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ABSTRACTS 

From Ugly to Loved: The Compassionate Consumer's Journey Towards Embracing Unattractive 
Produce 

Despite being safe, nutritious, and edible, unajractive produce (i.e., “ugly” fruits and vegetables) is 
frequently discarded by retailers and consumers due to its appearance, thereby significantly 
contributing to food waste and climate change. This research studies how compassion, an important 
trait that is relatively neglected in consumer research, influences consumers’ responses to unajractive 
produce. We show that individuals high in compassion are more likely to prefer unajractive produce 
than those low in compassion, and demonstrate that this preference is driven by the activation of 
compassion. Specifically, compassionate consumers are more likely to ‘notice’ the suffering condition 
of unajractive produce, ‘feel’ for such produce, and ‘respond’ to the suffering by choosing it. 
Conversely, individuals low in compassion demonstrate aversion to such produce due to their 
reluctance to engage with its perceived inferiority. We explore a labelling intervention that may 
increase the likelihood of individuals low in compassion to purchase unajractive produce, by 
promoting such produce using strength-based messaging. Theoretical and practical implications are 
discussed. 

The Plastic Paradox: Investigating Purchase Quantities of Groceries in Eco-Unfriendly Packaging  



Despite significant environmental harm, plastic packaging remains prevalent in the food industry. 
This research demonstrates that consumers purchase larger quantities of perishable goods (e.g., 
tomatoes) when packaged in plastic versus paper. This effect occurs because plastic packaging 
strongly activates consumers’ contamination prevention beliefs—the perception that plastic bejer 
shields against bacteria and pollutants. The effect weakens for non-perishables (e.g., flour), 
moderated by shelf life. Critically, larger purchases do not accelerate consumption, arguably 
increasing both plastic waste and food waste. This work establishes packaging material as a key 
driver of purchase quantity through contamination prevention beliefs, revealing a hidden sustainer of 
plastic reliance. 

 


