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3.2.  Accessibility of food 
For consumers in Kathmandu, small local 
shops remain the key place of purchase for 
all consumers, followed by speciality stores 
(bakeries, dairies, etc. – 85 percent), mobile 

door-to-door vendors (64 percent), street 
vendors (58 percent), permanent wet markets  
(58 percent) and temporary wet markets               
(55 percent) (Figure 9). 

FIGURE 9.
Distribution of consumers’ preferred retail outlets (N=450) 
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For low-income households (monthly income 
less than NPR 20 000 per month), small local 
shops, speciality stores (bakeries, dairies, etc.), 
mobile door-to-door vendors, wet markets 
and street vendors were preferred (Figure 10). 
Similar preferences were noted by respondents 
belonging to households within the income 

group of NPR 20 000 to 50 000 per month.                 
For households in the high-income groups     
(NPR 50 000 to 100 000 per month and above 
NPR 100 000 per month), grocery stores were 
also reported as the preferred retailers, in 
addition to the ones mentioned earlier in this 
paragraph.

Source: Authors’ own elaboration.
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The majority of the participants did their 
daily shopping at small local shops
(Figure 12). Participants frequented street 
vendors, permanent and temporary wet markets, 

and speciality stores (bakeries, dairies, etc.) 
at least two to six times in a week. Monthly 
shopping was done at grocery stores and 
government ration shops. 

FIGURE 12.
Distribution of frequency of food purchases from the retailer (N=450).

The majority of the respondents preferred walking as a means of transportation to purchase food from 
retailers (Figure 13).

FIGURE 13.
Preferred means of transportation to access retail outlets (N=450)
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Source: Authors’ own elaboration.
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FIGURE 21.                                                                                                                                             
Distribution of nutritional awareness, information received about healthy diets and actions changed by 
the consumers (N=450)

NGO (n=13), 2.9

Received messages 
via social media 

(n=103), 22.9

Respondents not changing 
their actions following the 

provision of information (n=36), 8.0

Government (n=6), 1.3

Source: Authors’ own elaboration.
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The majority of retailers selling milk, meat and 
poultry and fried snacks reported repurchasing 
these food items on a daily basis (Figure 23). 
Most of the food items in the following groups 
were repurchased two to three times per month, 
as follows: eggs (44 percent), packaged foods 
(42 percent) and beverages (44 percent). Most 
fruits (44 percent) were repurchased two to 
six times per week, while most vegetables              
(32 percent) were repurchased once a week. 
Most snack foods (30 percent) were repurchased 
once a month. 

FIGURE 23.
Distribution of food items and repurchasing frequency by retailers (N=297)
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Food group Food items Frequency (%)

Milk Milk 21 (38.2)

Milk products Condensed milk -

Paneer 4 (7.3)

Meat and poultry Meat and poultry 2 (3.6)

Eggs Eggs 23 (41.8)

Packaged food Packaged foods 
(biscuits, crisps)

33 (60.0)

Fried snacks Fried snacks 
(samosas, 
namkeen, chaat)

9 (16.4)

Other snack foods Local sweets 9 (16.4)

Bakery products 11 (20.0)

Beverages Soft drinks 32 (58.2)

Source: Authors’ own elaboration.

Source: Authors’ own elaboration.
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For most of the staple products, the main 
source of purchase for retailers were wholesalers         
(83 percent) and traders (28 percent)  
(Figure 24). Milk was mostly procured from 
traders (33 percent) and wholesalers  

(19 percent). Wholesalers were also the 
main source of purchase for most fresh fruits 
and vegetables, eggs, packaged foods and 
beverages (soft drinks). 

FIGURE 24.                                                                                                                                             
Distribution of retailers’ main sources of food purchase, by food system actor (N=297) 
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Closed and open vehicles, two-wheelers, 
bicycles and headload were used to transport 
food products to the retailers (Figure 25). Staples 
and pulses were mostly transported via closed 
vehicles. Milk was transported through open 
vehicles. Fruits were transported through both 

open and closed vehicles, whereas vegetables 
were transported through two-wheelers, bicycles 
and closed vehicles. Packaged foods are mostly 
transported via closed vehicles. Beverages (soft 
drinks) were transported by open vehicles. 
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Source: Authors’ own elaboration.
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FIGURE 25.                                                                                                                                             
Mode of transportation of food items from suppliers to retailers (N=297)

As expected, the greatest proportion of food 
products (99 percent) across all food groups 
were sold primarily to consumers by the retailers. 
Sales of most (72 percent) of the food products 

were expected to be consistent in 2021. The 
most common reasons for changes in sales 
expectations were previous sales experience and 
the COVID-19 pandemic.

FIGURE 26.                                                                                                                                             
Distribution of retailers’ sales expectations for the same time the following year (2021) (N=297)
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4.2.  Marketing and regulation 
Among formal retailers, the most common food items advertised were soft drinks (40 percent)   
(Figure 27).

FIGURE 27.                                                                                                                                             
Percent distribution of common food items advertised by formal retailers (N=57 food products) 

The most desired areas to advertise were outside the retail outlet (doors, windows, walls, fences and 
parking lots: 53 percent) and the entrance (16 percent) – see Figures 28 and 29.

FIGURE 28.                                                                                                                                             
Distribution of total food and beverage products advertised by formal retailers (N=57 food products)
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Source: Authors’ own elaboration.



Urban food system and nutrition assessment in Kathmandu, Nepal – Project report

36

FIGURE 29.                                                                                                                                             
Distribution of food and beverage products advertised by formal retailers, by place of advertisement 
(N=57 food products)
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FIGURE 32.                                                                                                                                             
Self-reported food losses at the retail level (N=297 food products)

Retailers noted the following reasons for 
products not being sold: products failed to meet 
retailer’s expectations, products do not sell, and 
product spoilage. The unsold products, across 
food groups, were mostly brought home for 
consumption, discarded as waste or used as 
fodder. 

To reduce loss of food products across food 
groups, retailers noted improving storage 
facilities (41 percent), sourcing good-quality food            
(28 percent), and reducing damage caused by 
rodents, insects and other pests (32 percent) as 
the most common strategies employed. 

For staple products and pulses, retailers’ most 
sought-after strategies to reduce food loss were 
reducing damage from rodents, insects and 
pests (67 percent), improving storage facilities 
(50 percent) and sourcing good-quality foods 
(31 percent). For vegetables, the most common 
strategy included sourcing good-quality foods 
(44 percent). For fruits, common strategies 
included: reduction in damage caused by 
rodents, insects and other pests, improvements 
in storage facilities, improvements in packaging, 
and sourcing good-quality foods. 
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FIGURE 35.
Percent distribution of food groups and sources of purchase of traders, wholesalers and processors 
(N=95 food products)

Traders, wholesalers and processors noted 
that for approximately 50 percent of the food 
products, there were no problems with the 

supplier. However, price volatility was considered 
to be an issue for actors managing staples, 
pulses, fruits and vegetables.

FIGURE 36.
Percent distribution of major problems with suppliers faced by traders, wholesalers and processors 
(N=95 food products)

Traders, wholesalers and processors mainly sold their products to other food retailers (95 percent) 
followed by consumers (87 percent), across all food groups (Figure 37).
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FIGURE 39.
Crops cultivated during the rabi season, according to farm size (N=45)  
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The unsold crops during the rabi season were 
mostly used for home consumption by all 
farmers, followed by donating them to others. 
Most farmers sold their produce directly to 

consumers (41 percent), followed by traders 
and distributors (31 percent) and wholesalers           
(29 percent). 

FIGURE 40.
Distribution of farmers’ primary place for selling crops in the rabi season (N=45) 

Ninety-seven percent of the farmers cultivated the crops because of their knowledge, followed by     
63 percent who cultivated due to weather. 
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6.  GEO-MAPPING OF KEY FOOD SYSTEM ACTORS 
AND AVAILABILITY OF KEY FOOD GROUPS IN 
KATHMANDU 

FIGURE 46.                                                                                                                                             
Distribution of farmers, traders, wholesalers and retailers by survey type in Kathmandu

Source: SurveyCTO & Batchgeo, 2020. 

Farmers

Wholesalers Processors Traders and 
intermediaries

Informal retailer Formal retailer Food service outlets

Note: The geo-mapping was captured through the SurveyCTO Android Application & Batchgeo. 
SurveyCTO collects GPS coordinates using the device’s built-in GPS function.
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FIGURE 47.                                                                                                                                             
Distribution of farmers, traders, wholesalers and retailers by food group in Kathmandu

Source: SurveyCTO & Batchgeo, 2020.
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