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Abstract: This study examines the effects of produce shape abnormality, organic labeling, and discounts
on consumers’ intention to purchase produce. Two studies were conducted. In Study 1, a 3 (normal,
moderate, and extreme shape abnormality) × 2 (with and without organic labeling) between-subjects
design was used. In Study 2, a 2 (moderate and extreme shape abnormality) × 5 (discount: 30%, 40%,
50%, 60%, and 70%) between-subjects design was used. A total of 480 valid responses to question-
naires were collected. Study 1 revealed that the interaction between produce shape abnormality and
organic labeling significantly affects purchase intention. Study 2 revealed that the interaction between
produce shape abnormality and discount significantly affected purchase intentions. For a 30% dis-
count, the results indicate no difference in intention to purchase moderately or extremely abnormally
shaped produce. For 40%, 50%, 60%, and 70% discounts, intention to purchase moderately abnor-
mally shaped produce was stronger than that for extremely abnormally shaped produce. This study
discusses the implications of the findings, limitations, and recommendations for future research.

Keywords: produce shape abnormality; organic labeling; discount; purchase intention

1. Introduction

Food waste is a crucial topic because of its negative effects on the environment. Studies
have indicated that nearly one-third of food produced worldwide is wasted every year
at various stages of the food supply chain and by consumers [1–3]. Food waste threatens
global food security, contributes to greenhouse gas emissions and soil depletion, and
causes price inflation [3,4]. Fruits and vegetables are frequently wasted and comprise
approximately 50% of household waste [5]. Produce waste primarily occurs when food
still suitable for human consumption is discarded [6]. Another primary cause of such
waste is aesthetic objections to fruits and vegetables that appear abnormal or have an odd
shape [7]. Porter et al. [8] estimated that aversion to abnormal produce accounts for the
loss of one-third of farm production in Europe [8]. To reduce food waste, retailers and local
markets in Taiwan have offered abnormally shaped produce since 2015, but the public’s
acceptance of such products remains undetermined.

Most studies on imperfect food have been conducted in America and Europe [3,7,9–13].
Studies in Taiwan have examined several topics related to suboptimal food, including
appearance, business models, risk perception, and purchase intention [14–18]. However,
no study has specifically analyzed the effects of intrinsic and extrinsic cues on consumers’
intention to purchase abnormally shaped food in Taiwan. Studies have reported that
consumers are more willing to purchase discounted abnormally shaped produce [19,20].
Studies have recommended investigating the effect of price on customers’ willingness to
purchase abnormally shaped produce because price should determine consumers’ attitudes
toward abnormal food [7,21]. Because food waste at the retail and consumption stages is
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increasing in Taiwan, understanding the factors that affect consumers’ intention to purchase
abnormally shaped produce is imperative.

This study investigates whether food shape abnormality and organic labeling influence
consumers’ purchase intention and the extent to which discounts affect purchase intention.
The results can provide reference for managers and policymakers developing interventions
to encourage the consumption of abnormally shaped produce and reduce waste.

2. Literature Reviews
2.1. Produce Shape Abnormality and Purchase Intention

Studies have demonstrated that the appearance of food, which includes its shape,
color, and presentation, determines consumers’ initial sensory impressions and results
in inferences of quality; these impressions then influence consumers’ preferences and
purchase intention [22–24]. Food retailers generally reject imperfect produce because of the
assumption that consumers are unwilling to purchase food that visually deviates from the
norm; this aversion results from the perception that food abnormalities are associated with
lower product quality [13,25]. A Danish study conducted by Loebnitz et al. [7] indicated
that extremely abnormal food shape affects consumers’ purchase intention but moderately
abnormal food shape does not.

Loebnitz and Grunert [7,22] investigated the effects of produce shape abnormality on
the purchase intention of consumers in China [25]. Their results indicated that food shape
influenced purchase intention and that consumers were more likely to purchase normally
shaped produce than moderately or extremely abnormally shaped produce. Su et al. [18]
surveyed 400 Taiwanese consumers, and the results indicated that they had the strongest
intention to purchase normally shaped food and that purchase intentions decreased as food
shape abnormality increased. Consumers should exhibit a stronger intention to purchase
normally shaped produce than moderately or extremely abnormally shaped produce. On
this basis, this study proposes the following hypothesis:

Hypothesis 1 (H1). Produce shape abnormality affects purchase intention; consumers exhibit
lower intention to purchase moderately and extremely abnormally shaped produce than to purchase
normally shaped produce.

2.2. Effects of Organic Labeling on Purchase Intention

Consumers evaluate products by analyzing product cues, which in turn influence
purchase intentions. Olson’s cue utilization theory states that consumers make inferences
about product quality through intrinsic and extrinsic cues, which then determine purchase
decisions [26]. Intrinsic cues are the physical attributes of a product, such as its ingredients
and shape. Extrinsic cues refer to attributes that are not part of the physical product, such as
brand name and price [7]. This study examines the effects of an intrinsic cue, namely shape
abnormality, and an extrinsic cue, organic labeling, on consumers’ purchase intention.

Organic foods are produced without genetic modification or synthetic chemicals, such
as pesticides and fertilizers [27]. Organic certification is a credence quality; therefore, trust
in organic integrity is crucial to ensuring consumers buy organic products [28,29]. Because
most consumers lack the technical expertise, knowledge, and resources to identify organic
foods, specific labels are used [29,30]. Thus, organic labeling constitutes an extrinsic cue to
consumers [7,31].

Numerous studies have examined consumers’ intention to purchase organic products.
Michaelidou and Hassan [32] discovered that the primary motivations to purchase organic
products include social image, price, quality, and health and safety. Studies have indicated that
the major reasons customers purchase organic foods are concerns about health, food safety,
taste, the environment, animal welfare, and a desire to support the local economy [33–36].
A literature review of organic food consumption conducted by Hemmerling et al. [37]
identified health, taste, safety, and the environment as the principal motivations for pur-
chasing organic foods. Concerns about food safety, health, and the environment are all
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related to consumer involvement with organic foods [32,34–37]. An empirical study in
Taiwan revealed that health-conscious respondents had a stronger intention to engage in
health-promoting behavior and consume organic food [29]. In addition, the study revealed
an association between concerns about food safety and the purchasing of organic foods.
Respondents who prefer chemical-free, natural, and safe foods are more likely to purchase
organic food [38–40]. Considering the increase in health-conscious Taiwanese consumers
concerned about food safety, this study proposes the following hypothesis:

Hypothesis 2 (H2). Consumers’ intention to purchase organic products is stronger than that for
nonorganic products.

2.3. Interaction between Produce Shape Abnormality and Organic Labeling

Cue utilization theory states that cues can have predictive value (PV) and confidence
value (CV). PV is the degree to which consumers link a certain cue to quality, which
indicates the reliability of the cue. CV indicates the confidence of consumers in accurate
judgment and cue utilization. PV and CV play a critical role in evaluation. Intrinsic cues
are more reliable than extrinsic cues. However, when intrinsic cues are unavailable, PV and
CV are low, and consumers tend to rely on extrinsic cues [41].

Cue diagnosis theory posits that the effect of a cue depends on cue diagnosis; negative
cues yield more diagnostic power because of consumers’ negative bias [42]. Produce shape
abnormality constitutes a special cue because of its rarity in stores. Organic labeling is not
a special cue because consumers often encounter it on food, clothing, and personal care
products. Produce shape abnormality and organic labeling both provide diagnostic cues to
consumers but with varying levels of specificity [7]. Purohit and Srivastava [43] classified
cues as high and low scope. High-scope cues are established over time and do not change
suddenly. Low-cope cues are temporary and can change. Produce shape abnormality is a
high-scope cue because the quality cue of physical appearance does not change quickly;
organic labeling is a low-scope cue.

Studies have noted that intrinsic cues (e.g., food shape abnormality) are stronger than
extrinsic cues (e.g., organic labeling) and that negative assumptions drawn from high-scope
cues weaken the diagnostic power of low-scope cues [7,43]. On this basis, this study
proposes the following hypothesis:

Hypothesis 3 (H3). The interaction of produce shape abnormality and organic labeling affects
consumers’ purchase intention; when produce is normally (abnormally) shaped and labeled as
organic (not labeled as organic), purchase intention increases (decreases).

2.4. Effects of Discount on Purchase Intention

Promotions, a crucial marketing tool, have garnered the attention of both practitioners
and researchers. Discounts are the most prevalent type of promotion in the service industry.
Discounts can encourage purchase and product trials [44]. Studies have revealed a signifi-
cant, positive relationship between discount and purchase intention [45,46]. Wan et al. [47]
indicated that discounts affect consumers’ willingness to repurchase a product and that
brand image moderates the relationship between discount and consumers’ willingness to
repurchase a product.

Petruzzelli [48] revealed a positive correlation between willingness to purchase low-
grade produce and discount; 56% of respondents were willing to purchase free, low-grade
produce. Nusair et al. [49] indicated that price affects consumers’ purchase intention.
Their results also indicate that willingness to purchase a discounted service decreases after
80% discounts. Consumers exhibited a stronger intention to purchase discounted services
offered by quick-service restaurants and budget hotels. The study identified the most
appropriate discount for quick-service restaurants and outlet mall services to be no more
than 60%. On this basis, this study hypothesizes the following:



Sustainability 2023, 15, 7715 4 of 13

Hypothesis 4 (H4). The interaction of produce shape abnormality and discount affects consumers’
purchase intention; when produce is normally (abnormally) shaped and sold at a high (low) discount,
purchase intention increases (decreases).

3. Study 1
3.1. Methods
3.1.1. Participants

For Study 1, a 3 (produce shape abnormality: normal, moderate, and extreme) × 2 (with
and without organic labeling) between- and within-subjects design was employed. The
study randomly recruited consumers from supermarkets and traditional markets in the
Changhua and Pingtung counties of Taiwan. The data were collected over a period of two
weeks during September 2021. The researchers proceeded with the data collection during
normal supermarket and traditional market operating hours, consisting of approximately
two hours of data collection per day during the morning, afternoon, and evening in order
to try to ensure the randomness of the sample population. The participants were randomly
assigned to one of six conditions and asked to describe their intention to purchase produce
by scanning a quick response (QR) code with their mobile phones. After invalid data
were removed, a total of 180 valid questionnaire responses remained for analysis. The
participants were 65% women and ranged in age from 41 to 60 years. They were relatively
well-educated, with 53.9% possessing an associate or bachelor’s degree.

3.1.2. Stimuli and Variables

This study used images of an apple, lemon, carrot, and eggplant, each at three levels
of shape abnormality, a total of 12 images (Figure 1; developed by Leobnitz et al., 2015) [7].
The food in half of the images had organic labeling. This study subjected all images to a
manipulation check before purchase intention was measured to determine whether the
normal, moderate, and extreme levels of shape abnormality were sufficiently different and
to ensure the organic labels would be recognized. The study measured purchase intention
using a 7-point Likert-type scale developed by Loebnitz et al. [7]. Purchase intention was
assessed using the question “How likely would you be to purchase these food items?”,
with 1 indicating “very unlikely” and 7 indicating “very likely”. The questionnaire was
developed in English, translated into Chinese and back-translated to ensure quality. An
example of the questionnaire is included in Appendix A.Sustainability 2023, 15, x FOR PEER REVIEW  5  of  15 
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3.2. Results
3.2.1. Manipulation Check

This study assessed the manipulation of produce shape abnormality by instructing
the participants to indicate how normal (abnormal) the food appeared on a 3-point scale
(1 = “normal”, 2 = “moderately abnormal”, 3 = “extremely abnormal”). To determine the par-
ticipants’ familiarity with organic labeling, the participants were instructed to indicate whether
they recognized the labels (“yes”/“no”). This study excluded questionnaires with answers
that were inconsistent with the depicted picture or label to ensure successful manipulation.

3.2.2. Hypothesis Testing

The means (Ms) and standard deviations (SDs) of intention to purchase among the six
conditions are presented in Table 1. A two-way analysis of variance [50] was performed
to test the research hypotheses (Table 2). The results indicate a significant main effect
for produce abnormality (F = 19.996, p < 0.001). Intention to purchase normal produce
(M = 5.22, SD = 1.35) was significantly higher than intention to purchase moderately
abnormal (M = 4.50, SD = 1.65, p < 0.05) and extremely abnormal (M = 3.40, SD = 1.86)
produce (p < 0.01). The mean intention to purchase moderately abnormal produce (M = 4.50,
SD = 1.65) was higher than that for intention to purchase extremely abnormal produce
(M = 3.43, SD = 1.86; p < 0.001). These results support Hypothesis 1, that intention to
purchase moderately and extremely abnormally shaped produce would be weaker than
intention to purchase normally shaped produce.

Table 1. Means and standard deviations of purchase intention a.

Shape Organic Labeling Mean Std. Deviation N

Normal
Yes 5.53 1.57 30
No 4.90 1.03 30

Total 5.22 1.35 60

Moderately
abnormal

Yes 4.70 1.60 30
No 4.30 1.70 30

Total 4.50 1.65 60

Extremely
abnormal

Yes 4.30 1.93 30
No 2.57 1.33 30

Total 3.43 1.86 60

Total
Yes 4.84 1.77 90
No 3.92 1.69 90

Total 4.38 1.79 180
a Purchase intention is based a 7-point Likert-type scale (1 = “very unlikely”, 7 = “very likely”).

Table 2. Tests of between-subjects effect-dependent variable: purchase intention for study 1.

Source Type III
Sum of Squares df Mean

Square F p-Value

Corrected Model 150.117 a 5 30.023 12.425 0.000

Intercept 3458.450 1 3458.450 1431.310 0.000

Food shape
abnormality 96.633 2 48.317 19.996 0.000

Organic labeling 38.272 1 38.272 15.839 0.000

Shape × Organic 15.211 2 7.606 3.148 0.045

Error 420.433 174 2.416

Total 4029.000 180

Corrected Total 570.550 179
a: R2 = 0.263 (adjusted R2 = 0.242).
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The results indicate significant main effect for organic labeling (F = 15.84, p < 0.001;
Table 2). Consumers’ intention to purchase organic produce was significantly stronger
(M = 4.84, SD = 1.77) than their intention to purchase nonorganic produce (M = 3.92,
SD = 1.69), supporting Hypothesis 2.

The interaction between produce shape abnormality and organic labeling significantly
affected purchase intention (F = 3.148, p < 0.05; Table 2), supporting Hypothesis 3. Con-
sumers’ intention to purchase normal and moderately abnormally shaped organic produce
was not significantly higher than that for nonorganic produce. Consumers’ intention to
purchase extremely abnormally shaped organic produce was significantly higher (M = 4.30,
SD = 1.93) than that for nonorganic produce (M = 2.57, SD = 1.33, p < 0.001; Figure 2).
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Intention to purchase normal organic produce (M = 5.53, SD = 1.57) was significantly
higher than that for extremely abnormal organic produce (M = 4.30, SD = 1.93, p < 0.05).
However, the results indicated no significant difference in intention to purchase between
normal and moderately abnormal products. In addition, no significant difference in pur-
chase intention was observed between moderately abnormal and extremely abnormal
products. Intention to purchase normal nonorganic produce (M = 4.90, SD = 1.03) was sig-
nificantly higher than that for extremely abnormal nonorganic produce (M = 2.57, SD = 1.33,
p < 0.05). Intention to purchase moderately abnormal produce (M = 4.30, SD = 1.71) was sig-
nificantly higher than that for extremely abnormal produce (M = 2.57, SD = 1.33, p < 0.05).
However, the results indicate no significant difference in purchase intention between
normal and moderately abnormal produce.
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4. Study 2
4.1. Methods
4.1.1. Participants

For Study 2, a 2 (produce shape abnormality: moderate or extreme) × 5 (discount:
30%, 40%, 50%, 60%, and 70%) between- and within-subjects design was employed. The
study randomly recruited 300 participants from local supermarkets or traditional markets.
A questionnaire with one of 10 scenarios was randomly distributed to each participant. The
participants were instructed to scan a QR code to complete the questionnaire on their mobile
phones. The data were collected over a period of two weeks during October 2021. The
researchers proceeded with the data collection during normal supermarket and traditional
market operating hours, consisting of approximately two hours of data collection per day
during the morning, afternoon, and evening in order to try to ensure the randomness of
the sample population.

In each condition, the participants were instructed to express their intention to pur-
chase moderately abnormal (n = 150, 30% = 30, 40% = 30, 50% = 30, 60% = 30, 70% = 30) and
extremely abnormal (n = 150, 30% = 30, 40% = 30, 50% = 30, 60% = 30, 70% = 30) produce.
The sample comprised 231 women (77.0%), and most participants (68.7%) were between
41 and 60 years of age. Approximately 59% of the respondents had a high school education
or lower.

4.1.2. Stimuli and Variables

Study 2 involves images of an apple, lemon, carrot, and eggplant, with two levels
of produce shape abnormality each. The images were modified from those developed
by Leobnitz et al. [7]. This study subjected all images to a manipulation check before
purchase intention was measured to determine whether the normal, moderate, and extreme
levels of shape abnormality were sufficiently different. This study measured intention to
purchase produce at five discount levels (30%, 40%, 50%, 60%, and 70%) by using a 7-point
Likert-type scale modified from Loebnitz et al. [7]. Purchase intention was measured
using the question “How likely would you be to purchase these food items?”, with 1
indicating “very unlikely” and 7 indicating “very likely”. The questionnaire was developed
in English, translated into Chinese, and back-translated to ensure quality. An example of
the questionnaire is included in Appendix A.

4.2. Results
4.2.1. Manipulation Check

To ensure the successful manipulation of produce shape abnormality, this study
instructed the participants to rate how abnormal each food appeared on a 2-point scale
(1 = “moderately abnormal”, 2 = “extremely abnormal”). To assess the manipulation
of discounts, the participants identified discounts on a 5-point scale (1 = 30%, 2 = 40%,
3 = 50%, 4 = 60%, 5 = 70%). The examination results indicate the successful manipulation
of both produce shape abnormality and discounts.

4.2.2. Hypothesis Testing

The means (Ms) and standard deviations (SDs) of intention to purchase among the
10 conditions are presented in Table 3.

The interaction between produce shape abnormality and discount significantly affected
purchase intention (F = 5.661, p < 0.001; Table 4), supporting Hypothesis 4. Intention to
purchase moderately abnormal produce at 70% (M = 5.97, SD = 1.22), 60% (M = 5.50,
SD = 1.31), and 50% (M = 5.63, SD = 1.03) discounts was significantly higher than intention
to purchase moderately abnormal produce at 40% (M = 3.47, SD = 1.61), and 30% (M = 2.53,
SD = 0.97) discounts (Figure 3). However, the results indicate no significant difference
in purchase intention among produce at 50%, 60%, and 70% discounts. In addition, no
significant difference in purchase intentions was observed among produce at 30% and 40%
discounts. Intention to purchase extremely abnormal produce at 70% (M = 4.67, SD = 1.35)
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and 60% (M = 4.10, SD = 1.47) discounts was significantly higher than intention to purchase
such produce at 40% (M = 2.67, SD = 0.96) and 30% (M = 2.67, SD = 1.52) discounts.
However, the data indicate no significant difference in purchase intention between produce
at a 50% discount and produce at any other discount. In addition, no significant difference
in purchase intention was observed between 70% and 60% discounts or between 40% and
30% discounts.

Table 3. Means and standard deviations of purchase intention a for food shape abnormality and
discount level.

Shape Discount (% off) Mean Std. Deviation N

Moderately
abnormal

30 2.53 0.97 30
40 3.47 1.61 30
50 5.63 1.03 30
60 5.50 1.31 30
70 5.97 1.22 30

Total 4.62 1.84 150

Extremely
abnormal

30 2.67 1.52 30
40 2.67 0.96 30
50 3.67 1.21 30
60 4.10 1.47 30
70 4.67 1.35 30

Total 3.55 1.52 150

Total
30 2.60 1.27 60
40 3.07 1.38 60
50 4.65 1.49 60
60 4.80 1.55 60
70 5.32 1.43 60

Total 4.09 1.77 300
a Purchase intention is measured on a seven-point Likert scale (1 = very unlikely, 7 = very likely).

Table 4. Tests of between-subjects effect-dependent variable: purchase intention for study 2.

Source Type III
Sum of Squares df Mean

Square F p-Value

Corrected Model 458.013 a 9 50.890 30.892 0.000

Intercept 5010.253 1 5010.253 3041.390 0.000

Food shape
abnormality 85.333 1 85.333 51.800 0.000

Discount level 335.380 4 83.845 50.897 0.000

Shape × Discount 37.300 4 9.325 5.661 0.000

Error 477.733 290 1.647

Total 5946.000 300

Corrected Total 935.747 299
a: R2 = 0.489 (adjusted R2 = 0.474).

Intention to purchase moderately abnormal produce was higher than that for extremely
abnormal produce at 70%, 60%, 50%, and 40% discounts. The results indicate no significant
difference in purchase intention between moderately and extremely abnormal produce at a
30% discount.
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5. Discussion

The results of Study 1 support Hypothesis 1, demonstrating that produce shape
abnormality affects purchase intention. The consumers were least likely to purchase
extremely abnormally shaped produce. The results indicate a significant difference in
purchase intention between normal and moderately abnormal produce as well as between
normal and extremely abnormal produce. A significant difference in purchase intention
was also observed between moderately abnormal and extremely abnormal produce. These
findings are consistent with those of Su et al. [18]. However, the results are inconsistent with
those of Loebnitz et al. [7], which indicated no difference in purchase intention between
normal and moderately normal products for Danish consumers. These results can be
explained by assimilation–contrast theory, which suggests that assimilation occurs if the
discrepancy between expected product performance and actual product performance is
small. The Taiwanese consumers in this study likely perceived moderately abnormal
produce to be different and of lower quality than normal produce, resulting in a significant
difference in purchase intention.

Study 1 also revealed that the interaction between produce shape abnormality and
organic labeling had a significant effect. Purchase intention was significantly higher for
extremely abnormal produce with organic labeling. However, no significant difference in
purchase intention was observed between normal or moderately abnormal produce with
organic labeling and that without. The study supports the assumptions that intrinsic cues
(i.e., food shape abnormality) are stronger than extrinsic cues (i.e., organic labeling) and
that negative perceptions due to high-scope cues (produce shape) affect low-scope cues
(organic labeling) by weakening their diagnostic power [7]. Studies have suggested that
consumers’ primary motivations for purchasing organic food products are related to health
and taste [28,34,51]. One study noted that healthy ingredients strongly influenced purchase
decisions [38]. Because organic products are generally healthier than nonorganic products,
consumers find organic food more attractive. The results indicate that customers had
the lowest intention to purchase extremely abnormally shaped produce without organic
labeling; this result likely resulted from the perception that such products were of lower
quality and less healthy.

The results from Study 2 support the assumption that consumers’ intention to purchase
moderately abnormal and extremely abnormal produce increases with discounts. These
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results are consistent with those of other studies [48,49]. For moderately abnormal produce,
discounts of 50% and higher should be offered to increase purchase intention among
Taiwanese consumers. For extremely abnormal produce, a discount of 70% significantly
affected purchase intention. Intention to purchase moderately abnormal produce was
significantly higher than intention to purchase extremely abnormal produce at discounts of
40% or higher. This study contributes to the literature by determining the influence of price
on the willingness of Taiwanese consumers to purchase imperfect food.

6. Conclusions

The results have several managerial implications. Intention to purchase abnormal
produce increases with discounts, indicating that some Taiwanese consumers are willing to
buy abnormally shaped produce at a reasonable price. This result is consistent with that of
Loebnitz et al. [7], which suggested that having consumers experience unfamiliar food can
help them accept abnormally shaped food. Our previous study also indicated a positive
relationship between a pro-environmental identity and intention to purchase abnormally
shaped foods [18]. Retailers should reconsider rejecting abnormally shaped food because of
the growing number of individuals with a pro-environmental identity who may be willing
to purchase them.

Certain companies in Taiwan donate unsold or unattractive perishable goods to
nongovernmental groups, thereby fulfilling their social and environmental responsibilities.
The New Taipei City Surplus Food Network provides an excellent model for other cities.
The program collects unattractive vegetables, fruits, and other foods from local markets
and sends them to the Social Welfare Department for distribution. Other social welfare
groups and private organizations can implement similar programs to provide resources
to those in need. Individual donations to facilitate the implementation of such programs
should be encouraged. Food-saving and food-waste-reduction practices should be also
be promoted through educational programs and various channels in the food industry
(e.g., restaurants and businesses) to reduce food waste in Taiwan.

This study has several limitations. One is the use of convenience sampling during
the data-collection process. Studies should use a larger sample to avoid nonprobability
sampling and ensure the generalizability of the findings. Second, food shape abnormality
was the only intrinsic cue; studies should examine whether other intrinsic cues of product
quality, such as color, size, and texture, influence consumers’ purchase intention. Studies
should investigate other extrinsic cues in addition to organic labeling. Studies should also
analyze the differences between consumers who are willing and unwilling to purchase
abnormally shaped fruits and vegetables and the factors that influence the purchases of
each consumer group. Studies on the effects of cultural and socioeconomic moderators
may also yield valuable insights.
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40. Cerjak, M.; Mesić, Ž.; Kopić, M.; Kovačić, D.; Markovina, J. What motivates consumers to buy organic food: Comparison of
Croatia, Bosnia Herzegovina, and Slovenia. J. Food Prod. Mark. 2010, 16, 278–292. [CrossRef]

41. Richardson, P.S.; Dick, A.S.; Jain, A.K. Extrinsic and intrinsic cue effects on perceptions of store brand quality. J. Mark. 1994, 58,
28–36. [CrossRef]

42. Herr, P.M.; Kardes, F.R.; Kim, J. Effects of word-of-mouth and product-attribute information on persuasion: An accessibility-
diagnosticity perspective. J. Consum. Res. 1991, 17, 454–462. [CrossRef]

43. Purohit, D.; Srivastava, J. Effect of manufacturer reputation, retailer reputation, and product warranty on consumer judgments of
product quality: A cue diagnosticity framework. J. Consum. Psychol. 2001, 10, 123–134. [CrossRef]

44. Gilbert, D.C.; Jackaria, N. The efficacy of sales promotions in UK supermarkets: A consumer view. Int. J. Retail. Distrib. Manag.
2002, 30, 315–322. [CrossRef]

45. Marshall, R.; Bee Leng, S. Price threshold and discount saturation point in Singapore. J. Prod. Brand Manag. 2002, 11, 147–159.
[CrossRef]

46. DelVecchio, D.; Krishnan, H.S.; Smith, D.C. Cents or percent? The effects of promotion framing on price expectations and choice.
J. Mark. 2007, 71, 158–170. [CrossRef]

47. Wan, C.-S.; Chen, S.-L.; Lin, M.-L.; Chi, K.-J. The influence of restaurant coupons discount depth on re-consumption willingness
of customers: Brand image as moderating variable. J. Tour. Leis. Stud. 2012, 18, 259–279.

48. Petruzzelli, D. Too Ugly to Eat? Consumer Perceptions and Purchasing Behavior Regarding Low-Grade Produce. Mark. Low-Grade
Prod. 2015, 1–41.

49. Nusair, K.; Jin Yoon, H.; Naipaul, S.; Parsa, H. Effect of price discount frames and levels on consumers’ perceptions in low-end
service industries. Int. J. Contemp. Hosp. Manag. 2010, 22, 814–835. [CrossRef]

50. Bevans, R. (17 November 2022). Two-Way ANOVA|Examples & When to Use It. Scribbr. Available online: https://www.scribbr.
com/statistics/two-way-anova/ (accessed on 12 March 2023).

51. Lodorfos, G.N.; Dennis, J. Consumers’ intent: In the organic food market. J. Food Prod. Mark. 2008, 14, 17–38. [CrossRef]

Disclaimer/Publisher’s Note: The statements, opinions and data contained in all publications are solely those of the individual
author(s) and contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s) disclaim responsibility for any injury to
people or property resulting from any ideas, methods, instructions or products referred to in the content.

https://doi.org/10.1016/j.appet.2016.05.006
https://doi.org/10.1016/j.foodqual.2011.12.004
https://doi.org/10.1016/S0958-6946(00)00085-6
https://doi.org/10.1016/j.foodpol.2009.10.001
https://doi.org/10.1002/cb.210
https://doi.org/10.1016/j.appet.2013.08.020
https://doi.org/10.1079/RAF2005113
https://doi.org/10.1007/s13165-015-0109-3
https://doi.org/10.1002/jsfa.3936
https://doi.org/10.1111/1467-9523.00200
https://doi.org/10.1080/10454446.2010.484745
https://doi.org/10.1177/002224299405800403
https://doi.org/10.1086/208570
https://doi.org/10.1207/s15327663jcp1003_1
https://doi.org/10.1108/09590550210429522
https://doi.org/10.1108/10610420210430042
https://doi.org/10.1509/jmkg.71.3.158
https://doi.org/10.1108/09596111011063106
https://www.scribbr.com/statistics/two-way-anova/
https://www.scribbr.com/statistics/two-way-anova/
https://doi.org/10.1080/10454440801918218

	Introduction 
	Literature Reviews 
	Produce Shape Abnormality and Purchase Intention 
	Effects of Organic Labeling on Purchase Intention 
	Interaction between Produce Shape Abnormality and Organic Labeling 
	Effects of Discount on Purchase Intention 

	Study 1 
	Methods 
	Participants 
	Stimuli and Variables 

	Results 
	Manipulation Check 
	Hypothesis Testing 


	Study 2 
	Methods 
	Participants 
	Stimuli and Variables 

	Results 
	Manipulation Check 
	Hypothesis Testing 


	Discussion 
	Conclusions 
	Appendix A
	References

