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 Mark Jensen 

 The Urban Cook 
  

 

 … so what happens to all 

the misshapen 

vegetables? 

 They are thrown away!  

 There is absolutely 

nothing wrong with their 

flavour or nutritional value, 

but we are put off by the 

way they look.  

 

 Put bluntly, if it 

doesn’t look good, we 

won’t buy it! 
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Food Images  

 

 used in the world of food marketing, to attract the attention 

of consumers 

 

 food and food products are often bought with the eye 

 

 presentations of food and additional items that are 

artistically and aesthetically composed and arranged by a 

food stylist, to be photographed 

 

 Martha Stewart Living magazine editor reports readers’ 

applause for the magazine’s photographs - how compelling 

photographs are as a way of communicating inspiration 

and information, emphasising the powerful “emotional 

punch” they deliver 

 



Contribution of the Study  

 

 three emotional and three cognitive aesthetic indicators 

that affected the way consumers viewed purposely styled 

images 

 

 and subsequently how these image aesthetics influenced 

their behavioural intent. The assumption was that food 

stylists could alter image content in order to positively 

affect consumers’ behavioural intent, bettering the use of 

food images as a marketing tool 
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Research Design and Methodology  

 

 two theoretical perspectives with an additional merging of 

a third perspective 

 

 communications theory that represents a type of systems 

perspective, integrated with the theory of aesthetics 

 

 Q-methodology, first introduced to the scientific world in 

1935 by Dr. William Stephenson is the prevailing 

methodology. Five key steps followed 
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Theoretical Background  

 

 food styling 

 food stylists 

 communication 

 aesthetics 

 

 + 

  

 interviews with food stylists 

 





Development of Q-Sample (visual stimuli) 
  
 Aesthetic indicators: 
   cognitive: reality, fantasy, entertainment    
                          emotional: arousal, dominance, pleasure 
 

matched with 

 Visual stimuli – before pilot study 

Visual stimuli – after pilot study 









1 3 5 4 2 
 1st SORT: sort through the pile and immediately 

remove all the images that you MOST AGREE with. Place 

these on the first pile, completely to your left 

  

 2nd SORT: sort through the remaining images and 

remove all the images that you MOST DISAGREE with. Place 

these on the second pile, completely to your right 

  

 3rd SORT: sort through the remaining images and 

remove all the images that you AGREE with. Place these in 

position 3, on the left 

  

 4th SORT: sort through the remaining images and 

remove all the images that you DISAGREE with. Place these in 

position 4, on the right 

  

 place all the remaining images in position 5 – 

NEITHER/NOR 

 



 



Results  

 

  

Factor 1 

Factor 2 



Results (Continued)  

 

  

Factor 3 

Factor 5 

Factor 4 



Results (Continued)  

 

  

Factor 6 

Factor 7 



Conclusions  
 

 food images play an important role in communication 

 

 food stylists currently create food images using very little 

research theory: rather hit and miss manner 

 

 improving food styling abilities could benefit food 

marketing by making known information regarding 

consumers’ responses 

 

 psychometric data elicited through the use of Q-sort 

revealed the particular ways consumers view food images 

and react to aesthetic dimensions and visual stimuli 

 

 data produced by this research can be used to guide food 

stylists and arrive at improved communication 



 

 

Limitations  
 

 predominantly positive aesthetic indicators are used in this 

study - unpleasant and conflicting experiences may also 

exist 

 

 a consumer may find the image of a chocolate cake 

pleasant, but will have an equally unpleasant experience 

when it obstructs reaching a goal, such as when trying to 

lose weight 

 



 

 

Recommendations  
 

 larger samples where questionnaires with food images 

may be employed 

 

 aesthetic indicators particularly suited to food images 

developed 

 

 how purchasing behaviour affected 
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