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Abstract

As one of the UN’s SDG goals, reducing food waste appears essential in the
sustainability transition. One of the largest causes of food waste is consumers’
reluctance to buy and consume suboptimal (imperfect) food products. Previous
research has shown it to be challenging to motivate consumers to buy such suboptimal
products. The current research suggests that presenting suboptimal products with a
sustainability or with an authenticity positioning can increase consumers’ quality
perceptions of and purchase intentions for suboptimal products. Two experiments
presenting suboptimal products with sustainability, authenticity, or no positioning
reveal that both positionings can increase quality perceptions and purchase intentions
for suboptimal products. Moreover, two field experiments show that both types of
positioning can increase the sales of suboptimal products. Together, these findings
suggest that sustainability and authenticity positioning can support the fight against
food waste.
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