of questions formulated to gather information from 

respondents (Mccleod, 2018). It allows one to collect the most complete and accurate 

data in a logical flow (Abawi, 2013). The aim of developing a questionnaire is to 

ensure the questions addressed to the respondent are all aligned to the set objectives of 

the study. The questionnaire employed a Likert scale of 1 to 5, 1 indicating “Strongly 

Disagree”, 2 indicating “Disagree”, 3 being “Neutral”, 4 signifying “Agree” and 5 

being “Strongly Agree”. The specific research objectives of the study were utilized in 

coming up with the questionnaires. 
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Data Collection Procedures 

Data collection is a systematic process of gathering information on an area of interest 

which is then analysed and used to make conclusions based on the findings 

(Peersman, 2014). For this study, the researcher informed the management of the 

supermarkets about the intended research project via an official letter at the onset of 

the research process. The researcher having received authorisation from the 

headquarter offices of the supermarkets, delivered the questionnaires to the branch 

managers of the supermarkets and explained to them the nature of the study and the 

kind of data required for the study. For the case of supermarkets whose organization 

structure did not allow for more than one management staff, the researcher requested 

the branch managers to share the requisite information to operations staff of their 

choice to enable them fill the required data. The branch managers distributed the 

questionnaires to their direct reports, the respondents ticked where suitable in the 

questionnaires.and later the researcher collected the questionnaires after the agreed 

period from the branch manager.  

Pretesting 

Pretesting is defined as the pre-trial of a questionnaire on a small typical group picked 

out from the target population for the purpose of identifying any challenges with 

filling out the questionnaire as well as any possible ambiguity in the set of questions 

(Babonea & Voicu, 2008). The Pretest is done in conditions which are as close as 

possible to the study so as to establish if the research instrument (questionnaire) has 

been well designed so as to achieve the desired objectives. Caspar et al. (2016) 

affirmed that pretesting plays a very important role in identifying and mitigating the 

risk of a measurement error which would compromise the applicability and 

comparability of the findings of the study to other populations. For this study the 
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researcher conducted a pretest in two leading supermarkets in Nairobi CBD, Tuskys 

with 3 respondents per supermarket and used the findings of the data to refine the 

research instrument.  

Reliability and Validity 

Validity refers to the accuracy of a measure in truthfully representing a concept or is 

the extent to which results obtained from analysis of data actually represents the 

phenomenon under study (Zikmund et al., 2013). To ensure the questionnaire elicits 

appropriate, meaningful and useful data, it was validated through discussions with 

supervisors, peers and experts in Daystar University. Face validity means that the 

instrument looks as though it should measure what ought to be measured (Anderson, 

2017).  Content validity is the ability of the selected items to reflect the variables of 

the construct in the measure (Zamanzadeh et al., 2015). This type of validity 

addresses the degree to which items  of  an instrument sufficiently represents the 

content domain. The research instrument was shared with supervisors, peers and 

experts in the area of business in Daystar University to ensure face and content 

validity. Construct validity is the degree to which variables on a test accurately 

measure the construct (Nguyen, 2012). The results obtained from the pretest were 

compared with findings from related studies and theories so as to establish construct 

validity.  

Reliability refers to the consistency of a measure whereby consistency could refer to 

test-retest reliability, internal consistency and inter-rater reliability (across different 

researchers) (Heale & Twycross, 2015). Cronbach’s alpha is a measure of internal 

consistency of the study’s constructs. (Tavakol & Dennick, 2011). Cronbach’s alpha 

coefficient was computed to determine internal consistency of the questionnaire. 

Cronbach’s alpha gives us a simple way to measure whether or not a score is reliable. 
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It is used under the assumption that there are multiple items measuring the same 

underlying construct. A coefficient of 0.70 or higher is recommended (Fraenkel & 

Wallen, 1996) and this was achieved and used as the acceptable threshold for the 

reliability test. 

Data Analysis Plan 

“Data Analysis is the process of systematically applying statistical and/or logical 

methods to describe and illustrate, condense and recap, and evaluate data” (Sharma, 

2018, para. 8). Once the data was collected it was organized, coded and entered into a 

computer program, Statistical Package for the Social Sciences (SPSS), for data 

analysis. Once the analysis was complete, the output was presented in frequency 

tables, which enabled comparison of which the conclusion was made.   

Ethical Considerations 

The participants’ ethical rights were of utmost priority and respect while carrying out 

this study. The researcher acquired written permits to conduct research from ERB 

(Ethics review board) and NACOSTI (National Commission for Science, Technology 

and Innovation). The researcher also informed the supermarkets management about 

the intended research project and requested for their participation through an official 

letter which was presented at the beginning of the research process. The respondents 

were informed of the objective of the questionnaires as well as the purpose and nature 

of the study.  

The respondents were guaranteed of the confidentiality and privacy of the study by 

not indicating their names on the questionnaire mainly because it was anticipated that 

some respondents would have hesitated to give information to the researcher due to 

fear of victimization. While as this research was primarily done to fulfil a course 
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completion obligation, the findings of the study would be shared with the relevant 

stakeholders.               

Summary 

This chapter has explored the research methodology which was applied for this study. 

The researcher also outlined the target group that the study was based on out of which 

the results of the study were generalized to be applicable to the entire population. The 

researcher also highlighted on the data collection methods and sampling techniques 

used in conducting this study. The next chapter will focus on data presentation, 

analysis and interpretation.  
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CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS AND INTEPRETATION 

Introduction 

The chapter presents the findings of the data collected from the field for presentation, 

analysis and interpretation of the data. Data was specifically collected from 

supermarkets in Nairobi Central Business District in Nairobi County. The purpose of 

this research was to determine the effect of strategic responses to the ban of plastic 

bags on business performance of supermarkets in Nairobi County and specifically at 

the Nairobi Business District. In addition to this, the chapter also provides the result 

of the study on basis of research objectives and addressing the research questions. The 

data analysis was done using SPSS (Version 21) and it included both descriptive and 

inferential statistics. The data was presented using tables. 

Analysis and Interpretation 

Response Rate 

 

The targeted sample size of this study was 105 respondents from the supermarkets in 

Nairobi Central Business District in Nairobi County. Table 4.2 gives detailed 

information about the response rate of the study. 

Table 4.2: Response rate 

Response                                                        Frequency                                    Percent 

Responded                                                             91                                          86.7 

Not responded                                                       14                                          13.3 

Total                        105                                  100.0  

 

According to the findings of the study, 105 questionnaires were issued to the 

respondents from supermarkets in Nairobi Central Business District (CBD) and only 
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91 were dully filled and returned for analysis process. Mugenda and Mugenda (2003) 

argued that a response rate of 50% is adequate, 60% decent and above 70% 

exceptional and can provide a basis for statistical analysis. Since the study had a 

response rate of over 86.7% therefore it is exceptional. 

Personal Details of the Respondents 

The study sought to determine the personal details of the respondents. The content of 

personal details was captured as below. 

Gender 

The study sought to determine the gender of the respondents. Table 4.3 presents the 

findings.   

Table 4.3: Gender 

Gender                                                          Frequency                                     Percent 

Male                                                                       58                                           63.7 

Female                                                                    33                                           36.3 

Total                          91                                  100.0  

 

The result shows that 63.7% (58) of the respondents were male and only 36.3% (33) 

were female.  

Current job role 

The study sought to establish the current job role of the respondents of the study. 

Table 4.4 gives detailed information regarding the findings. 
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Table 4.4: Current Job Role 

Job Role                                                          Frequency                             Percent 

Top Management 23                                            25.3 

Middle Management 55                                            60.4 

Operations 13                                             14.3 

Total                                                                 91                                            100.0 

 

From the results of the analysis, 25.3% (23) of the respondents were from top 

management, 60.4% (55) of them were from middle management while minority 

14.3% (13) of them were from the operations. This indicates that all the strategic 

positions in the supermarkets were included in this study to make it a success. 

Years of work 

The study aimed at determining the years of experience that the respondents have in 

the supermarkets. Table 4.5 highlights the results of the analysis. 

Table 4.5: Years of Work 

Years of Work                                                   Frequency                               Percent 

0-2   years 10                                                10.9 

3-5   years 49                                                 53.8 

More than 5 years 32                                                  35.2 

Total                                                                91                                                  100.0 

 

As per the findings of the study, 10.9% (10) of the respondents had worked between 0 

-2 years, 53.8% (49) of them had worked in supermarkets between 3-5 years while 

35.2% (32) of them had worked in the supermarkets for over 5 years. Thus 

cumulatively, those that had worked for greater than 3 years were 89% (81). This 

implies that majority of the respondents of the study had relevant experience in the 

supermarkets hence provided reliable information. 
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Strategic Responses 

The study sought to determine the extent to which the strategic responses are utilized 

by supermarkets as result of plastic ban. The strategic responses of this study included 

green marketing, green advertising and green packaging. 

Green marketing 

The study targeted to determine the extent to which the supermarkets utilize green 

marketing in the CBD. Table 4.6 gives details of the analysis. 

Table 4.6: Green Marketing 

Statements 

 

Strongly 
Disagree 

Disagree Neutral Agree 
Strongly 
Agree 

Fre
q 

Total% 

Freq  % Freq % Freq % Freq % Freq %   

Advertising 
goods based 
on their 
environment
al benefits 

 

8 8.8 10 11.0 9 9.9 28 30.8 36 39.6 

 

 

91 

 

 

100 

 

 

Eco branding 
(Design of 
products that 
are harmless 
to the 
environment) 

 

7 7.7 9 9.9 6 6.6 33 36.3 36 39.6 

 

 

91 

 

 

100 

Eco labelling 
(Use of 
labels on 
products 
with 
information 
of how the 
product was 
made) 

8 8.8 8 8.8 2 2.2 27 29.7 46 50.5 

 

 

 

91 

 

 

 

100 

 

According to the study, 70.4% (64) of the respondents affirmed that the supermarkets 

engaged in advertising of goods based on their environmental benefits. Among them, 

9.9% (9) of them gave neutral responses while 12.1% (11) of them disagreed with the 

statement. This implies that supermarkets advertise their products with regard to the 
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costs and benefits that they possess on the environment. The findings are consistent 

with Ward (2018) who holds that green marketing refers to the process of marketing 

products and/or services based on their environmental benefits. 

According to the results of the findings, 75.9% (69) of the respondents accepted that 

the supermarkets engage in eco branding (design of products that are harmless to the 

environment). Among them, 6.6% (6) of them were undecided while 17.6% (16) of 

the respondents disagreed. This implies that supermarkets take care of environment by 

designing valuable and harmless products in relation to environment usage. The 

findings agree with Delafrooz et al. (2013) who stated that green marketing is a type 

of marketing that aims to reduce our effects on the environment by design, produce, 

packaging, labelling and consumption. 

The study established that 80.2% (73) of the respondents agreed that supermarkets 

engage in the eco labelling (use of labels on products with information of how the 

product was made). Among the respondents, 2.2% (2) of them gave neutral responses 

while 17.6% (16) of them disagreed with the statement. This suggests that the 

supermarkets inform the consumers of the details of the products to ascertain that they 

are harmless to the environment. The findings concur with Delafrooz et al. (2013) 

who suggested that the objective of green marketing is meant to influence consumers’ 

purchase behaviour by informing and encouraging them to buy products that are 

environmentally friendly.  
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Green Advertising 

The study aimed to determine whether the supermarkets in the CBD use green 

advertising as a strategic response. Table 4.7 provides more information on the 

analysis. 

Table 4.7: Green Advertising 

Statements 

 

Strongly 
Disagree 

Disagree Neutral Agree 
Strongly 
Agree 

Freq Total % 

Freq % Freq % Freq % Freq % Freq %   

Use of branded 
packaging bags 
as an advertising 
tool 

 

0 0 5 5.5 11 
12.
1 

40 44 35 38.5 

 

 

91 

 

 

100 

 

 

Promotion 
campaigns on 
environmental 
protection 

 

6 6.6 4 4.4 8 8.8 28 30.8 45 49.5 

 

91 

 

100 

 

According to the findings of the study, 82.4% (75) of the respondents agreed that the 

supermarkets use branded packaging bags as an advertising tool. Among them, 12.1% 

(11) of them gave neutral responses while only 5.5% (5) of the respondents disagreed. 

The findings imply that the supermarkets reinstate green advertising through usage of 

branded packaging bags to inform the end users. The findings of the study agree with 

the words of Scott (2018) who holds the view that carrier bags are prime green 

advertising spaces as they express the specificities of a brand in any way one sees it fit 

with text, bright colours and pictures working naturally on their surfaces, whatever the 

size. 

As per the findings of the study, 80.3% (73) of the respondents agreed that the 

supermarkets engage in promotion campaigns on environmental protection. Among 

them, 8.8% (8) of the respondents gave neutral responses while 11% (10) of them 
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disagreed. The implication is that the supermarkets engage in green advertising 

through encouraging awareness on protection of the environment. The findings match 

Schofield (2018) who argued that green advertising is defined as a type of advertising 

that is centred around the promotion of factors having to do with the environment. 

Green Packaging 

The study sought to determine the extent to which the supermarkets in the CBD use 

green packaging as a strategic response in reference to banning of the plastic bags. 

Table 4.8 provides the results of the analysis. 

Table 4.8: Green Packaging 

Statements 

 

Strongly 
Disagree 

Disagree Neutral Agree 
Strongly 
Agree 

Freq Total % 

Freq % Freq % Freq % Freq % Freq %   

Use of 
biodegradable 
bags for 
packaging 

 

4 4.4 6 6.6 7 7.7 38 41.8 36 39.6 

 

 

91 

 

 

100 

 

 

Reuse of waste 
for packaging 
(e.g cartons) 

 

5 5.5 9 9.9 5 5.5 39 42.9 33 36.3 

 

91 

 

100 

 

Based on the results of analysis, 81.4% (74) of the respondents agreed that the 

supermarkets engage in the use of biodegradable bags for packaging. Among them, 

7.7% (7) of them were undecided while 11% (10) of them disagreed. These findings 

imply that the supermarkets use biodegradable bags for packaging so as to enhance 

green packaging that does not harm the environment. The findings are consistent to 

Merton (2016) who agreed that green packaging is the use of biodegradable materials 

and manufacturing methods for packaging goods which have little or no impact on the 

environment.  
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As per the findings of the study, 79.2% (74) of the respondents agreed that the 

supermarkets reuse waste for packaging, for example, cartons. Among them, 5.5% (5) 

of the respondents were undecided while 11% (10) of the respondents disagreed with 

the statement. Based on the majority of the respondents, the findings suggest that 

supermarkets save on the resources through the reuse of waste to package goods that 

the customer buys hence achieving cost savings as well as protection of the 

environment. The findings match Otieno (2013) who reported that many supermarkets 

have resulted into using these cardboard boxes as free packaging especially for the 

consumers who buy bulk items. 

Business Performance 

The study sought to determine the change in business performance in the 

supermarkets as a result of the plastic ban. Table 4.9 gives more information about the 

results of the analysis. 

Table 4.9: Business Performance 

Statements 

 

Strongly 
Disagree 

Disagree Neutral Agree 
Strongly 
Agree 

Freq Total % 

Freq % Freq % Freq % Freq % Freq %   

There has been a 
decrease in 
normal business 
running costs 

2 2.2 7 7.7 9 9.9 64 70.3 9 9.9 

 

 

91 

 

 

100 

 

 

There has been in 
increase in sales 
in our 
supermarket 

6 6.6 9 9.9 5 5.5 57 62.6 14 15.4 

 

91 

 

100 

There has been 
an increase in 
customer 
satisfaction in the 
supermarket 

3 3.3 8 8.8 7 7.7 46 50.5 27 29.7 

 

 

91 

 

 

100 

 

Daystar University Repository

Library Archives Copy



 

61 

 

The respondents were asked whether there had been a decrease in normal business 

running costs. From the study, 80.2% (73) of them agreed and 9.9% (9) of them 

indicated a neutral response. Among them, 9.9% (9) of them disagreed with the 

statement. The findings imply that the banning of plastic bags had reduced the 

business running cost due to increase of usage of environmentally friendly materials 

and the fact that the customers pay for the biodegradable bags. The findings are 

consistent with Singh (2012) who holds the view that change of policies of operations 

in a general or system of the economy contribute to changes in the cost of operations 

either in short-term or long-term basis. 

The study sought to determine whether there had been an increase in sales in the 

supermarkets as a result of banning of plastic usage in the supermarkets. Based on the 

findings from the analysis, 78% (71) of them agreed, 5.5% (5) of them gave a neutral 

response, 16.5% (15) of the respondents disagreed with the statement. Based on the 

majority of the respondents, this implies the usage of environmentally friendly 

materials has increased sales in the supermarkets since they cause less harm to the 

society. The findings match Seedee (2012) who holds that an alteration of an 

economic factor in the business environment leads to decrease or increase in sales 

depending on the magnitude and type of influence of such a factor. 

As per the finding of the study regarding whether there had been an increase in 

customer satisfaction in the supermarkets as a result of banning of plastic bags, 80.2% 

(73) of the respondents who are the majority of the group agreed with the statement. 

Among the respondents, 7.7% (7) of them were undecided, 12.1% (11) of them 

disagreed. Implication of this is the usage of environmentally friendly materials 

contributes to happy and satisfied customers at the end of the day. The findings match 

Sam and Hoshino’s (2013) who stated that inclusion of ethics in production, 

Daystar University Repository

Library Archives Copy



 

62 

 

marketing, advertising and branding of the products attracts more consumers which is 

as a result of their contentment with the organizational produce. 

Effects of Strategic Response on the Business Performance 

The study aimed at determining the effect of strategic responses (Green marketing, 

Green advertising and Green packaging) on the business performance of the 

supermarkets in the CBD as a result of banning of plastic bags.  Table 4.8 gives more 

details on the results of the analysis.  

Green Marketing on Business Performance 

The study sought to determine the effect of green marketing on business performance 

of the supermarkets in the CBD. Table 4.10 provides detailed information regarding 

this. 

Table 4.10: Green Marketing on Business Performance 

 
Mode Median Mean Std. Deviation 

Green marketing increases 
the growth in sales in the 
supermarkets 

5.000 5.000 3.989 1.338 

Green marketing decreases 
the business costs as 
organization conducts its 
daily operations 

 

4.000 4.000 3.901 1.044 

Green marketing ensures 
customer satisfaction 

4.000 4.000 3.7802 1.153 

 

Based on the results of the analysis, a mode value of 5.0 and a median value of 5.0 

indicate that most of the respondents strongly agreed that green marketing increases 

the growth in sales in the supermarkets. This was also supported by a mean value of 

3.989 which indicates that the larger percentage of the respondents agreed with the 
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statement. This shows that green marketing is highly embraced by the consumers 

hence leading to improved purchase of the commodities in the supermarkets. The 

findings corroborate Bragg (2018) who argued that the significance of green 

marketing appeals to the consumers hence ultimately increase the sales of the goods 

and services of the organization. 

According to the findings presented in Table 4.9, a mode value of 4.0 and a mean 

value of 4.0 indicate that majority of the respondents agreed that green marketing 

decreases the business costs as organization conducts its daily operations. This is also 

backed up with a mean value of 3.901 which means that majority of the respondents 

agreed with the statement. These findings imply that green marketing policies reduce 

on costs in the supermarkets due to constant reuse of the products that are harmless to 

the environment. The findings are consistent with Solvalier (2010) who holds that 

green marketing is usually a long period strategy that helps to reduce total costs in the 

long run and may increase company’s competitive image and enhance sales of its 

products. 

As per the results of the data analysed, a mean value of 3.7802 and standard deviation 

of 1.153 indicates that majority of the respondents agreed that green marketing ensure 

customer satisfaction. This was also supported by a median value of 4.0 and a mode 

value of 4.0 which indicates that majority of the respondents agreed with this. These 

findings suggest that green marketing ensure less harm to the environment and the 

stakeholders at large hence contribute to increased customer satisfaction. The findings 

are similar to Odinti (2016) who concluded that customer satisfaction is increased 

with green marketing and green products in supermarkets in Kisumu. 

Green Advertising on Business Performance 
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The study sought to determine the effect of green advertising on business performance 

of the supermarkets in the CBD. Table 4.11 presents the results of the analysis. 

 
 

Table 4.11: Green Advertising on Business Performance 

Statements 

 

Strongly 
Disagree 

Disagree Neutral Agree 
Strongly 
Agree 

Freq Total % 

Freq % Freq % Freq % Freq % Freq %   

Green advertising 
increases the 
growth in sales in 
the supermarket 

 

1 1.1 5 5.5 10 11 30 33 45 49.5 

 

 

91 

 

 

100 

 

 

Green advertising 
decreases the 
business costs as 
organization 
conducts its day 
to day operation 

5 5.5 4 4.4 7 7.7 56 
61.
5 

19 20.9 

 

 

91 

 

 

100 

Green advertising 
guarantees 
customer 
satisfaction at the 
supermarkets 

4 4.4 4 4.4 9 9.9 36 
39.
6 

38 41.8 

 

 

91 

 

 

100 

 

The study aimed at determining green advertising increases the growth in sales in the 

supermarkets. Based on the results of the findings, 82.4% (75) of the respondents 

agreed with this statement. These were the majority of the respondents. Among the 

respondents, 11% (10) of them were undecided while 6.6% (6) of the respondents 

disagreed with this. The results suggest that green advertising contributes to improved 

and enhanced operations in the supermarkets hence the increased sales of its products. 

The results are consistent with Goodhope (2013) who stated that advertising with the 

environmental benefits in mind invites larger number of consumers into the 

organization hence enhances the selling and buying of the products of such 

organizations. 
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The study sought to determine whether or not green advertising decreases the business 

costs as organization conducts its day to day operations. The results of the analysis 

suggest that 82.4% (75) of the respondents agreed with this statement, 7.7% (7) of 

them gave neutral responses while 9.9% (9) of the respondents disagreed with this. 

These results suggest green advertising saves much on the costs of business hence 

enables the supermarket to maximize on the benefits of the business. 

On whether the green advertising guarantees customer satisfaction at the 

supermarkets, 81.4% (74) of the respondents, which was composed of majority, 

agreed with this statement. Among the respondents, 9.9% (9) of them gave neutral 

responses while 8.8% (8) of the respondents disagreed with this. Based on the 

majority of the respondents, the findings suggest that green advertising appeals to the 

emotions and preferences of the consumers hence leads to a happy and satisfied 

customer. The findings are similar to Dessel (2014) who holds that green advertising 

engages the usages of resources efficiently in a manner that increases the sales of the 

products of a company and encourages a strong relationship with the consumers. 

Green Packaging on the Business Performance 

The study sought to determine the effect of green packaging on business performance 

of the supermarkets in the CBD. Table 4.12 show the results of the analysis. 
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Table 4.12: Green Packaging on Business Performance 

Statements 

 

Strongly 
Disagree 

Disagree Undecided Agree 
Strongly 
Agree 

Freq Total % 

Freq % Freq % Freq % Freq % Freq %   

Green packaging 
improves the 
growth in sales in 
supermarkets 

6 6.6 7 7.7 2 2.2 46 50.5 30 33 

 

91 

 

100 

Green packaging 
decreases the 
business costs as 
supermarket 
conducts its day 
to day operations 

7 7.7 10 11 2 2.2 27 29.7 45 49.4 

 

 

91 

 

 

100 

Green packaging 
guarantees 
satisfaction of 
customers at the 
supermarket 

4 4.4 4 4.4 7 7.7 29 31.9 47 51.6 

 

91 

 

100 

 

The study sought to determine whether the green packaging improves the growth of 

sales in the supermarkets. Majority of the respondents indicated agreement with the 

statement. The number was 83.5% (76) of the respondents. Among the respondents, 

2.2% (2) of them were neutral in their responses while 14.3% (13) of them disagreed. 

The implication of the results is that green packaging contributes are preferred by the 

general consumers which in return contributes to increase in the sales in the 

supermarket. The findings agree with Merton (2016) who stated that green packaging 

is the use of biodegradable materials and manufacturing methods for the packaging of 

goods that have both low impact on both energy consumption and on the 

environment, which leads to increased consumption of such products. 

According to the findings of the study, 79.1% (72) of the respondents agreed that 

green packaging decreases business costs as supermarket conducts its day to day 

operations. Among the respondents, 2.2% (2) of them opted for neutral responses 

while 18.7% (17) of them disagreed with the statement. The results of the analysis 
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suggest that green packaging encourages reuse and recycling of materials hence saves 

the supermarkets on cost as it engages in its daily operations. The findings match 

Steenis et al. (2017) who argued that the role of packaging is to maintain product 

quality, prevent product losses, facilitate transportation and storage and provide 

marketplace differentiation. 

The study aimed to determine whether green packaging guarantees satisfaction of the 

customers at the supermarket. From the findings, 83.5% (76) of them who were the 

majority agreed with the statement. Among the respondents, 7.7% (7) of them were 

undecided while 8.8% (8) of the respondents disagreed with the statement. The results 

suggest that green packaging meets the customers’ needs in the supermarkets hence 

leads to enhanced customer satisfaction. The findings match Auliandri et al. (2018) 

who hold that eco-label and green product value contribute the largest in the 

influencing consumers’ green purchase intention among consumers. 

Relationship between the Variables of the Study 

 

To evaluate the relationship among the variables of the study, Pearson Moment 

Correlation was performed. The Table 4.13 presents the results of the findings. 

Table 4.13: Correlation of the Variables 

 X1 X2 X3 Y1 Y2 Y3 

X1 1      
X2 .012 1     
X3 .035 .031 1    
Y1 -.672 -.924 -.108 1   
Y2 .864 .788 .262 .027 1  
Y3 .742 .347 .726 .021 .013 1 
Correlation is significant at the 0.01 level (2-tailed). 
Where; 
X1-Green Marketing                                    Y1- Normal Running Business Cost 
X2-Green Advertising                                  Y2-Sales Growth 
X3-Green Packaging                                    Y3-Customer Satisfaction 
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Pearson’s 2-tailed correlation was used at a significant level of 0.01. Each of the 

indicators of the independent variable was correlated with the dependent variable 

(Business Performance, that is, business costs, growth of sales and customer 

satisfaction).  

Based on the findings, all the correlation coefficient of the independent variables used 

were found to have a positive influence on the dependent variable. According to the 

findings, it is revealed that Green Marketing (X1), Green Advertising (X2) and Green 

Packaging (X4) are highly correlated with growth of sales (Y2), Business Costs (Y2) 

and Customer satisfaction (Y3) at 0.864, -0.924 and 0.726 respectively. Based on the 

above correlations as shown in Table 4.13, this leads to the conclusion that strategic 

responses used by supermarkets in the CBD have influence on their business 

performance. 

Environmental Awareness and Consumer Behavior 

This study sought to determine the moderating effect of environment and consumer 

behaviour in the relationship between strategic responses and business performance in 

the supermarkets around the CBD. Table 4.14 provides the results of the analysis 

regarding environment awareness and consumer behaviour have moderating effects 

on the relationship between the two variables. 

Table 4.14: Environmental Awareness and Consumer Behaviour 

 
Mode Median Mean Std. Deviation 

Environmental awareness 4.000 4.000 3.714 1.333 

Consumer behaviour 
 

5.000 4.000 3.813 1.276 
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Results in Table 4.13 show that majority of the respondents agreed that environmental 

awareness moderate the relationship between the strategic responses and business 

performance of the supermarkets in the CBD to a great extent. This is supported by a 

mode value of 4.0 and a median value of 4.0. In addition, this is also backed with a 

mean value of 3.714 with a standard deviation of 1.333. The result of the analysis 

implies concerns of the environment dictate the strategic measures of the 

supermarkets that again reflect on the performance in the market. The findings are 

consistent with Omoogun et al. (2016) who stated that environmental awareness 

brings about environment responsibility which again dictates the organization’s 

agenda into shaping its tactics and strategies for the optimal results. 

 

According to the findings of the study, a mode value of 5.0 and a median value of 4.0 

indicates that majority of the respondents agreed that to a great extent consumer 

behaviour moderate the relationship between the strategic responses and business 

performance of the supermarkets in the CBD. This was also backed up with a mean 

value of 3.813 which means that majority of the respondents agreed with the 

statement. The findings suggest that consumer behaviour regulates the strategic 

measures of the supermarkets that again reflect on the performance in the market. The 

findings match that of Birket (2018) who suggested that consumer behaviour 

generally affects the measures, policies and strategies used by an organization that 

then play a key role in its performance and productivity. 

Summary of Key Findings 

Below section presents a summary of the main outcomes of this study. The key 

findings are discussed as below. 
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1. There are strategic responses used by the supermarkets in the CBD in relation 

to banning of plastic bags. The strategic response involved in this study 

included green marketing, green advertising, and green packaging. This was 

backed up with at least 70.4% (64) of the respondents. 

2. There was change in business performance of the supermarkets in the CBD as 

a result of banning of plastic bags. The changes in business performance 

included business running costs, sales and levels of customer satisfactions. 

This accounts for more than 78.1% (71) of the respondents of the study. 

3. Strategic responses used by the supermarkets affect their business 

performance particularly after the ban of plastic bags. This was because the 

strategic responses (green marketing, green advertising. and green packaging) 

increased growth of sales, decreased the business costs and ensured customer 

satisfaction. This was agreed to by more than 79.1% (72) of those who 

participated in the study. 

4. The environment awareness and consumer behaviour have moderating effects 

on the relationship between the strategic responses and business performance 

in the supermarkets. This was backed up with a median value of 4.0 and mode 

value of at least 4.0 which indicates that majority of the respondents agreed 

with this statement. 

Summary  

This chapter has addressed the analysis and presentation of data that were collected 

from supermarkets in the CBD, Nairobi county. The interpretation of findings with 

reference to the research objectives have also been well articulated in this chapter. 
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The chapter has also highlighted a synopsis of the key findings as well as a review of 

the entire chapter. The next chapter looks at a discussion of key findings, conclusion 

and recommendation.  
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CHAPTER FIVE 

DISCUSSIONS, CONCLUSIONS AND RECOMMENDATIONS 

Introduction 

This chapter presents the discussion of findings in relation to the research objectives 

as well as the conclusions and recommendations of the study. The study aimed at 

achieving the following specific objectives: to establish the strategies that 

supermarkets in Nairobi CBD have put in place post the plastic bag ban, to find out 

the changes in business performance in supermarkets in Nairobi City’s CBD post the 

plastic bag ban and to determine the effect of the strategic response on business 

performance in supermarkets in Nairobi as a result of the ban on plastic bags. 

Discussions of Key Findings 

 Strategic responses in the Supermarkets after Plastic Ban 

The study targeted to establish the strategies that supermarkets in Nairobi CBD have 

put in place post the plastic bag ban. The findings of the study revealed that 

supermarkets in Nairobi CBD uses strategic responses post plastic ban in Kenya. The 

strategic responses used by the supermarkets included green marketing, green 

advertising and green packaging. This accounts for at least 70.4% (64) of the persons 

who had participated in the study. The implication of this is that the supermarkets in 

the CBD have decided to strategically respond to the ban of plastic bag usage. This 

indicates that the aim is to ultimately take care of the environment and help in 

conserving it which ensures improved business performance. The findings match 

Locknath and Azeem (2017) who stated that green management has come about as a 

new concept which organizations deliberately apply as a strategy of protecting the 

environment and improving business performance. 
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The study revealed that green marketing used by the supermarkets in the CBD as a 

result of ban of plastic bags included advertising goods based on their environmental 

benefits, eco branding (design of environmentally friendly products) and eco labelling 

(use of labels on products with information of how the products was made). This 

clearly shows that the supermarkets have embraced green marketing just to improve 

the environment and the society at large. The findings are consistent with Ward 

(2018) who holds the view that green marketing is a strategy employed by 

supermarkets whereby products and services are sold to the consumer on the basis of 

the environmental benefit they offer.  

Green advertising used by the supermarkets in CBD post plastic bag ban include use 

of branded packaging bags as an advertising tool and promotion campaigns on 

environmental protection. This implies that green advertising as a responsive strategy 

is used by the supermarkets so as to enhance the conservation of the environment by 

protecting and preserving it. The findings match Schofield (2018) who argued that 

green advertising is defined as a type of advertising that rides on furtherance of the 

environmental protection agenda in selling goods.  

The findings of the study revealed that use of biodegradable bags for packaging and 

reuse of waste for packaging like cartoons are the green packaging strategy used by 

the supermarkets in post plastic bag bans. This indicates that the involved 

supermarkets ensure the reuse of materials that in the long run prevents the 

environment from depletion and overuse. Product packaging that involves materials 

that are harmless to the environment is recommended in the endeavours of conserving 

the wonderful environment that we have. The findings are consistent to Merton 

(2016) who argued that green packaging is the use of biodegradable materials (which 

have little or no effect on the environment) for packaging goods. 
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Changes in business performance in supermarkets in Nairobi City’s CBD post plastic 
bag ban 

 

The study sought to find out the changes in the business performance in supermarkets 

in Nairobi City’s CBD post the plastic bag ban. Based on most of the responses, the 

findings revealed that the changes experienced included reduction of normal business 

running costs, increase in sales and increase in customer satisfaction in the 

supermarkets. This was confirmed by more than 78.1% (71) of the study participants. 

This indicates that the ban of plastic bags has made more business sense and benefit 

to the supermarkets in the CBD. The ban of the plastic bags has affected the cost of 

running normal business for the supermarkets at the Nairobi CBD. This is because the 

study revealed that the ban of plastic bags has resulted to reduction of the normal cost 

of running business in the supermarkets. This shows that the supermarkets have 

experienced positive shift of business as a result of ban of plastic bag usage. The 

findings are consistent with Singh (2012) who holds that change of policies of 

operations in a general or system of the economy contribute to changes in the cost of 

operations either in short-term or long-term basis. 

The sales in the supermarkets of the supermarkets increased as a result of the ban of 

plastic bag usage in the supermarkets. This is because the supermarkets engaged in 

the usage of materials that are people-friendly in that its safeguard the welfare of the 

environment. This then reflects on the increased sales due to increased usage of the 

materials that are accepted and improve the welfare of the environment at large. The 

finding agreed with Seedee (2012) who holds that an alteration of an economic factor 

in the business environment leads to decrease or increase in sales depending on the 

magnitude and type of influence of such a factor. 
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The study also revealed that the ban of plastic bags usage has resulted to the changes 

in the level of customer satisfaction in the supermarkets in the CBD. This is because 

the findings show that the ban of plastic bag usage has contributed to the increase in 

the customer satisfaction. This is as a result of the fact that the usage of 

environmentally friendly materials that encourages the consumers to be willing and 

happy to spend their hard-earned money on such products that are almost harmless to 

the environment. The findings match Sam and Hoshino (2013) who stated that 

inclusion of ethics in production, marketing, advertising and branding of the products 

attracts more consumers which is as a result of their contentment with the 

organizational produce. 

Effect of the Strategic Responses to the ban on plastic bags on Business Performance 
in Supermarkets in Nairobi Bags 

 

The study sought to determine the effect of the strategic response on business 

performance in supermarkets in Nairobi as a result of the ban on plastic bags. The 

study established that green marketing, green advertising and green packaging 

improves the business performance of the supermarkets in the CBD. This accounts for 

more than 79.1% (72) of the respondents of the study. The findings are in agreement 

with Locknath and Azeem (2017) who stated that green management has come about 

as a new concept which organizations deliberately apply as a strategy of protecting 

the environment and improving business performance. 

The findings revealed that green marketing reduces the business running costs, 

increases sales and increases the level of customer satisfaction in the supermarkets. 

This indicate green marketing ensures that business is done in an ethical manner that 

satisfy the customers as they participate in the business cycle hence improve business 

performance in general. The findings are consistent with Solvalier (2010) that green 
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marketing is usually a long period strategy that helps to reduce total costs in the long 

run and may increase company’s competitive image and enhance sales of its products. 

The findings also revealed that green advertising ensures reduction in cost of running 

business, increase in sales and enhancement of customer satisfaction. This is as a 

result of use of branded bags as advertising tool and promotional campaign to 

enhance awareness of the benefit of green advertising. This eventually enables the 

stakeholders of the supermarkets to understand its benefit hence translating to 

improved business performance as a result of their participation. The findings are 

similar to Dessel (2014) that green advertising engages the usages of resources 

efficiently in a manner that increases the sales of the products of a company and 

encourages a strong relationship with the consumers. 

Again, the outcomes of the study showed that green packaging in the supermarkets 

reduces costs of running business, increases sales and improve customer satisfaction. 

This is as a result of usage of biodegradable bags for packaging that can be reused 

enables the supermarkets to be efficient in terms of business and also improves 

customer satisfaction by improving the standards of the environments. The findings 

are similar to Merton (2016) who stated that green packaging is the use of 

biodegradable materials and manufacturing methods for the packaging of goods that 

have  impact on both low energy consumption and on the environment, which leads to 

increased consumption of such products. 

Environmental awareness and consumer behaviour were also found to have 

moderating effect on the relationship between the strategic responses and business 

performance in the supermarkets. This was backed up with a median value of 4.0 and 

mode value of at least 4.0 which indicates that majority of the respondents agreed 

with this statement. This implies that environmental awareness and consumer 
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behaviour dictates the influence of strategic responses on the business performance in 

the supermarkets at the CBD post plastic bag ban. The findings are consistent with 

Omoogun et al. (2016) who stated that environmental awareness brings about 

environment responsibility which again dictates the organization’s agenda into 

shaping its tactics and strategies for the optimal results. 

Conclusion 

The purpose of this study was to determine the effect of strategic responses on the ban 

of plastic bags on business performance in supermarkets in Nairobi CBD, Kenya. 

From this study, it was concluded that strategic responses were used by the 

supermarkets in the CBD in relation to banning of plastic bags. The strategic response 

involved in this study included green marketing, green advertising and green 

packaging.  

It was also concluded that there were change in business performance of the 

supermarkets in the CBD as a result of banning of plastic bags. The changes in 

business performance included business running costs, sales and levels of customer 

satisfactions.  

Conclusion was made that the strategic responses used by the supermarkets affect 

their business performance particularly after the ban of plastic bags. This was because 

the strategic responses (green marketing, green advertising and green packaging) 

increased growth of sales, decreased the business costs and ensured customer 

satisfaction.  

Finally, it was concluded that environment awareness and consumer behaviour have 

moderating effects on the relationship between the strategic responses and business 

performance in the supermarkets. 
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Recommendations 

The recommendations of this study are discussed as below: 

It is recommended that supermarkets invest heavily on research and development 

sector in perspective of consumer behaviours after the ban of plastic bags usage. This 

would ensure that the supermarkets understand the consumers better hence formulate 

policies that would improve their performance. This would be beneficial to the 

supermarkets and suppliers who would reap more returns as a result of this. The 

findings of such researches would also be beneficial to the academic sector for the 

purpose of comparison and generalization of the findings. 

The study also recommends that intensive awareness and campaign be conducted on 

the benefit of the usage of biodegradable materials in the supermarkets. This would 

enhance the safety of the environment hence enable a clean country for the benefit of 

the government of the day. 

Recommendation is also made that the supermarkets ought to enhance their customer 

services at timely attend to consumers need. This would have effect on consumer 

behaviour would then promote the agendas of the supermarkets. Beside the 

supermarkets, the suppliers would benefit as a result of increased of the consumption 

of their products. 

Finally, the supermarkets should work together in synergy to influence the 

participation of the consumers in regard to usage of the biodegradable materials. This 

would play a big part in convincing the consumers to engage in usage of these 

materials. This would be beneficial to the supermarkets and suppliers by earning more 

profits out of this. 

 

Daystar University Repository

Library Archives Copy



 

79 

 

Recommendations for Further Research 

The researcher recommends that a similar study be conducted in any other 

supermarkets outside the Nairobi CBD regarding the strategic responses and business 

performance. The outcome of such a study would enable the comparison of findings 

which would help in the corroboration of findings that would be important to the 

supermarkets in Kenya. Similarly, another study can be conducted on specific 

strategic responses (such as green marketing, green advertising and green marketing) 

and how the same affects the performance of organizations in other industries. These 

studies would help in the generalization of the findings regarding the variables of the 

study. 
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APPENDICES 

Appendix A: Researcher’s Letter of Introduction to Participants 

 

Dear Respondent, 

I am a Daystar University student undertaking a Master’s degree in Business 

Administration (Strategic Management). As part of the requirement of my program, I 

am carrying out a study on EFFECT OF STRATEGIC RESPONSES TO THE BAN 

OF PLASTIC BAGS ON BUSINESS PERFORMANCE IN SUPERMARKETS IN 

NAIROBI CENTRAL BUSINESS DISTRICT, KENYA. To achieve this, you have 

been invited to participate in this academic research by filling out the questionnaire. 

The information obtained will be used for academic purposes only and will remain 

confidential. The results obtained from the survey will be presented in summary form 

and will not disclose any individual or company information.  
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Appendix B: Questionnaire 

 

Section A. Personal Details. Tick as appropriate. 

1. Gender:    Male (   )               Female (   ) 

2. Kindly indicate your current job role?  

Top management (  )        Middle management (   )     Operations (   ) 

3. How long have you worked in the supermarket?  

      0 – 2 years (  )     3 – 5 years (   )     More than 5 years  (    ) 

Section B: Strategic Responses 

4. The following are some of the strategies which have come into play as a result of 

the plastic bag ban. Kindly indicate the extent to which they are utilized in your 

supermarket. Please indicate with a tick in the relevant column. Rate on a 5 point 

scale where; 1 = Strongly Disagree, 2 = Disagree,  3 = Neutral, 4 = Agree 5 = 

Strongly Agree 

Strategy – Green Marketing 1 2 3 4 5 

 Advertising goods based on their environmental benefits.      

Eco branding (Design of products that are harmless to the 

environment 

     

Eco labelling (Use of labels on products with information 

of how the product was made) 
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Strategy – Green Advertising 1 2 3 4 5 

Use of branded packaging bags as an advertising tool      

Promotion campaigns on environmental protection      

Strategy – Green Packaging 1 2 3 4 5 

Use of biodegradable bags for packaging      

Reuse of waste for packaging (e.g. cartons)      

 

Section C: Business Performance 

5. To what extent do the following aspects of business performance reflect your 

organization’s current performance since the plastic ban effected? Please indicate 

with a tick in the relevant column. Rate on a 5-point scale where; 1 = Strongly 

Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree 5 = Strongly Agree 

Strategy 1 2 3 4 5 

There has been a decrease in normal business running costs      

There has been in increase in sales in our supermarket      

There has been an increase in customer satisfaction in our 

supermarket 

     

 

Section D: Effects of Strategic Responses on Business Performance 

6. To what extent have the following strategies affected your sales? Please indicate 

with a tick in the relevant column. Rate on a 5-point scale where; 1 = Strongly 

Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree 5 = Strongly Agree 
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(i) Green marketing on Business Performance 

Strategy – Green Marketing 1 2 3 4 5 

Green marketing increases the growth in sales in the supermarket       

Green marketing decreases the business costs as organization 

conducts its daily operations 

     

Green marketing ensures customer satisfaction      

 

(ii) Green Advertising on Business Performance 

 

Strategy – Green Advertising 1 2 3 4 5 

Green advertising increases the growth in sales in the 

supermarket 

     

Green advertising decreases the business costs as organization 

conducts its day to day operations 

     

Green advertising guarantees customer satisfaction at the 

supermarket 

     

 

(iii) Green Packaging on Business Performance 

Strategy – Green Packaging 1 2 3 4 5 

Green packaging improves the growth in sales in the 

supermarket 

     

Green packaging decreases the business costs as supermarket 

conducts its day to day operations 
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Green packaging guarantees satisfaction of customers at the 

supermarket 

     

 

Section E: Environmental awareness and Consumer Behaviour 

This section of the questionnaire sought to determine the extent that environmental 

awareness and consumer behaviour affect the relationship between strategic responses 

and business performance in the supermarket? Please indicate with a tick in the 

relevant column. Rate on a 5 point scale where; 1 = Not at all, 2 = Little extent,   = 

Moderate Extent, 4 = Great Extent 5 = Very great extent 

 Not at 

all (1) 

Little 

Extent     

( 2 ) 

Moderate 

Extent  

(3) 

Great 

Extent    

(4) 

Very 

Great 

Extent (5) 

Environmental 

awareness 

     

Consumer Behaviour      
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Appendix C: Ethical Clearance 
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Appendix D: Research Permit 
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