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«Please, draw me an apple !»:
children’s relationship with marketing standards 

and «ugly» responsible products

Abstract

 Several products are discarded by supermarkets because theyare not matching with the aesthetically 
standardized criteria. Nevertheless, in an ecological perspective and for new business opportunities, supermarkets have 
recently decided to change their marketing norm in proposing a new offer called: “ugly products”.This research focuses 
RQ�FKLOGUHQ¶V�UHFHSWLYHQHVV�EHFDXVH�WKH\�FRXOG�EHFRPH�LQÀXHQFHUV�DQG�IXWXUH�FRQVXPHUV��$�TXDOLWDWLYH�VWXG\�KDV�EHHQ�
performed resulting in 18individual interviews and drawings of French children aged 8 to 12 years. Results highlight the 
existence of an implicit norm and the negative consequences of a rupture with it. This research helps to understand how 
this transgression of the aesthetic norm must be realized.
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Introduction

� 0DQ\�DXWKRUV�KDYH�KLJKOLJKWHG�WKDW�UHWDLOHUV�KDYH�PHDQV�RI�LQÀXHQFLQJ�VRFLDO�DQG�HQYLURQPHQWDO�VXVWDLQDELOLW\ 
�5LWFK��������IRU�H[DPSOH�ZLWK�RUJDQLF�SURGXFWV��:LHVH�HW�DO���������ODEHOV��%H]DZDGD�DQG�3DXZHOV�������RU�VXVWDLQDEOH�
WUDQVSRUW�DQG�ORJLVWLF�%M|UNOXQG�HW�DO��������+RZHYHU��WKHLU�DHVWKHWLF�FULWHULD�WRGD\�UHSUHVHQWD�VLJQL¿FDQW�IRRG�ZDVWH�����WR�
����SULRU�WR�WKH�FRPPHUFLDOL]DWLRQ�SURFHVV1���6RPH�RI�WKHVH�SURGXFWV�DUH�XVHG�WR�PDNH�VRXSV��FRPSRWHV��RU�IUXLW�MXLFHV��
EXW�PDQ\�GR�QRW�¿QG�RXWOHWV2�7KXV��WKLV�DHVWKHWLF�VWDQGDUG�RI�UHWDLOHUV�MHRSDUGL]HV�WKH�VXVWDLQDELOLW\�RI�SURGXFWV�DQG�PRUH�
precisely the reduction of food waste. In a context where consumers are expecting more responsible behavior,several 
retailers have decided to change this standard.Since 2014, supermarkets3 propose a new offer of products called “ugly” 
�DSSHQGL[�����7KLV�RIIHU��GLVWRUWHG�DQG�XQVLJKWO\�SURGXFWV��FRQFHUQVGLIIHUHQW�FDWHJRULHV�EXW�PDLQO\�IUXLWV�DQG�YHJHWDEOHV�
� +DQDQ�DQG�0RXOLQV��������KDYH�KLJKOLJKWHG�WKDW�UHJXODU�FXVWRPHUV�UHMHFW�WKHVH�SURGXFWV�HYHQ�ZKHQ�WKH\�VXSSRUW�
the “no waste” approach.Thus, given the low level of interest in this more responsible standard, it is interesting to focus 
on the receptivity of children.The purpose is to know how an offer, which breaks the usual aesthetic standards of the 
supermarketfor less food waste, is perceived by children and how to communicate on it. To answer this question, the 
SV\FKRORJLFDO�PHFKDQLVP�VSHFL¿F�WR�WKH�XQDHVWKHWLF�ZLOO�EH�VWXGLHG��DV�ZHOO�DV�KRZ�WR�PRGLI\�WKH�YDOXH�RI�WKHVH�SURGXFWV�
� 7KH� EHQH¿W� RI� WDUJHWLQJ� FKLOGUHQ� LV� WKUHHIROG�� &KLOGUHQ� FRQVWLWXWH� DSULPDU\PDUNHW� �WKH� FKLOGLVFRQVXPLQJ��� DQ�
LQÀXHQFLQJPDUNHW��FKLOG�LQÀXHQFHV�WKH�SXUFKDVH�RI�KLV�KHU�SDUHQWV��DQG�D�IXWXUH�PDUNHW��0F1HDO���������6WXG\LQJ�FKLOGUHQ�
is very interesting as it remains easier to initiate habits very early in the consumer’s life, rather than making those changes 
ODWHU��6XFK�FKLOGKRRG�KDELWV��LQ�DGGLWLRQ��EHFRPH�SHUPDQHQW�DV�WKH�FRQVXPHUV�JURZ��0RVFKLV���������,Q�FRQFUHWH�WHUPV��
FKLOGUHQ�DUH�WR�EH�FRQVLGHUHG�KHUH�DV�SRWHQWLDO�DFWRUV�RI�FRQVXPSWLRQ��IXWXUH�FRQVXPHUV��DV�ZHOO�DV�SRWHQWLDO�VRFLDO�DFWRUV�
�VRFLDOL]DWLRQ�DJHQWV��ZKR�FDQ�HQFRXUDJH�WKLV�PDUNHWLQJ�FKDQJH�
� 7R�GR�VR�� LQ� WKH�¿UVW�SDUW�RI� WKLV�DUWLFOH�ZH�ZLOO�JLYH�DQ�RYHUYLHZ�RI� WKH�SHUWLQHQW� OLWHUDWXUH�FRQFHUQLQJ�FKLOGUHQ�
sensibility to ecological problems, food aesthetic standards and socialization. After outlining the methodology, the results 
will be presented. Finally, discussion and contributions will be addressed.

Conceptual framework

� &RQVXPLQJ�³XJO\�SURGXFWV´�UHSUHVHQWV�D�VSHFL¿F�FDVH�DPRQJ�WKH�PHDVXUHV�WR�UHGXFH�ZDVWH��DV�LW�GRHV�QRW�LPSO\�
WKH�WKURZLQJ�DZD\��KRXVHKROGV¶�SURGXFWLRQ�RI�IRRG�ZDVWH��RI�ZKDW�LV�LQ�WKH�UHIULJHUDWRU��EXW�WKH�LQYROYHPHQW�RI�RQHVHOI�PRUH�
SUHFLVHO\�LQ�D�V\VWHPLF�SHUVSHFWLYH��³8JO\�SURGXFWV´�DUH�UHODWHG�WR�WZR�GLIIHUHQW�¿HOGV��HFRORJ\��IRRG�ZDVWH��DQG�DHVWKHWLFV��
%HVLGHV�� LW� LV� LPSRUWDQW� WR�VSHFLI\� WKDW� WKH�FKLOG� LV�FKDUDFWHUL]HG�E\� WKH� IDFW� WKDW�KH�VKH� LV� LQ�GHYHORSPHQW� �3LDJHW�DQG�
,QKHOGHU�������E\�D�VWURQJ�DIIHFWLYH�GLPHQVLRQ�DQG�E\�VRFLDOL]DWLRQ��:DUG��������6R�FRQVLGHULQJ�FKLOGUHQ�DUH�DFTXLULQJ�
skills, knowledge and attitude relevant to become consumers, ecology and aesthetics have to be investigated also from the 
socialization point of view. 

 Socialization
� :H�DUH�QRW�ERUQ�FRQVXPHU��ZH�EHFRPH�FRQVXPHU��7KXV�HYHQ�LI�WKH�FKLOG�LV�WKH�VXEMHFW�RI�VWXGLHV�ZKRVH�DLP�LV�WR�
XQGHUVWDQG�KLV�KHU�LQÀXHQFH��LW�LV�FOHDU�WKDW�WKH�FKLOG�OHDUQV�VWDQGDUGV�RI�FRQVXPSWLRQ��'XULQJ�FKLOGKRRG��VRFLDOL]DWLRQ�LV�WKH�
VXEVWUDWXP�RI�WKH�IXWXUH��0RVFKLV�������'XULQJ�WKLV�SHULRG��VRFLDOL]DWLRQ�UHPDLQV�PRUH�VWUXFWXULQJ�WKDQ�GXULQJ�DGXOWKRRG��
:DUG��������GH¿QHV�VRFLDOL]DWLRQ�DV�©�SURFHVVHV�E\�ZKLFK�\RXQJ�SHRSOH�DFTXLUH�VNLOOV��NQRZOHGJH��DQG�DWWLWXGHV�UHOHYDQW�
WR� WKHLU� IXQFWLRQLQJ� DV� FRQVXPHUV� LQ� WKH�PDUNHWSODFH� ª�� 7KH� DXWKRUV� �H�J�0XUDWRUH� ������ FRQVLGHU� WKDW� WKHUH� VHYHUDO�
IDFWRUV��(DFK�RI�WKHP�JHQHUDWHV�D�SDUWLFXODU�IRUP�RI�LQÀXHQFH�RQ�WKH�FKLOG¶VRFLDOL]DWLRQ��IDPLO\��SHHUV��PHGLD�DQG�VFKRRO�
� 5HJDUGLQJ�HQYLURQPHQWDO�VRFLDOL]DWLRQ��L��H��WKH�SURFHVV�RI�OHDUQLQJ�SUR�HQYLURQPHQWDO�EHKDYLRXUV��WKURXJK�WKH�
DFTXLVLWLRQ�RI�UHOHYDQW�VNLOOV��NQRZOHGJH��DQG�DWWLWXGHV���6HYHUDO�VWXGLHV�LQ�WKH�¿HOG�RI�WKH�HQYLURQPHQW�KDYH�VKRZQ�WKDW�
FKLOGUHQ¶V�DWWLWXGHV�WR�HQYLURQPHQWDO�LVVXHV�DUH�LQÀXHQFHG�E\�WKHLU�SDUHQWV��5LWFK�DQG�%URZQOLH��������+RZHYHU��LW�PXVW�EH�
QRWHG�WKDW�SDUHQWV¶�LQÀXHQFH��ZKHQ�LW�H[LVWV��GRHV�QRW�JLYH�WKH�PDLQ�H[SODQDWLRQ�RI�HQYLURQPHQWDO�DZDUHQHVV��0HHXVHQ�
�������7KLV�DOORZV�XV�WR�WKLQN�WKDW�RWKHU�DJHQWV�RI�VRFLDOL]DWLRQ�SOD\�D�PDMRU�UROH��
� 6HYHUDO�UHFHQW�VWXGLHV��H��J��0HHXVHQ�������VXJJHVW�WKDW�VFKRRO�PD\�HQKDQFH�WKH�HQYLURQPHQWDO�NQRZOHGJH�RI�
FKLOGUHQ��WKDW�LQ�WXUQ�PD\�DIIHFW�WKHLU�EX\LQJ�GHFLVLRQV��)RU�*HQWLQD�DQG�0XUDWRUH���������SXSLOV�ZKR�IROORZHG�D�SURJUDP�RU�

1 Despite their abnormal shape, they have the same quality as any other and have followed the same production process
2 In France, every year 17 football stadiums are wasted
3 7KH�¿UVW�VXSHUPDUNHW�ZDV�³,QWHUPDUFKp´�WKHQ�VHYHUDO�UHWDLOHUV��&DUUHIRXU��0RQRSUL[�RU�$XFKDQ��GLG�WKH�VDPH�
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D�FRXUVH�UHODWHG�WR�HQYLURQPHQW��DUH�VLJQL¿FDQWO\�LQÀXHQFHG�E\�WKHP��7KHLU�PRWKHUV�DUH�HYHQ�PRUH�OLNHO\�WR�WKLQN�WKDW�VFKRRO�
SOD\V�D�PDMRU�UROH�LQ�LQIRUPLQJ�FKLOGUHQ�DERXW�HQYLURQPHQWDO�LVVXHV��,Q�DGGLWLRQ�WR�WKHVH�FRXUVHV��VFKRROV�DUH�LPSOHPHQWLQJ�
PRUH�DQG�PRUH�HQYLURQPHQWDO�SURJUDPV�XUJLQJ�SXSLOV�WR�EH�HFR�IULHQGO\��UHF\FOH��GR�QRW�ZDVWH«���7KH�UHDVRQLQJ�LV�WKDW�
LI�FKLOGUHQ�EHKDYH�WKLV�ZD\�DW�VFKRRO��WKH\�ZLOO�PDLQWDLQ�WKLV�EHKDYLRXU�DW�KRPH��WKURXJK�JHWWLQJ�LQWR�D�NLQG�RI�URXWLQH�RU�
JDLQLQJ�FRQYLFWLRQ��DQG�ZLOO�LQ�WKHLU�WXUQ�EH�DJHQWV�RI�VRFLDOL]DWLRQ��1HYHUWKHOHVV��DFFRUGLQJ�WR�%RHYH�GH�3DXZHW�DO���������
pro-environmental programs implemented at school seem to increase children’s environmental involvement more from a 
cognitive point of view than a behaviour one. 

 Resocialization
� (YHQ� LI�VWXGLHV�FRQFHUQLQJ�FKLOGUHQ¶V�HFRORJLFDO�UHVRFLDOL]DWLRQ�SUHVHQW�PL[HG�UHVXOWV��*URQKRM�DQG�7KRJHUVHQ�
�����DQG��������UHFHQW�RQHV�VHHP�WR�RIIHU�WKH�VDPH�NLQG�RI�UHVXOWV��*HQWLQD�DQG�0XUDWRUH�������ZKLFK�LV�WKDW�DQ�HFRORJLFDO�
resocialization exists. Ecological resocialization refers to the process where parents learn from their children about pro-
HQYLURQPHQWDO�FRQVXPSWLRQ�EHKDYLRXU��/DUVVRQ�HW�DO���������6XFK�D�SURFHVV�RI�UHVRFLDOL]DWLRQ�FDQ�EH�TXDOL¿HG�DV�DFWLYH�
�LQWHUDFWLRQ�� DQG�RU� SDVVLYH� �REVHUYDWLRQ��� *HQWLQD� DQG�0XUDWRUH� ������� UHYHDOHG� WKDW� WKH\� ³DUH� DFWLYH� SDUWLFLSDQWV� LQ�
decisions about household consumption in relation to pro-environmental issues. However, parenting style and the frequency 
RI�FRPPXQLFDWLRQ�DUH�FOHDUO\�GHFLVLYH�WR�WKH�H[WHQW�RI�WKH�NLGV¶�LQÀXHQFH�RQ�SUR�HQYLURQPHQWDO�SDUHQWDO�FRQVXPSWLRQ´��

 Aesthetic standards
 The concept of aesthetics was not initially targeting manufactured products. Indeed, the ability to appreciate 
aesthetically a product implied the compulsory independence of considerations linked to its use. Marketing literature is 
JHQHUDOO\�DVVXPLQJ�WKDW�WKH�DHVWKHWLF�YDOXH�RI�D�SURGXFW�KDV�D�SRVLWLYH�LPSDFW�RQ�WKH�JOREDO�SUHIHUHQFH�DQG�WKH�¿QDO�FKRLFH�
RI�FRQVXPHUV��&UHXVHQ�DQG�6FKRRUPDQV�������7KH�GHWHUPLQLQJ�UROH�RI�VHQVRU\�HOHPHQWV� LQ� WKH�FRQVXPHU¶V�GHFLVLRQ�
PDNLQJ�SURFHVV��-DQVVRQ�%R\G�DQG�0DUORZ��������HVSHFLDOO\�IRU�IRRG��FDQ�EH�H[SODLQHG�E\�WKHLU�LPSDFW�RQ�IXQFWLRQDO�DQG�
symbolic representations of the product. The visual aspect of the product conveys, for the consumer, information about the 
SURGXFW¶V�JXVWDWLYH�TXDOLW\��7KLV�UHÀH[�RI�WKH�FRQVXPHU�LV�H[SODLQHG�E\�WKH�LPSRVVLELOLW\�WR�WDVWH�IRRG�SURGXFWV�EHIRUH�EX\LQJ�
them. 
� 7KH�FRQFHSW�RI�LQFRUSRUDWLRQ��OLWHUDOO\�DQG�HW\PRORJLFDOO\�³LQWR�WKH�ERG\´��UHODWHV�WR�WKH�³PDJLF�WKLQNLQJ´�GHDOW�E\�
DQWKURSRORJLFDO�VWXGLHV�UHODWHG�WR�IRRG��)LVFKOHU�������DQG�SOD\V�D�IXQGDPHQWDO�UROH�LQ�HDWLQJ��7KH�FRQVXPHU�±�WKH�HDWHU�±�
FRQVLGHUV�WKDW�KH�RU�VKH�DFTXLUHV�WKH�SURSHUWLHV�RI�WKH�IRRG�SURGXFW��³ZH�DUH�ZKDW�ZH�HDW´��5XPLDWWL�DQG�)RURQL������LV�SDUW�
of the fundamental beliefs of our society. It is consequently not only about health, as Hippocrates mentioned, “let food be 
\RXU�¿UVW�PHGLFLQH´��RU�DERXW�VDIHW\��EXW�DOVR�DERXW�LGHQWLW\�DQG�VHOI�FRQVFLRXVQHVV��7KHVH�UHDFWLRQV�DUH�FROOHFWLYH�EHOLHIV�
as valid among adults as children and transmitted via food socialization. Children will in this way acquire consumption 
standards, knowledge, tastes and food preferences transferred from parents, especially. Moreover, children learn eating 
SUDFWLFHV�WKDQNV�WR�VRFLDO�LQWHUDFWLRQV�³ZLWKLQ�GLIIHUHQW�VRFLDOL]DWLRQ�FRQWH[WV´��+HPDU�1LFRODV�HW�DOLL���������2QH�FRQWH[W�
feeding another one. So children will also, through the phenomenon of reverse socialization, be the introducers of new 
SURGXFWV�WR�WKHLU�IDPLOLHV��$\DGL�DQG�%UpH��������7KHVH�HDWLQJ�SUDFWLFHV�FRYHULQJ�ERWK�QXWULWLRQDO��HPRWLRQDO�DQG�VRFLDO�
H[SHULHQFHV�DQG�FRQWULEXWLQJ�WR�WKH�FKLOG�IRRG�ZHOO�EHLQJ��+pPDU�1LFRODV�DQG(]DQ�������

Methodology

 Recruitment and tested product
� $�TXDOLWDWLYH�VXUYH\��VHPL�GLUHFWLYH� LQWHUYLHZV�DQG�GUDZLQJV��ZDV�FRQGXFWHG�DPRQJ����)UHQFK�FKLOGUHQ��DJHG�
��WR����:H�FKRVH�FKLOGUHQ�DW�WKH�³FRQFUHWH�RSHUDWLRQDO�VWDJH´��DJHG��௅�����DV�GHVFULEHG�E\�3LDJHW�DQG�,QKHOGHU��������
7KH�SDUWLFLSDQWV�ZHUH����ER\V�DQG���JLUOV�DQG�WKH\�OLYH�LQ�)UDQFH�,W�ZDV�LPSRUWDQW�WR�GH¿QHZKLFKZRXOGEH�WKH�FDWHJRU\�
RI�SURGXFW� LQ� WKLVVWXG\��$PRQJSURGXFWVUHODWHG� WR� WKH�RIIHU�RI�©�XJO\SURGXFWV�ª�� IUHVKSURGXFWV�KDYH�EHHQ�VHOHFWHG��7KLV�
FDWHJRU\�KDV�EHHQ�UHSUHVHQWHG�E\�DSSOHVEHFDXVH�WKH�$JULPHUVWXG\��������VKRZV�WKDW�)UHQFK�SHRSOH�EX\�PRUH�RIWHQ�IUXLWV�
WKDQYHJHWDEOHV�����YV�������DQG�WKDWDSSOHV�DUH�PRUH�RIWHQFKRVHQ�RQ�D�\HDUO\�EDVLV���&KLOGUHQ�ZHUH�VHOHFWHG�DFFRUGLQJ�
to their age, gender criteria, social category and consumption of apples. Particular attention was paid to verify not only 
that the selected children liked and consumed apples but also to check that “ugly products” have never been bought. The 
children were also not exposed to the advertising of “ugly” products. The interviews were between 60 and 75 minutes in 
length and were conducted privately at home in order to facilitate informant openness. 
 
 Proceedings
� $�VHPL�VWUXFWXUHG� LQWHUYLHZ�JXLGH�EDVHG�RQ� WKH�'LPHQVLRQDO�4XDOLWDWLYH�5HVHDUFK� �'45��DSSURDFK�RI�&RKHQ�
�������ZDV�DFKLHYHG��,QGHHG�DFFRUGLQJ�WR�&RKHQ��������³�'45�UHSUHVHQWV�D�FRPSUHKHQVLYH�DQG�V\VWHPDWLF�PRGHO�IRU�
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DSSURDFKLQJ�DQG�XOWLPDWHO\�UHDOL]LQJ�WKH�REMHFWLYHV�W\SLFDOO\�VHW�LQ�D�TXDOLWDWLYH�UHVHDUFK´��&RKHQ������7KH�'45�KDV�EHHQ�
gradually applied according to the topics covered. For instance, the DQR has been declined through the theme of “apple” 
WKHQ�RI�³WKH�XJO\�DSSOH´��ZLWKRXW�WHOOLQJ�WKDW�LW�ZDV�DQ�³XJO\´�SURGXFW��WKHQ�H[SODLQLQJ�ZKDW�LV�DQ³XJO\´�DSSOH��DQG�VR�IRRG�
waste, advertising about these products…). So the DQR has been applied several times in the interview according to the 
WRSLF�LQYROYHG�6SHFL¿FDOO\��WKH�LQWHUYLHZ�IRFXVHG�RQ�¿YH�GLPHQVLRQV��'45���KHUH�DUH�VRPH�H[DPSOHV�SUHVHQWHG�DFFRUGLQJ�
to the dimensions but not necessarily in the order of the interview guide.
 
 Behavior:� 7HOO�PH� DERXW� \RXU� QRUPDO� URXWLQH�ZKHQ� \RX� JR� VKRSSLQJ� DSSOHV�� 7HOO�PH� DERXW� KRZ� \RX� FKRRVH�
DQ� DSSOH"�����:RXOG� \RX� HDW� �EX\�� DVN� \RXU� SDUHQWV� WR� EX\�� WKLV� DSSOH� �XJO\� RQH�"� �� :K\� "� ������ :KDW� GR� \RX� GR�
FRQFHUQLQJIRRGZDVWH"��«�����cf.��,PDJLQHU\��:RXOG\RXEX\��DVN\RXU�SDUHQWV�WR�EX\��HDW��WKH�DSSOHWKDW\RXZDQW�WR�VHOO"��«��
 
 Affect:�:KDW�GR�\RX�WKLQN�DERXW�WKLV�DSSOH��ZKDW�GR�\RX�IHHO�DERXW�LW��D�VWDQGDUGL]HG�DSSOH�DQG�ODWHU�DQ�³XJO\´�
DSSOH�"��«���:KDW�GR�\RX�IHHO�FRQFHUQLQJ�IRRG�ZDVWH"

 Sensation and Imagery:� 'UDZ� DQG� GHVFULEOH� WKH� SUR¿OH� �KLV�KHUHQYLURQPHQW�� FDU�� MRE«�� RI� WKH� RQH�ZKRHDWV��
EX\VWKLVDSSOH� �WKH� VWDQGDUGL]HGDSSOHWKHQ� WKH� XJO\� RQH�"� ������� 1RZZH� DUH� JRLQJ� WR� LPDJLQH� ³WKDW\RX� DUH� D� VHOOHU� RI�
³XJO\´DSSOHV«��:KDWZRXOG\RX�GR�LQ�RUGHU�WR�VHOOWKHVHXJO\DSSOHV�WR�\RXUFXVWRPHUV�RU�IULHQGV"��:KDWZRXOG\RXVD\«"��

 Cognition:�:KDW�LV�DQ�XJO\�DSSOH�IRU�\RX��SHUFHSWLRQ��KHDOWK\��QDWXUDO��HFRORJLFDO��KDUPIXO��JRRG"���+DYH�\RX�KHDUG�
DERXW�XJO\�DSSOHV��ZKDW�GR�\RX�NQRZ�DERXW�WKDW"�:K\�DUH�WKHVHDSSOHGLIIHUHQW"�)RU�\RX��LVWKLVDSSOH³�XJO\´"����:K\��ZKHUH�
DUH�WKHVHDSSOHVVROG"��«���7HOO�PH�ZKDW�\RX�NQRZ�DERXW�UHGXFLQJ�ZDVWH��)URP\RXU�SRLQW�RI�YLHZ�DUH�WKH�XJO\DSSOHVUHODWHG�
WR�IRRGZDVWH"�

 Interpersonal relations:�+DYH�\RX�HYHU�WDONHG�DERXW�XJO\�DSSOHV�ZLWK�VRPHRQH��IULHQGV��SDUHQWV«KRZ�DQG�ZK\���
:RXOG\RXEULQJVXFK�DQ�DSSOH�DW�VFKRRO��ZK\�"��:KDWZRXOG\RXWKLQN�LI�RQH�RI�\RXUIULHQGEULQJVXFK�DQ�DSSOH�DW�VFKRRO�"�«��� 
�$UH�\RXU�SDUHQWV��IULHQGV�VFKRROWDONLQJ�DERXW�IRRGZDVWHZLWK\RX��KRZ��ZK\��ZKDW��ZKDW�GR�WKH\�GR��«�"�:KDWVKRXOG\RX�
WHOO�\RXU�SDUHQWV�IULHQGV�LQ�RUGHU�WR�PDNHWKHPEX\WKHVHDSSOHV��KRZ�"��«�

� 7R�PHHW�WKH�REMHFWLYH�RI�WKLVUHVHDUFK��DQ�DSSURDFKPRELOL]LQJFKLOGUHQ¶VGUDZLQJVZDVLPSOHPHQWHG�7KLV�SURMHFWLYH�
methodisparticularlyadpated to childrenwho manage to express theirthoughtsbetterthanthrough verbal expression. 

 Data analysis
 Consistent with an exploratory approach, content analysis was achieved to identify themes in the interview 
narratives.In the initial stage, the two researchers have independently read each verbatim transcript to realize several 
FRGLQJ��7KH\�KDYH�GHYHORSHG�DQG�UH¿QHG�FDWHJRULHV�RI�DQDO\VLV�WKHQ�DIWHU�D�FRQVHQVXV�DERXW�WKH�FDWHJRULHV�WKH\�KDYH�
independently coded all the interview transcripts. The researchers have discussed their codingsand also their disagreements 
DQG�¿QDOO\�KDYH�IRXQG�D�FRQVHQVXV�

Results

� 7R�WUXO\�H[SORUH�WKH�UHSUHVHQWDWLRQ�RI�³XJO\�SURGXFWV´��WKH�¿UVW�TXHVWLRQV�IRFXVHG�RQ�WKH�FKLOGUHQ¶V�UHSUHVHQWDWLRQ�
of a beautiful/not beautiful apple as well as on aesthetic habits.

 Standardization is the norm 
 Children were requested to describe and draw their representation of: a beautiful apple vs a not beautiful 
RQH� �)LJXUH�����7KHLU�GLVWLQFWLRQ�EHWZHHQ� WKH�EHDXWLIXO�DSSOH�DQG� WKH�QRW�EHDXWLIXO�RQH�ZDV�FOHDUO\�EDVHG�RQ�DHVWKHWLF�
dimensions more precisely on color and calibration. The beautiful was associated with perfect products, standardized and 
calibrated, whereas the not beautiful one was represented by bumps, different shapes, dark colors and associated with 
rottenness:“A beautiful apple is the red apple we can see in cartoons, it is a shiny apple” �*XLOODXPH�����\�R�����“Its color 
must be homogeneous without marks.”��0DWHR�����\�R����$FFRUGLQJ�WR�1HOVRQ���������D�GLIIHUHQFH�FDQ�EH�PDGH�EHWZHHQ�
research products and experience products. Research products are ones the quality and value of which for the consumer 
FDQ�EH�HDVLO\�HYDOXDWHG�EHIRUH�EHLQJ�ERXJKW��H�J��WKH�VSHHG�RI�D�PLFURSURFHVVRU���ZKHUHDV�H[SHULHQFH�SURGXFWV�DUH�RQHV�
WKH�TXDOLW\�RI�ZKLFK�LV�GLI¿FXOW�WR�HYDOXDWH�EHIRUH�EHLQJ�ERXJKW�DQG�XVHG�RU�FRQVXPHG�)RU�WKHVH�SURGXFWV��OHVV�HDVLO\�WR�
HYDOXDWH��ZH�¿QG�WKH�SHUFHSWLRQ�RI�ULVN��EXW�FKLOGUHQ�GR�QRW�PHQWLRQ�KHDOWK�ULVNV�DQG�GR�QRW�FDWHJRUL]H�LW�DV�DQ�LQHGLEOH�
product). These negative mental associations can be akin to beliefs. 
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Figure 1

A beautiful and a not beautiful apple: An example of a child’s drawing

�

 Thus, the question of an association between standardization and beauty should be raised. Several decades 
ago, the aesthetics of these products were probably perceived differently by children. The establishment of standards by 
UHWDLOHUV�FRQWULEXWHV�WR�WKHVH�QHZ�UHSUHVHQWDWLRQV�RI�EHDXW\�IRU�FKLOGUHQ��,QGHHG��WUDGLWLRQDO�IRRG�LV�GH¿QHG��.�KQHHW�DO��
������DV�D�SURGXFW�ZKLFK�LV�UHJXODUO\�HDWHQ��DFFRUGLQJ�WR�IDPLO\�KDELWV��WKH�XVXDO�IRRG�SURGXFW���,Q�WKLV�FDVH��WKH�WUDGLWLRQDO�
IRRG�IRU�FKLOGUHQ�LV�UHSUHVHQWHG�E\�WKH�VWDQGDUGL]HG�SURGXFW��7KH�EHDXW\�LV�OLQNHG�WR�D�IDPLOLDU�XQLYHUVH��LW�LV�EDVHG�XSRQ�
SLFWXUHV�FXPXODWHG�DOO�RYHU�RQH¶V�OLIH��%RXOGLQJ�DQG�.LUPDQL��������7R�EH�FOHDU�ZKHQ�DQ�DSSOH�LV�LQ�WKH�FKLOGUHQ¶V�PLQG��LW�
is necessarily a beautiful apple.Children associate the beautiful with a standardized product. Standardization is the norm 
for food products. So, retailers through a homogenized offer have imposed aesthetic standards. Consequently, the not 
EHDXWLIXO�DSSOH�FRUUHVSRQGV�WR�DQ�DSSOH�ZKLFK�EUHDNV�WKHVH�DHVWKHWLF�FRGHV�6R��VWDQGDUGL]DWLRQ�KDV�DQ�LQÀXHQFH�RQ�WKH�
perceived typicality of the product. Thus, from a cognitive point of view, food and aesthetics are perceived as being strongly 
associated.Children want to buy what they are used to buying that is “the normal” product and leave the “not beautiful” for 
other people : “If I really have nothing else to eat then I shall eat this apple” �(OLRWW�����\�R����$Q�DXWKHQWLF�SURGXFW�LV�RSSRVHG�
WR�WKH�VWDQGDUGL]HG�RIIHU��%ROWDQVNL�DQG�&KLDSHOOR��������&RQVHTXHQWO\��QRW�EHDXWLIXO�SURGXFWV�FRXOG�UHIHU�WR�WKH�SHUFHSWLRQ�
of authenticity, a decrease of aesthetics could be perceived as a reduction of pesticide, but results are only extremely 
marginally following such theory.
 These reactions are very homogeneous. Only a very marginal case of children opposed authenticity to 
VWDQGDUGL]DWLRQ�)RU� WKHP�� WKH� ³QRW� EHDXWLIXO´� LV� ³JRRG´� IRU� KHDOWK� �%ROWDQVNL� DQG� &KLDSHOOR� ������� &RQVHTXHQWO\�� QRW�
beautiful products could refer to the perception of authenticity, a decrease of aesthetics could be perceived as a reduction 
of pesticide. But results are only extremely marginally. This difference can be explained by the possession of a vegetable 
patch by their parents. “Perfect apples have pesticides, ungracious ones not. Without pesticides, they risk malformation 
but they are better. Once, I had a kitchen garden, I had carrots, strange, stuck together… there was no pesticides”��/pR��
10 y.o).
 We also perceive the effect of the aesthetic norm on the taste.When children have been requested to draw a 
good apple vs a not good one, they explain that their drawings would be like their drawings related toa beautiful and a not 
beautiful apple. In their comments, the good and the bad refer mainly to the functional approach of the product, especially 
WKHLU�QXWULWLRQDO�YDOXH��IUHVK�RU�RQ�WKH�RSSRVLWH�XQKHDOWK\��PXVW\��EDFWHULRORJLFDO��DQG�WKHLU�KHGRQLF�YDOXH�UHODWHG�WR�SOHDVXUH�
�MXLF\��DSSHWL]LQJ��VRIW�RU�RQ�WKH�RSSRVLWH�WRR�KDUG��WRR�VRIW���*RRG�DQG�EHDXWLIXO�DUH�OLQNHG�ZLWK�SOHDVXUH��KHDOWK�DQG�ZHOO�
being:“If the color is bright it means it will be juicy; I avoid big black marks, it means it is moldy inside”� �$OH[LD����\�R��
Thus, the spheres of “beautiful and not beautiful” and the one of “good and not good” are extremely linked for children. 
Judgements are based solely upon affective/aesthetic dimensions instead of upon organoleptic quality: “A good apple is 
normal. That is beautiful” �-XOLHWWH����\�R����:LWKRXW� LQIRUPDWLRQ�DERXW� WKH�DWWULEXWHV��XQFHUWDLQW\� LV�KLJK�UHJDUGLQJ� OHYHOV�
RI� DWWULEXWHV��&RQVHTXHQWO\�� DHVWKHWLFV� DUH�D� FHQWUDO� GLVFULPLQDWLQJ�DWWULEXWH�DV� WKH\�SOD\�D�PDMRU� UROH�ZKHQ�EX\LQJ�RU�
consuming the product. This is why it can be noticed that standardized products can be bought as impulsive purchases 
whereas “not beautiful” products tend to follow more complex patterns of informed purchasing decisions.
� 7ZR�FULWHULD�ZHUH�XVHG�E\�FKLOGUHQ�WR�FUHDWH�D�SUR¿OH�ZKLFK�FRUUHVSRQGHG�WR�WKHLU�PHQWDO�SLFWXUH��HPRWLRQV�RI�WKH�
character and their status. The buyer/consumer of the “ugly apple” is described with negative feelings such as sadness. 
These characters would either be without income or scientists who could understand these products:“An elderly person or 
a disabled person because as she is not as the others, she would take this apple which is not as the others too”��-HVVLFD��
���\�R��2Q�WKH�RSSRVLWH��FRQVXPHUV�RI�EHDXWLIXO�DSSOH�ZRXOG�EH�DFWLYH�SHRSOH��ULFK�DQG�EHDXWLIXO��¿JXUH����“He is one of us, 
a normal person” �-HVVLFD�����\�R���7KHVH�UHDFWLRQV�KLJKOLJKW�WKH�ODFN�RI�YDOXH�IRU�WKHVH�QHZ�HFRORJLFDO�SURGXFWV��7KH�EUHDN�
withconsumption codes reduce this product to a lower rank. These consumersintended for modest people. It is therefore 



JOURNAL OF MARKET ING TRENDS -  RETAIL

52 - ISSN 1961-7798 - © 2021, International Marketing Trends Conference

HVVHQWLDO�WR�SURPRWH�WKHVH�SURGXFWV��E\�¿QGLQJ�WKHP�D�GLIIHUHQW�SRVLWLRQLQJ��VR�WKDW�WKH\�FHDVH�WR�DSSHDUOLNH�GRZQJUDGHG�
products.

Figure 2

Consumers of an ugly apple versus consumers of a beautiful apple: examples of children’s drawings

�

A billionaire looking 
for recognition

A scientist A homeless person
with nothing to eat 

� $IWHU�� WKH� LQWHUYLHZHU� H[SODLQV� WKDW� ³XJO\� SURGXFWV´� �WKDW� LV� WKH�QRW� EHDXWLIXO� RQHV�� DUH�DQWL�ZDVWDJH�SURGXFWV��
FKLOGUHQ�XQGHUVWDQG�WKDW�LI�WKH\�DUH�QRW�ERXJKW��WKH\�ZLOO�EH�WKURZQ�DZD\��)URP�DQ�HFRORJLFDO�DVSHFW��WKHVH�SURGXFWV��IURP�
a no waste perspective) appear to show that childrentalk easily about parental socialization, school socialization and 
WKHLU�RZQ�EHKDYLRXU� UHJDUGLQJ�ZDVWDJH��+RZHYHU� IRU� WKHP�� IRRG�ZDVWDJH�FRQVLVWV�RQO\� LQ�¿QLVKLQJ� WKHLU�SODWH�EHFDXVH�
children, in other countries, are starving. Their anti-waste behaviour concerns both social and economic perspectives 
�LW�FRVWV�PRQH\�WR�EX\�IRRG��6R��WKH�LQYROYHPHQW�RI�³XJO\�SURGXFWV´�LQ�WKH�FDVH�LV�OHVV�LPSRUWDQW�EHFDXVH�LW� LV�³LQGLUHFW´�
food wastage. Indeed, it is the retailer who throws away or does not sell these products. So, individual responsibility is 
clearly less involved. Moreover, children do not make any link between waste and ecology. The ecological aspect of these 
products doesn’t seem to be a strong enough argument to launch a purchase decision whatever the gender: “No-wastage 
does not motivate me, concerning the apple because if I have to buy it, I will not eat it thus I am going to waste it”��0DWpR��
12 y. o.).

 The choice of conformity 
 What emerges from, it is that children do not break their parents’ socialization standards, who themselves do not 
break the standards dictated by hypermarkets.Children identify what their parents consume and know perfectly what they 
WKHPVHOYHV�RU�WKHLU�IDPLO\�DSSUHFLDWH�RU�UHMHFW��7KLV�SKHQRPHQRQ�LV�OLQNHG�WR�DQ�DFWLYH�RU�D�SDVVLYH�VRFLDOL]DWLRQ��SDUHQWV�
explaining upstream which elements to look at when purchasing, or the child learning by observation what parents take 
LQWR�DFFRXQW� IRU�D�SXUFKDVH�GHFLVLRQ� �$\DGL�DQG�%UpH��������&KLOGUHQ¶V�SUHIHUHQFHV��KDELWV�DQG�QRUPV�DUH� OHDUQHG�E\�
socialization. According to them, their parents would make the choice of conformity by preferring the beautiful product: “My 
parents buy only what is beautiful, the opposite is not normal.”��-DGH�����\��R���
 The negative opinion of children towards the “ugly” products increases when the consumption of these products 
PRYHV� WR� RWKHU� SODFHV� RI� VRFLDOLW\� �WKHLU� VFKRRO��� ZKHUH� RWKHU� LQWHUDFWDQWV� LQÀXHQFH� WKHLU� FKRLFH�� ZKLFK� UHIHUV� WR� WKH�
QRUPDWLYH�LQÀXHQFH�RI�SHHUV��.KDUH�DQG�3DQGH\��������7KH\�H[SUHVV�D�QHJDWLYH�DWWLWXGH�WRZDUGV�WKHVH�SURGXFWV�ZKLFK�
is linked to an apprehension of being mocked by other children or perceived as different. Clearly, children’s social well-
being is in danger when they consume “ugly products”. It has consequences on what they are and how they are perceived.
7KH\�DOVR�H[SODLQ�WKDW�WKH\�ZRXOG�PDNH�WKH�VDPH�MXGJPHQW�DERXW�D�IULHQG�FRQVXPLQJ�VXFK�SURGXFWV��7KH�IRRG�SURGXFW�LV�
FRQVXPHG�IRU�ZKDW�LW�UHSUHVHQWV�DQG�ZKDW�LW�LQYROYHV�LQ�WHUPV�RI�VRFLDO�LQWHUDFWLRQV�DQG�SHHU�DFFHSWDQFH��:DUG�������7KLV�
LV�LQ�DFFRUGDQFH�ZLWK�VHYHUDO�VWXGLHV�VKRZLQJ�WKDW�SHHUV�KDYH�LQ�SDUWLFXODU�D�QRUPDWLYH�LQÀXHQFH��%HDUGHQ�HW�DO��������
DQG�WKDW�WKLV�LQÀXHQFH�LV�HYHQ�PRUH�LPSRUWDQW�ZKHQ�WKH�SURGXFW�LV�FRQVXPHG�LQ�SXEOLF��(]DQHW�DO�������6XFK�UHDFWLRQV�
UHFDOO� KRZ� IRRG�FRQWULEXWHV� WR� WKH�FRQVWUXFWLRQ�RI� VRFLDO� LGHQWLWLHV�DQG�DOVR� WKH�FRQFHSW�RI� LQFRUSRUDWLRQ� �5XPLDWWL� DQG�
)RURQL��������)RRG�FRQVXPHG�ZKLOH�EHLQJ�ZDWFKHG�E\�RWKHUV�UHIHUV�WR�WKH�FRQFHSW�RI�VHOI�H[WHQVLRQ��%HON��������:KDW�
RQH�RZQV�LV�D�UHÀHFWLRQ�RI�RQH¶V�LGHQWLW\��(YHQ�LI�LGHQWLW\�FRQVWUXFWLRQ�LV�D�OLIHORQJ�SURFHVV��FKLOGKRRG�LV�D�NH\�PRPHQW��7KLV�
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UHIHUV�WR�PDLQWDLQLQJ�RU�HQKDQFLQJ�WKHLU�VHOI�HVWHHP��%DQLVWHU�DQG�+RJJ�������DQG�DOVR�WR�WKH�PDWHULDOLVP�FRQFHSW��L�H��
the importance that the consumer attaches to possession, and the belief that consumer goods and services provide the 
JUHDWHVW�VRXUFH�RI�VDWLVIDFWLRQ�DQG�GLVVDWLVIDFWLRQ�LQ�OLIH��%HON�������“I shall be perceived as a loser but I am not a loser. It 
is as if I was this strange fruit and I do not want to be perceived as strange. It is important to be normal as the others. With 
such a fruit I shall be ashamed. No, I will not bring this fruit at school”��5DSKDsO�����\�R��

 More marketing and less ecological dimension 
 Taking into account that children’s perceptions and intentions are not positive, children were asked to play the 
JDPH�RI�EHLQJ�GLUHFWRUV�RI�VXSHUPDUNHWV�LQ�FKDUJH�RI�VHOOLQJ�³XJO\�SURGXFWV´�WR�WKHLU�IULHQGV��7KH\�DUH�JLYHQ�PDLQ�REMHFWLYHV��
WR�UHGXFH�WKH�SHUFHLYHG�XQFHUWDLQW\�OLQNHG�WR�WKH�HYDOXDWLRQ�RI�TXDOLW\��FRJQLWLYH�GLPHQVLRQ��DQG�WR�LPSURYH�WKH�YDOXH�RI�WKH�
SURGXFW��DIIHFWLYH�GLPHQVLRQ��
 Their promotion through their price would be counterproductive because a price decrease would raise a concern 
regarding their quality and would make them look even less attractive compared to beautiful products. They also highlighted 
WKDW�WKH�DSSOH��IRU�H[DPSOH��ZDV�GLIIHUHQW��UDUH��DQG�QRW�³XJO\´��DQG�WKDW�UDUH�SURGXFWV�ZHUH�PRUH�H[SHQVLYH�“If you say they 
are ugly, you must sell them for less, because you say they are not beautiful, but if you say they are special you should sell 
them as expensive or more” �(YDULVWH�����\�R���
 Moreover, it seems important to further develop a cognitive communication for “ugly products”, as they generate 
uncertainty. The brand name “ugly” must be rethought. For children, such a name does not represent these products which 
VKDOO�UDWKHU�EH�UHSUHVHQWHG�WKURXJK�SRVLWLYH�DGMHFWLYHV�VXFK�DV�³VSHFLDO´�RU�³RULJLQDO´��7KH\�PRUH�RIWHQ�XVH�WHUPV�VXFK�DV�
“bizarre, distorted, different, strange, quirky”. Conversely, for them ugly “is made to hurt”��“the apple is not ugly, it is not 
normal but it is not ugly”.  When choosing a food product, the perception of the product will certainly be affected by its 
VHQVRU\�FKDUDFWHULVWLFV�EXW�DOVR�E\�D�V\PEROLVP�LVVXHG�WKURXJK�H[WULQVLF�YDULDEOHV�VXFK�DV�WKH�EUDQG�QDPH��6KLIIHUVWHLQ�
2001). Concretely,here, children are pointing out the fact that even if the word “ugly” offends, once the interest has been 
aroused, children don’t want to buy the product. This word contributes to raise its aestheticism and consequently the 
signals underlined upfront and related to quality issues. Moreover, it is not the usual way to sell a product. In fact, this “ugly 
apple” is considered as “different” and not “ugly” and it is not because it is different that it is not good whereas an “ugly” 
SURGXFW�ZLOO�EH�³QRW�JRRG´��7KH�WUDQVFULSWV�DUH�FRQYHUJHQW�ZLWK�=DMRQF¶V�UHVHDUFK���������7KLV�GHDOV�ZLWK�WKH�IDPLOLDULW\�
with the product and the necessity to suppress differences not by stigmatizing them but, on the contrary, by putting these 
YDULRXV�SURGXFWV��EHDXWLIXO�DQG�XJO\�DSSOHV��RQ�VDOH�WRJHWKHU�“Imagine that there is a city of apples, all the same and that 
WKHUH�LV�D�VWUDQJH�RQH��LW�ZLOO�EH�KDWHG�DW�WKH�EHJLQQLQJ��LW�ZRQ¶W�EH�ERXJKW��%XW�DIWHU�D�ZKLOH��VRPH�SHRSOH�ZLOO�UHÀHFW�DQG�
will buy this apple, then they will explain why this apple is like that” (Noé, 12 y. o.); “In fact, it would be necessary to sell the 
“ugly” apple and the “not-ugly” one together in the same box”��0DsOOH�����\��R���
 Besides, as children have expressed the need to taste the product, the experiential dimension of quality signs 
could be useful. This dimension describes information which conveys a guarantee on consumption experience, i.e. which 
LQIRUPV�WKH�FRQVXPHU�RI�VRPHERG\�HOVH¶V� MXGJHPHQW�DERXW�WKH�SURGXFW��7KH�TXDOLW\�PHDQLQJ�FDQ�EH�DOVR� LQGLFDWHG�E\�
D�ZHOO�NQRZQ�DQG�WUXVWHG�DJHQW�RI�FHUWL¿FDWLRQ��&DVZHOO�DQG�0RMGXVND��������&RQFHUQLQJ�XJO\�SURGXFWV��VWDWHPHQWV�E\�
D�QXWULWLRQLVW��D�GRFWRU�RU�D�ZHOO�NQRZQ�SUDFWLWLRQHU�FRXOG�LQFUHDVH�FRQVXPHU�FRQ¿GHQFH��7KLV�NLQG�RI�LQIRUPDWLRQ�VRXUFH�
PDLQO\�UHDVVXUHV�UDWKHU�WKDQ�JLYLQJ�VXEMHFWLYH�RU�REMHFWLYH�LQIRUPDWLRQ��/\QFK�DQG�6FKXOHU��������“I would offer them to 
be tasted”��$OH[LD����\�R��DQG�*ZHQGDO����\�R���³0DNH�DGYHUWLVHPHQWV�ZLWK�GRFWRUV�RU�GLHWLWLDQV�ZKR�H[SODLQ�WKH�EHQH¿WV�
of this apple”� �0DHYD�� ��� \�R����$� FHUWL¿FDWLRQ� ODEHO� FRXOG� LQFUHDVH� WKH� FUHGLELOLW\� RI� WKLV� RIIHU��2I¿FLDO� RU� QRW�� LW� VKRXOG�
DOORZ�FRQVXPHUV�WR�EH�LQIRUPHG��WR�FODVVLI\�SURGXFWV�DQG�WR�EH�UHDVVXUHG��,Q�WKLV�IUDPH��HI¿FLHQW�VLJQDO�VWUDWHJ\�FDQ�EH�
implemented by producers if the latter are able to supply a credible information from the consumers’ point of view :“ I would 
have put a question: what does it change? It questions people. We do things by habit and we can change it” �/pR�����\��R���
 Persuasion or incitation techniques have also been suggested, notably the concept of associating fun elements to 
food products to attract children’s attention and leading to impulse buys. This allows them to act as persuaders or deciders 
of parents’ purchase decisions. The addition of fun, reinforcing hedonic elements, would attract the child, for instance 
VFUDWFK�FDUGV�RU�SUHVHQWV� �0XUDWRUH��������RU�SDUDGR[LFDOO\�RIIHULQJ�EHDXW\�SURGXFWV�ZKHQ�EX\LQJ�³XJO\�SURGXFWV´�“We 
VKRXOG�RIIHU�VRPHWKLQJ�WR�SXVK�SHRSOH�WR�EX\�LW��0\�IULHQGV��WKH\�ZRXOG�ORYH�WR�¿QG�EHDXW\�SURGXFWV��VDPSOHV��RU�MHZHOV�
(i.e.claire’s brand)”��$PEUH�����\�R��
 If the ecological product is connected with a playful promotion adapted to children’s expectations, the purchasing 
LQWHQWLRQ�EHFRPHV�SRVVLEOH�DQG�WKH�HFRORJLFDO�DUJXPHQW�DSSHDUV�WR�EH�DQ�DGGLWLRQDO�EHQH¿W��,Q�DJUHHPHQW�ZLWK�0RQQRW�
DQG�5HQRX� �������� LW� LV�QHFHVVDU\� WR�PLQLPL]H� WKH�SHUFHLYHG�FRQVWUDLQW� LQYROYHG�E\�HFRORJLFDO�VSHHFK�� ,W�VHHPV�PRUH�
relevant “to show the utility of ecological behaviour by valuing economical and practical arguments”. So, it seems essential 
to think about these products, primarily, through a marketing axis and, secondly, an ecological dimension as an additional 
EHQH¿W��7KLV�DOORZV�FKLOGUHQ�WR�DVN�IRU�WKH�³XJO\�SURGXFW´�WKURXJK�D�PRUH�UDWLRQDO�GLPHQVLRQ��DQ�HFRORJLFDO�UHDVRQ��WR�WKHLU�
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parents and also to participate in their resocialization:“It is necessary to avoid that the farmer throws away (…).  I did not 
know but it should be known. In fact, it would be necessary to put a lego gift in it and to say also that it is anti-wasting” 
�(YDULVWH�����\��R���

Discussion

� )URP�D�WKHRUHWLFDO�SHUVSHFWLYH��WKHUH�LV�D�UHDO�LQIHUHQFH�IRU�FKLOGUHQ�EHWZHHQVWDQGDUGL]DWLRQ�DHVWKHWLF�FULWHULD���
the taste and the quality of the product:  the standardized product is linked to goodness. Moreover, a non-standardized 
product has less value than the standardized products, and the consumer of those products also has “less value” from a 
social point of view. 
 This offer generates a feeling of misunderstanding. It is in contradiction with the aesthetic standards of the 
hypermarkets and the expectations of a perfect product. The perception of a non-conform aesthetic stimulus can generate the 
feeling of transgression for the consumer, which is a breach making consumers face the “unthinkable” or the “unexpected”, 
a contradiction to a norm which is not consciously known by the consumer. Such a breach might lead to an alteration 
RI� WKH�UHSUHVHQWDWLRQ�RI� WKH�SURGXFW�DQG�KDYH�DQ� LQÀXHQFH�RQ� WKH�HYDOXDWLRQ�GRQH�E\�FKLOGUHQ��7KHVH�YDULDWLRQV�PLJKW�
DOVR�EH�VHHQ�QHJDWLYHO\��L�H��DV�ORVVHV���7KLV�LV�WKH�UHDVRQ�ZK\�EUDQGV�DUH�XVXDOO\�IRFXVLQJ�RQ�LQFUHPHQWDO�LPSURYHPHQW�
RSHUDWLRQV��UDWKHU�WKDQ�RQ�PDMRU�FKDQJHV��7KH�FRQIRUPLW\�DQG�V\PEROLF�GLPHQVLRQ�RI�FRQVXPSWLRQ�DUH�VLJQL¿FDQW�DQG�FDQ�
have consequences for children, thisis the result of a socializationphenomenom.The potential transgression, estimated 
here through a change of consumption habits, plays a role on the behavioral intentions. It induces, in this case, the 
perception of a product intended for people having a low income:  a product for the poorest.
� 7R�FRQVXPH�VXFK�SURGXFWV�ZKLFK�PHDQV�WUDQVJUHVVLQJ�DHVWKHWLF�VWDQGDUGV�FRQVWLWXWHV�D�GRXEOH�ULVN��¿UVW��WKH�ULVN�
RI�WKH�ZURQJ�WDVWH�DQG�WKH�ZURQJ�TXDOLW\��VHFRQGO\��WKH�VRFLDO�ULVN�FRPLQJ�IURP�WKH�VRFLDO�LQÀXHQFH�RI�SHHUV¶�SHUVSHFWLYH��
which is even more important for a child when building his/her social identity. That is why children do not want to buy them 
and prefer a standardized product, a normal product that they are used to buying.
� 6WLOO� IURP� D� WKHRUHWLFDO� DVSHFW�� DOO� WKHVH� SRLQWV� FDQ� GHWHULRUDWH� FKLOGUHQ�ZHOO�EHLQJ� �+pPDU�1LFRODV� DQG� (]DQ�
2018). The study underlines that what is true for adults, is also true for children. In fact, socialization plays a main part in 
this phenomenon. Indeed, parents socialize their children according the inferences existing between the beautiful and the 
good, and peers socialize children from a social risk perspective.     
 From a managerial point of view, children have made suggestions for “ugly products” to be accepted. The aim 
IRU�WKHP�LV�QRW�WR�UHGXFH�WKH�SULFH�ZKLFK�ZRXOG�FRQ¿UP�UHGXFHG�TXDOLW\�EXW�VDOHV�SURPRWLRQV�WKURXJK�IUHH�JLIWV�LQ�RUGHU�WR�
UDLVH�LQWHUHVW�LQ�VXFK�SURGXFWV��$FFRUGLQJ�WR�0XUDWRUH��������SURPRWLRQDO�LQFHQWLYHV�FDQ�WULJJHU�LPSXOVLYH�EX\LQJ��,W�LV�D�
relevant way to focus consumers’ attention on emotionally appealing products.The deal should contribute to increasing the 
value of the product’s image which is perceived as having a low value. This allows an increase in purchasing intentions, to 
increase the familiarity with the product, to test the product. The free-gift could lead to shape the behaviour and to change 
WKH�SHUFHSWLRQ�RI�WKH�SURGXFW��UDLVLQJ�DZDUHQHVV�RI�³XJO\�SURGXFWV´�DPRQJVW�FKLOGUHQ�ZKR�LQ�WXUQ�EHFRPH�LQÀXHQFHUV�DQG�
IXWXUH�FRQVXPHUV�7KLV�LQFUHDVH�LQ�WKH�IDPLOLDULW\�ZLWK�WKH�SURGXFW��/RHEQLW]HW�DO���������FRQWULEXWLQJ�WR�GHFUHDVH�WKH�LQLWLDOO\�
perceived disruption and transgression, means that children can be more “sensitive” to this kind of product if they get used 
to seeing them in store. This point has to be studied because in France, these “ugly products” are more and more sold. 
The word “ugly” makes children think about damaged, rotten or inedible food. So, this word “ugly” should not be used 
because they stigmatized the product, sending wrong cues concerning the product’s quality. They feel that terms such as 
“strange”, “special” will be more relevant in order to sell these products. 
 “Ugly” product communication should, in order to avoid the social risk perceived by the consumption of this type 
of product, integrate in its visual the friendly presence of peers group. This perspective is in line with the recommendations 
RI�(]DQHWDO���������DLPLQJ�WR�SXW�QRW�RQO\�D�PXVLF��ZKLFK�FRXOG�ODWHU�EH�VLQJ�E\�WKH�UHDO�SHHU�JURXS���D�VHWWLQJ��D�VWRU\��
characters but also a group of peers.
 From a societal perspective, even if children are socialized by parents and school concerning food waste in the 
KRPH��WKH\�GR�QRW�PDNH�D�OLQN�EHWZHHQ�³XJO\�SURGXFW´��ZDVWH�IRRG�DQG�HFRORJ\��7KH�¿HOG�RI�IRRG�ZDVWH�LV�QRW�VR�FOHDU��7KH�
link between “ugly products” and ecology is not so easy to make. So, it is necessary to engage in educational campaigns in 
order to understand what is food waste. In fact, if children think that it is not good to waste it is for two main reasons. On the 
RQH�KDQG��LW�FRQFHUQV�DQ�HFRQRPLF�SHUVSHFWLYH��LW�FRVWV���RQ�WKH�RWKHU�KDQG��LW�GHDOV�ZLWK�VRPH�NLQG�RI�PRUDO�SHUVSHFWLYH�
So, it is important to explain in a deeper way that wasting food is an ecological problem. This public policy recommendation 
LV�DOVR�FDOOHG��PRUH�ZLGHO\�E\�*UXEHUHW�DO��������YLD�³$ZDUHQHVV�FDPSDLJQ��FUHDWH�XQGHUVWDQGLQJ�DERXW�QDWXUDO�UHVRXUFHV�
QHFHVVDU\�IRU�IRRG�SURGXFWLRQ´��$V�PHQWLRQHG�LQ�WKH�UHYLHZ�RI�OLWHUDWXUH��VFKRRO��H��J�*HQWLQDHW�DO��������VHHPV�WR�EH�WKH�
best socialization agent in order to enhance children’s anti-waste knowledge explaining the ecological consequences of 
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this phenomenon. Behaviourist actions have more impact than theoretical teaching in order to maintain behaviours in 
the supermarket context.The aim of such a socialization is to make them sensitive little by little without feeling any guilt. 
7R�EH�FOHDU��LI�IRU�WKHP�DQ�³XJO\�SURGXFW´�LV�QRW�V\QRQ\PRXV�ZLWK�HFRORJ\��,W�VHHPV�LPSRUWDQW�WKDW�VXFK�LQIRUPDWLRQ��LQ�D�
FRJQLWLYH�ZD\��FDQ�EH�FRPPXQLFDWHG�E\�EUDQGV�DOORZLQJ�WKH�FKLOG�WR�XVH�WKLV�DUJXPHQW��ZKLOH�KH�VKH�ZDQWV�SURGXFWV�IRU�
the promotion which they contain) in order to convince his/her parents and indirectly to contribute to their resocialization.
 School has a key role to play. These lessons can be part of the communication axes related to children food 
ZHOO�EHLQJ� �+pPDU�1LFRODV� DQG� (]DQ� ������� ,QGHHG�� LQ� D� ORJLF� RI� ZHOO�EHLQJ�� VFKRRO� FDQ� LQWHUYHQH�� RI� FRXUVH�� RQ� WKH�
REMHFWLYH�SDUW�RI�ZHOO�EHLQJ�LQ�D�WUDQVLHQW�DQG�GXUDEOH�ZD\��,W�GHDOV�ZLWK�WKH�LPSRUWDQFH�RI�FRQVXPLQJ�IUXLWV�UHPLQGLQJ�WKH�
FRQVHTXHQFHV�RI�IUXLWV�RQ�YLWDOLW\�DQG�KHDOWK��%XW�� LW� LV�HVSHFLDOO\�� WKH�VXEMHFWLYH�GLPHQVLRQ�RI�ZHOO�EHLQJ�ZKLFK�QHHG�WR�
EH�FRQVLGHUHG�LQ�RUGHU�WR�PDNH�WKLQJV�FKDQJH��6FKRRO�FRXOG�GHPRQVWUDWH�WKH�RUJDQROHSWLF�TXDOLWLHV�RI�³XJO\´�SURGXFW��E\�
FRQVXPLQJ�WKHP��LQ�D�WUDQVLHQW�ZD\�EXW�DOVR�LQ�D�GXUDEOH�ZD\�WKURXJK�DQ�DOWUXLVWLF�SHUVSHFWLYH��WKDW�LV�WR�FRQWULEXWH�WR�WKH�
SODQHW�ZHOO�EHLQJ�DQG�VR�WR� IHHO�ZHOO�EHFDXVH�RI� WKDW��7KLV�VXEMHFWLYH�DQG�GXUDEOH�SDUW�RI�ZHOO�EHLQJ�FRQWULEXWLQJ�WR� WKH�
eudemonism.
 Finally, the fact that these teachings take place at school can modify the perceived social risk because peers 
ZRXOG�REMHFWLYHO\�KDYH�WKH�VDPH�NQRZOHGJH�DQG�FRXOG�XQGHUVWDQG�WKDW�EX\LQJ�VXFK�SURGXFWV�LV�LQ�IDFW�D�UHVSRQVLEOH�DQG�
valuable behavior.
 In the light of this new offer of “ugly products” to reduce waste, the school as a socialization agent may be a key-
factor in countering the lack of awareness of adults in these products. Once aware of “ugly products”, children could act as 
DQ�LQÀXHQFHU�IRU�WKLV�SURGXFW�FDWHJRU\�DQG�PRGLI\�WKHLU�SDUHQWV¶�EHKDYLRXUV�DV�SDUW�RI�D�UHYHUVH�VRFLDOL]DWLRQ�
 Concerning limitations, two exist. On the one hand, the small size of the sample even if a semantical saturation 
has been reached. On the other hand, the exploratory perspective of this research. This aspect constituted the directions 
for further research. So, deeper investigations must happen concerning socialization about “ugly products”. How to 
desensitize people from the aesthetic criteria established by retailers. An idea emanating from this research is, for instance, 
to work on the notion of difference. It would have also been instructive to delve more deeply into the explanation to 
³XJO\�IRRG�VHQVLWLYLW\´��*HQGHU��VLEOLQJV��HQYLURQPHQW��FRXQWU\VLGH��FLW\���VHOI�HVWHHP��PDWHULDOLVP��HFRORJLFDO�DZDUHQHVV��
QRUPDWLYH� LQÀXHQFH��ZHOO�EHLQJ��SDUHQWDO� RFFXSDWLRQ�� FRXQWU\�FXOWXUDO�� VKRXOG�EH� LQYHVWLJDWHG� WKURXJK� WKHLU� UHODWLRQVKLS�
with the intention of purchasing “ugly food”.Moreover, in which way “ugly food” can result in positive effects on retailer 
perception also needs to be investigated. 
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Appendix 1

Example of “ugly products”
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