GAULT&MILLAU 
RENAISSANCE ET MUTATIONS DANS L’UNIVERS DE LA GASTRONOMIE FRANCAISE 
Par

Loïc Ernest
NEOMA Business School - France
loïc.enerst@neoma-bs.fr 

Edgar Bellow
NEOMA Business School – France
edgar.bellow@neoma-bs.fr 




Abstract: “cuisine is the perfection of nutrition; gastronomy is the perfection of cuisine” (Jean-François Revel, “Un festin en paroles,” 1979). Intimately linked to “the French art of living,” the age-old importance of gastronomy received the highest level of international recognition in 2010 by being classified by UNESCO as “intangible cultural heritage”. This was the first time a country’s gastronomy had been awarded this status. UNESCO experts have agreed that French gastronomy, with its “rituals and presentation” fulfilled the conditions for inclusion on the list of the world’s intangible cultural heritage. The first culinary criticism and restaurant appraisals appeared in this unique universe of French gastronomy at the beginning of the 19th century.  In 1803, Grimod de la Reynière published his first “Almanac,” considered as the ancestor of today’s gastronomic guides.  The number of these guides, produced by independent critics and assessors, increased constantly throughout the 20th century.
The case of Gault&Millau presents an iconic gastronomic guide, which shot to success in the 1960’s thanks to the charisma and talent of its founders, before declining gradually but inexorably.  The case tells the story of its rebirth through the definition and implementation of a coherent strategy, the development of a new business model in universe that was going through profound changes, and its gradual transformation into a genuine ratings agency serving French gastronomy.
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In this balmy month of July 2016, in his glass windowed office, in which all the “Gault&Millau” national and international gastronomic publications are piled up in a carefully planned chaos,   and particularly every annual edition of the famous “Guide to France” (more than 40 of them), Côme de Chérisey has the smile of the successful businessman. With a few associates and the support of a specialised investment fund, he has just bought the firm Gault&Millau from Pierre-Edouard Stérin (“Smart Box”), who had been its owner since 2009. In 2011, after this change of ownership, Côme de Chérisey had accepted the position of managing director of the guide. Although a born entrepreneur, a creator at heart, he became an employee for the first time in his life! He remembers the urgent challenge that he had to take up. He had to balance the books, but above all to define and implement a genuine strategy to make the iconic brand in the world of gastronomy, which had suffered for so long, credible once more, and to develop a new business model. In addition to this, apart from the usual competition from other “traditional” guides (particularly the Michelin guide) ruthless competition was appearing from ratings websites on which the clients themselves made the assessment (e.g. Tripadvisor).  Today, “Gault & Millau” is respected once again, by both professionals and its readers. The digitalisation of the publications continues, as does internationalisation. “Gault et Millau” has established itself once again as a genuine taste-rating agency.
Faced with this severe strategic challenge: that of balancing the books and developing a new business model that would enable the firm to survive in a world of gastronomic guides that was undergoing a profound transformation, Côme de Chérisey relied on the brand’s reputation to rebuild its credibility, which had been damaged by past failings, with both readers and Chefs. This recovery was accompanied by numerous media operations all over France bringing together cooks, winegrowers, and the world of gastronomy in general. The idea was to establish its presence all over France. In addition to this “physical” presence, the new management launched the company’s digitalisation. The new business model took shape at the same time, with the internationalisation of the guide and the firm’s gradual metamorphosis into a genuine ratings agency for “everything to eat and drink.”
Côme de Chérisey: after studying at Paris-Dauphine University and Sciences Po in Paris, he set up an advertising agency, which he would sell some years later. In 1994, de designed the guide to the top management of major companies, which he also sold on seven years later.  In 1999, he cofounded the cultural weekly ZURBAN, which was sold to the Hachette-Filipacchi Media group in 2002. In 2003, he launched NEWZY, a “trend detecting” magazine with a number of associates. Then, in 2011, for the first time in his life, he became an employee, for the group led by Pierre-Edouard Stérin (“Smarth and Co”), who appointed him managing director of Gault&Millau, before he finally bought out Gault&Millau with some associates. 
Gault&Millau started out as a venture led by Henry Gault and Christian Millau, two cookery journalists, who, after publishing a large number of gastronomic reviews, launched an eponymous magazine in 1969. On the strength of their successful launch, they moved up a gear in 1972, publishing their first annual guide, a collection of restaurant reviews covering the whole of France. This innovative guide disrupted the conservative world of gastronomic criticism, which was clearly dominated at the time by the Michelin guide, first published at the beginning of the 20th century.  Rather than the cold pictograms in the Michelin guide, H. Gault and C. Millau preferred well-written texts. “What Millau and Gault revolutionised was in fact writing and journalism rather than criticism. H. Gault and C. Millau — Millau was the one who did the writing — introduced the human side of the profession, and by acting as intermediaries between clients and restaurant owners, they brought the two worlds closer together,” explains Marc Esquerré, the current editor of Gault & Millau. 
The Gault & Millau quickly became a benchmark guide. Led by the charismatic personality of its two founders, Henri Gault and Christian Millau, who relied on strong communication (a  radio programme on the radio station Europe 1, for example) the Gault & Millau Guide promoted and popularised a fledgling culinary trend launched by a number of major chefs: “nouvelle cuisine.” In this way, Henry Gault and Christian Millau profoundly influenced traditional French   gastronomy by encouraging the “nouvelle cuisine” wave, which promoted lighter preparations and highlighted the chef’s talent and invention.  The concept of nouvelle cuisine (“a genuine slogan”) turned the world of French gastronomy upside down, and became intimately linked with the brand Gault & Millau.  The Gault & Millau Guide quickly established itself as the guide that discovered new talent. Of course, it did not ignore experienced chefs, but made it a point of honour to identify promising young chefs. The guide was particularly responsive, and accompanied by radio reviews, a magazine, a wine guide, and international guides.  By the time it reached its “cruising speed,” the Gault & Millau brand had become enduringly popular in the world of French gastronomy. However, the concept of “nouvelle cuisine” gradually ran out of steam, and, in 1987, the two iconic founders decided to sell up to the media group “Le Point.” This began the gradual decline of the brand. A long period of “drifting” ensued, with a succession of owners whose core business was not necessarily the publication of gastronomic guides. At a time when competition in the market was becoming increasingly intense, the editorial line was inconsistent or even blurred, and the Guide’s credibility suffered from this. The close links built up with professionals gradually weakened. In 1995, the communication group HAVAS acquired the Gault & Millau brand, together with all all Alcatel’s Media activities (L’Express, Le Point, Courrier International, etc.) In the HAVAS universe, Gault & Millau was finally allocated to the Le Moniteur Group. While its turnover remained substantial (40 million francs in 1998), it had operating losses of several million. In these circumstances, HAVAS decided to sell off the Gault & Millau operations. In 1999, an investment group (P. Dauzier, former head of HAVAS, C. Ménanteau, a journalist, and P. Faure, a diplomat) bought the brand in partnership with the Bank Banque Crédit Agricole. This new era did not last long, since in 2001, the Ballande group acquired 60% of Gault & Millau. Originally from the Bordeaux area, Ballande had operated almost exclusively in the Pacific for many years. The company is a major player in the economy of New Caledonia (a French territory in the Pacific), where it controls nickel mines and a large part of the specialised retail sector, and represents several tool, vehicle, and heavy machinery brands. Based in the city of Nouméa, the group has gradually spread throughout the Pacific. Ballande has also diversified into wines and spirits (www.lesechos.fr, 9/02/2001), but the group has little experience in publishing. Turning Gault & Millau around proves more difficult than expected, and in 2009, the brand was sol yet again. However, this time, the new owner would invest sufficient resources to relaunch the guide. It was to be the start of the revival.
It was Smart Box, headed by Pierre Edouard Stérin, which at that time controlled 70% of the French gift box market, which bought Gault & Millau. Created in April 2003, and phenomenally successful, Weekenddesk-France (Smart&Co) bought out its franchisor, Weekenddesk-Belgium, to create Smart Box. In 2007, the group became the European leader in the gift box market. 
Côme de Chérisey, who among other activities had taken part in the creation of the cultural magazine ZURBAN in the 2000s, was appointed Managing Director of the Gault&Millau Guide, to be responsible for balancing the books, restructuring and relaunching the brand, and developing a new business model.
This “operation rebirth” was a success, and in 2016, the final ownership change to date took place, when Côme de Chérisey bought the firm from Pierre-Edouard Stérin. The purchase took the form of an MBO (Management Buyout) with an investment fund specialising in the hotel and catering industry and five gastronomy lovers.
The buyout of Gault&Millau by SmartBox, and then by Côme de Chérisey a few years later, marked the revival of the Guide, with the emergence of a genuine strategy. 
“We had to completely reinvent the job. If not, we would have gone out of business,” recalls Côme de Chérisey. He adds, “We used our rating ability to transform ourselves into a taste rating agency. We became a brand rather than just a media firm” (www.contactdistance.fr; 2016).
To establish itself as a genuine “taste rating agency,” it was essential for Gault&Millau to make its reviews and editorial choices highly credible once more, with its readers, restaurant Chefs, and more broadly potential partners in the world of gastronomy.
For Côme de Chérisey, “Gault&Millau aims to act as a counterbalance, our palate is fair and honest, our reviewers are always anonymous, and never employees of the guide. Financial consideration must not get in the way of our opinions; we make this a question of deontology” (Luxury Must Hospitality, 17 January 2017). He continues, “On the Gault&Millau website, nobody buys anything, and the restaurants presented are only those we have visited, rated in line with a single international tasting grid, and above all, listed in our guide. We do no business with or on the back of restaurant owners. We aim to offer our readers and honest, clear selection.”
The Gault&Millau aims to be a benchmark guide. The new slogan: “the expert gourmet” shows this desire to be an undisputable benchmark, and to distinguish itself clearly from review websites like Tripadvisor, where ultimately anyone can play at being a food critic.
Côme de Chérisey regularly underscores the guide’s ability to make a genuine selection unlike its competitors. He talks about “the major global restaurant websites, with three main players.  Gault & Millau is the smallest, and wants to set itself apart from the others with its increasingly selective approach. TripAdvisor is a portal. Michelin has become a portal. Gault & Millau is not a portal; it is a selection, made by independent, anonymous experts, backed by a committed community. Look at the figures: on the Michelin website, there are 28,000 restaurants in France, and twice as many on TripAdvisor. Gault&Millau does not have the means to assess 28,000 restaurants. And I believe that when you have a large number of establishments assessed by a large number of critics, this drags the quality down. We list 5,000 restaurants in France and 5% of the selection is abroad: we review our restaurants in detail. To take an example, if I arrive in Niort, Bourg-en-Bresse, or Lille, and I don’t know the town, and so I go to the Michelin website, two thirds of the restaurants have not been checked because they have chosen to be there, and pay for their presence every month…” (Source: www.atabula.com, 30 August 2016).
The “general discourse” and more broadly the communication, changed completely. Of course, the Gault&Millau guide still operates as a review, but as a constructive review. It was important to redevelop links with chefs, but without in any way falling into complacency. Thus, every year, several “Gault&Millau Tours” are organised in the major regions of France. These media events provide an opportunity to celebrate the best chefs while giving them the chance to meet up and in a festive atmosphere in the company of the guide’s sponsors, who are all associated with the world of gastronomy (e.g. De Buyer, Brake, Elle&Vire, Evian, Kaviari, Lavazza, Alessi, Valrhona, and Raynaud Limoges)
Even better, the Guide supports their development. This is the purpose of the “Gault&Millau Endowment,” which is a grant, comprising equipment and ingredients, awarded each year to   12 promising young chefs aiming to open their first restaurant. “It’s the helping hand that enables these promising chefs to move up from being head chef to become the head of a company” as they explain at Gault&Millau.
In the same spirit, in 2017, the Guide announced the launch of an investment fund (with BPI France, ‘Extendem’, the Paul Bocuse Institute, and AccorHôtels) to fund chefs who have received Gault & Millau endowment. “We want to invest to support French gastronomy and to help restaurants run by the great chefs of the future,” explains Côme de Chérisey, emphasising the current reluctance of banks, who find it difficult to support the career projects of young chefs.  Each year, three to five young entrepreneurs will join the structure and follow a training, promotion, and support programme (source: www.atabula.com; 23 January 2017).
The guide’s business model was completely transformed in 2013; it was a question of life or death. “Before,” says Côme de Chérisey, “we had sales of the guide to France, the magazine, advertising, and that’s all. The whole of our revenues at that time now represents 20% of our turnover (…). The rest of the turnover is linked to the international guides, consulting, and sponsors both in France and abroad. Consulting, for example, includes work for brands, particularly industrial brands, which want to improve their product quality” (source: www.atabula.com, 30 August 2016).
In 2017, he was gave even more details: “Our sponsors guarantee our funding 100%. When I arrived at Gault&Millau, our business model was in great danger, so we had to completely redesign it and redefine our strategy.  The model I set up forbids any business with the restaurants that we assess. Our basic concern is simple: how can we make quality visible and accessible to the greatest number in economic conditions that are viable for the restaurant owners? Our opinions must not be corrupted by financial considerations; this is a question of deontology for us. However, it is clear that we aren’t just philanthropists, we need enough funds for our surveys! (…) Today, we are proud to be the only international guide that does not sell to restaurants either advertising or packs, and offers no online booking service. We choose our restaurants independently, and the Chefs have nothing to pay for appearing in our guide or on the website. This is our strength, and it must remain so, I keep fighting for this every single day!” (Luxury Must Hospitality, 17 January 2017).
Rating and reviews: challenges and strategies in French gastronomy
Rating means giving an agent or an entity a simple indicator reflecting a series of its characteristics. It appears to be becoming a favourite system in modern societies. Ratings secure markets while revealing the hidden features of a good that is bought and sold. It reduces information asymmetry, which is useful for agents. Therefore, ratings have a commercial value, an equilibrium price established in the “ratings market.”
Ratings systems vary enormously. It is difficult to compare the different ratings of gastronomic restaurants, but they all share the aim of guiding consumer choices, and hence of influencing the supply, when their reputation grows.
In general, an assessment scale grants a number of stars (Michelin guide, 1-3 stars) or chef’s hats (Gault&Millau 1-5 hats). At the same time, these chef’s hats correspond to a mark out of 20.  However, a restaurant can be listed in the Michelin or Gault&Millau guide at the basic level, without stars or hats, and that Gault & Millau marks restaurants to the nearest ½ mark (see appendix for the assessment scheme).
Expertise and criticism 
In French gastronomy, expertise and criticism are shared between different types of actors: generally guide editors and food writers/journalists, but also chefs and clients. The most visible and possibly most socially legitimate type of expertise is not that of the professionals (that is, practising chefs) but that of experts, who are almost all members of another profession, that of food writers and journalists. Thus, those who make the most institutionalised judgments are outside the field of gastronomic food production.
Gastronomic expertise can be defined as the process by which the expert, the possessor of knowledge, delivers opinions to assist decision-making. In areas in which expertise is based on “hard” skills, such as scientific or legal expertise, the expert’s legitimacy is based on objective qualities. In areas in which expertise is based on “soft” skills, such as gastronomic expertise, in which the experts are enlightened amateurs, the expert’s legitimacy is based on the public’s trust in them. This trust results from an interactive process between professionals and the public. Therefore, the expert wavers between compliance with the public’s wishes and the aim to produce objective results. In addition to each guide’s specialisations and the expert’s personal taste, they do spread professional norms with regard to gastronomy. The experts contribute to the public’s education. 
Gastronomic reviews by specialist journalists are generally published weekly in newspapers and magazines or in blogs, some of which have a strong media profile, including gastronomic columns sometimes linked to television or radio programmes (François-Régis Gaudry on the France-Inter radio station, for example). Of course, these publications and radio and television programmes do not claim to be as exhaustive as annual guides are, but are more up-to-date (often two or three reviews per week). 
To the journalists we have to add the “influencers” – communication experts now swear almost exclusively. Just one post from an influencer can provide massive advertising effects.  One application, called Marks, now proposes a gastronomic guide based only on the recommendations of influencers. From gastronomic guide to taste-rating agency.
On the strength of its expertise, its reputation, and its renewed credibility, Gault&Millau has established itself as a genuine taste-rating agency, as shown by the following operations:
-	In 2015, Gault&Millau signed a partnership with Carrefour hypermarkets provide quality labels for food products.
-	Cholat Mills has developed an important subsidiary in the Rhône-Alpes region focusing on agriculture and the food industry. In 2017, Cholat agreed a partnership with Gault&Millau to promote the products and expertise of local craft producers.
-	For the French company Korian, which specialises in healthcare services and support for senior citizens, catering is a key feature of the care given to patients and residents. It has just set up a partnership with Gault&Millau whose purpose is to improve catering experiences in its nursing retirement homes (2018).
-	Founded in 2014 in Toulouse by Tristan Laffontas and Romain Priot, (two young  gastronomy enthusiasts who gave up comfortable engineering jobs to launch their company), and located in Paris for the last two years, the start-up MoiChef, has just joined forces with  Gault&Millau. It has invested in the “gourmet gift box" market, offering the public a recipe by a leading chef, to be produced at home for friends and family. Every month, for €49.90, a celebrated chef helps to design the gift box, with their favourite ingredients supplied by their producers. The box also contains detailed recipes, a video, and a cooking magazine of around 40 pages.
For Côme de Chérisey, the managing director of Gault & Millau, the reason for the partnership with MoiChef was "the desire to promote a shared vision: that gourmet food should be accessible by all." Meanwhile Tristan Laffontas stresses, "We are very proud of this partnership with Gault&Millau, a historic brand in the field of gastronomy, which provides our concept with genuine legitimacy." The start-up has already  joined forces with OpenKitchen, a firm that offers cookery lessons with leading Chefs.  
-	The Gault&Millau/MoiChef gift box is available on the website of each firm and in the prestigious Paris department store Printemps. (Sources: Sud-Ouest, 14 May 2018)



Internationalisation of Gault&Millau
An international strategy, which represents the desire to extend the activities of a firm beyond its national borders, corresponds perfectly to the objective expressed by Côme de Chérisey for Gault&Millau business activities. As he says, “the internationalisation of Gault & Millau is one of my priorities.” 
In an interview with the newspaper le Point, in August 2016, he explained why: “to do business, because we are a private firm, and to develop the reputation of French cuisine.” I want to be able to pay my reviewers, so I must develop my revenue sources.”
“So, we chose to find sponsors in each country who represent the values of the local cuisine, and who work as equitably as possible” (Luxury Must Hospitality, 17 January 2017).
This strategy currently involves nearly twenty countries. The assessment scale developed by the guide, and the training provided for local reviewers guarantees the reliability and consistency of the reviews and ratings.
In another interview of C. de C., for the newspaper El Watan (4/08/18) he clearly expresses this desire:
“What is the offer made to tourists? It is a battle between nations; the major tourist countries are working hard to improve the quality of their offer with regard to food and drink. I think that today, given its terroir, Algeria has a strong hand to play.
A number of countries have emerged. I am thinking for example of the particularly intelligent strategy developed by Peru, which, six years ago, chose to promote its products and then its cuisine. Today, the whole world is talking about Peruvian gastronomy.
Colombia has only recently followed Peru’s example, but people are already beginning to talk about the country, showing that when a country actively promotes its terroir and gastronomy, it can attract attention internationally. The Koreans are working hard to promote their products, and Thailand is offering their premium today.
Croatia has experienced spectacular growth in tourism, by emphasising its traditions and its terroir. The challenge is to manage to surprise tourists. Some countries have geographic and cultural assets, but have not yet started communicating with tourism and gastronomy journalists, who are on the lookout for new destinations. Tourists often go away for long weekends, a week, or a month.”
Digitalisation of Gault&Millau: 
The phenomenon of digitalisation is linked to new consumer habits and new objects that directly affect the business models of both firms and organisations. Digitalisation is increasingly assimilated to digital transformation, and this term is increasingly used with regard to corporate digital transformation. Côme de Chérisey has expressed his wish in several interviews since 2016 his wish to incorporate transformation into the Gault&Millau strategy to create more value. 
“The evolution of the media means that today we have traditional media, the major press groups of which you are one. But now all consumers are becoming journalists, publishing on their smartphone, sharing their emotions. The challenge is to reach individuals as much as journalists. A third of the information is conveyed by the media, and two-thirds by the public, which has thus become the leading media.
What is happening extremely remarkable: using their telephone, everyone publishes on social networks and shares with friends. The most powerful media is the public, and the experience we offer the public is decisive, a positive emotional experience that will be shared with 10 or 20 people. This is an extremely powerful way of passing things on, it’s a revolution!” interview with C. de C. in the newspaper El Watam (4/08/18) 
Today, this digitalisation takes the form of a website giving free access to all the restaurants listed in France and every other country where the Guide appears. Naturally, this list is constantly updated. The website also offers access to the Wine Guide, region by region. Two applications are available in addition to the website, one for restaurants and the other for quality food stores.
Conclusion 
Since the arrival of Côme de Chérisey in 2011, the company Gault&Millau has begun its recovery. The transformation is under way.  In just a few years, the implementation of a clear, coherent strategy based on the original values of the Yellow Guide” is bearing fruit. The Guide’s renewed credibility with readers and the trust of chefs, and more generally actors in the world of gastronomy, are a solid base on which to ensure the future development of Gault&Millau. Internationalisation will continue in every country where the tourist industry is mature or developing. The Guide’s acknowledged expertise will also enable it to establish itself durably as a rating agency. All these profitable activities will support the company’s core role, on which is success is based, that of culinary criticism. 
References
Patrick Rambourg, (2010) Histoire de la cuisine et de la gastronomie française, éditions Perrin (coll. tempus n° 359), 381 pages. May 2013, electronic version (ePub).
Gastronomica: The Journal of Food and Culture (Summer 2012, vol. 12, no. 2, pp 103-104) 
https://www.smartbox.com/fr/
www.contactdistance.fr; 
Cahier de l’évaluation, no. 4, January 2010
Gourmand Awards France 2010: culinary history book of the year.
Radio: France culture, La Fabrique de l’histoire, programme by Emmanuel Laurentin, 27 December 2012
Interview avec Côme de Chérisey de Novembre 2019 
Guide Gault&Millau 2008 – 2018,  - Guide Michelin 2008 - 2018






	



[bookmark: _GoBack]Annexe - 2

Gault&Millau Events are taking place in French Region.
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Annexe - 1Figure 1 – Définition de l’évaluation*

	



																																																																																																																																																																																																																																																																																														





Evaluer c’est porter un jugement de valeur (sur un objet) à la suite d’une démarche cognitive, dans une perspective future.



                                                                                                                                                                                                                                                                               																			

																																																																																																																*Cette définition prend appui sur celle du rapport Viveret en 1989, « Evaluer une politique, c’est former un jugement sur sa valeur » ainsi que celle du rapport n°392 du Sénat (2003-2004) : « Selon vos rapporteurs, la caractéristique essentielle de l’évaluation des politiques (…) réside dans son objet, qui est de débouché sur un jugement, une appréciation, mais aussi dans sa nature, qui est d’être une démarche à la fois ambitieuse et rigoureuse. (…) L’évaluation poursuit un objectif cognitif élaboré au service de l’intelligence de la décision publique. » Plutôt que « poser un jugement », on pourrait dire aussi « porter une appréciation ».

** Evaluer un individu renvoie à des mécanismes de type « rémunération au mérite »

Jugement de valeur

Binaire (positif/négatif) ou nuancé (infinité de valeurs) ?

Action

Comment influer sur l’avenir ?

Démarche cognitive

Quel corpus de référence ?

Objet

Une action – Une Institution – Un individu? **













 «La critique de la critique gastronomique? Pas question ici de cracher dans la soupe: nous l'aimons trop pour ça! Souvent pourtant, nous avons l'impression de devoir nous contenter de recettes assez banales. Cette soupe, nous l'aimerions peut-être plus relevée, un peu moins claire. Qu'elle nous surprenne davantage.» La France a inventé la grande cuisine moderne, le restaurant et le guide Michelin. Cela date un peu et, depuis, la sauce est figée. Pourquoi notre critique gastronomique n'a-t-elle pas le rôle et la large place qu'ont, par exemple, les journalismes sportif et culturel? Elle fait pâle figure face à celle de nos voisins qui ont développé un vrai journalisme gastronomique. www.miam-miam.com.

[bookmark: _GoBack] (A lire : Dans Les cuisines de la critique gastronomique de Bénédict Beaugé, Sébastien Demorand)
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Figure 3   –   Notation                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                

Par des acteurs privés en vue d’intérêts privés*  

Jugement de  valeur   Quelle note attribuer   ?  

Objet   Entité   Action   Individu **    

Démarche cognitive   Variée   :   -   Enquête   -   Statistique   -   Modèle  

Action   Orienter les choix des  consommateurs  inciter à la  performance  

   * Les notations décrites ici  renvoient aux exemple cité ci - contre. Bien évidemment, on  peut trouver des mécanismes  de notation  produits par des  acteurs publics mais ils  représentent que la généralité.      ** Comme indiqué dans la  figure 1, évaluer un individu  renvoie à des mécanismes de  type «   rémunération au  mérite   »   c’est le cas traités dans   

  Hôpitaux, écoles, professeurs,  restaurant, vendeurs sur eBAy  emprunteurs (agences de notation)   Cuisine, Chef .  
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Hôpitaux, écoles, professeurs, restaurant, vendeurs sur eBAy emprunteurs (agences de notation)

Cuisine, Chef.

Action

Orienter les choix des consommateurs inciter à la performance

Jugement de valeur

Quelle note attribuer ?

Objet

Entité

Action

Individu**



Démarche cognitive

Variée :

· Enquête

· Statistique

· Modèle

· * Les notations décrites ici renvoient aux exemple cité ci-contre. Bien évidemment, on peut trouver des mécanismes de notation produits par des acteurs publics mais ils représentent que la généralité.

· ** Comme indiqué dans la figure 1, évaluer un individu renvoie à des mécanismes de type « rémunération au mérite » c’est le castraités dans 

Figure 3 – Notation
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Figure 4 – Le progrès technique stimule la demande et l’offre de notation
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Figure 5 – Exemple d’institution de notation											Instigateur de la notation
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Figure 6 – Caractéristiques de quelques institutions de notation



Indicateurs/Modélisation





Agences de notation





Classement Shanghai



Hôpitaux







Bien (qualité)



Guide Michelin Gault&Millau



Marché global

Marché local





Vendeur Ebay

Professeur





																																													Médecin

Simple chronique des avis





La notation n’est donc pas seulement un concentré d’informations destiné à corriger une défaillance de marché, c’est aussi un service qui procure une utilité aux agents et qui, en tant que tel, peut être vendu et acheté sur un marché « autonome ». Chaque situation notateur/noté étant spécifique, il existe pratiquement autant de ‘business models’ que de notations, ce que suggère la figure 6.	

Deux cas polaires se distinguent cependant, selon que la notation est produite à l’intérieur du marché par les agents eux-mêmes (notation interne) ou produite par une autorité extérieure et indépendante (notation externe). Cela renvoie, entre autres considérations, à la capacité d’objectiver la qualité d’un bien. On retrouve la distinction, l’évaluation par les experts et l’évaluation par les acteurs eux-mêmes.												                                                               										
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Annexe  -   1                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                «La critique de la critique gastronomique? Pas question ici de cracher dans la soupe: nous l'aimons trop pour ça!  Souvent po urtant, nous avons l'impression de devoir nous contenter de recettes assez banales. Cette soupe,  nous l'aimerions peut - être plus relevée, un peu moins claire. Qu'elle nous sur prenne davantage.»  La France a  inventé la grande cuisine moderne, le restaurant e t le guide Michelin. Cela date un peu et, depuis, la sauce est  figée. Pourquoi notre critique gastronomique n'a - t - elle pas le rôle et la large place qu'ont, par exemple, les  journalismes sportif et culturel? Elle fait pâle figure face à celle de nos voisin s qui ont développé un  vrai  journalisme gastronomique.   www.miam - miam.com.     ( A lire   :  Dans  Les cuisines de la critique gastrono mique de  Bénédict Beaugé, Sébastien Demorand )  

Figure 1  –   Définition de l’évaluation *                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                      

Jugement de valeur   Binaire (positif/négatif)  ou nuancé (infinité de  valeurs)   ?  

Evaluer c’est porter un jugement de valeur (sur un objet) à la suite d’une démarche  cognitive,   dans une perspective future.  

* Cette définition prend appui sur celle du rapport Viveret en 1989, «   Evaluer une politique,  c’est former un jugement sur sa valeur   » ainsi que celle du rapport n°392 du Sénat (2003 - 2 004)   : «   Selon vos rapporteurs, la caractéristique essentielle de l’évaluation des politiques (…)  réside dans son objet, qui est de débouché sur un jugement, une appréciation, mais aussi dans  sa nature, qui est d’être une démarche à la fois ambitieuse et r igoureuse. (…) L’évaluation  poursuit un objectif cognitif élaboré au service de l’intelligence de la décision publique.   »  Plutôt que «   poser un jugement   », on pourrait dire aussi «   porter une appréciation   ».   ** Evaluer un individu renvoie à des mécanismes  de type «   rémunération au mérite   »  

Objet   Une action  –   Une  Institution  –   Un  individu? **  

Démarche cognitive   Quel corpus de  référence   ?  

Action   Comment influer sur  l’avenir   ?  


