The New Cultures
of Food

Marketing Opportunities from Ethnic,
Religious and Cultural Diversity

Edited by
ADAM LINDGREEN and MARTIN K. HINGLEY

GOWER



Contents

List of Figures
List of Tables

About the Editors
About the Contributors
Foreword and Acknowledgements

PART 1
Chapter 1

Chapter 2

Chapter 3

Chapter 4

Chapter 5

PARTII

Chapter 7

Chapter 8

Chapter 9

THE EUROPEAN PERSPECTIVE

What is “Ethnic”? Reappraising Ethnic Food and
Multiculturalism among the White British

Sean Beer

Identifying and Overcoming Barriers to Healthy Eating Faced
by Ethnic Minorities in the United Kingdom
Hillary Shaw

The Role of Food in the Adjustment Journey of International
Students
Lorraine Brown

Ethnic Opportunities: The Emergence of New Supply Chains
that Stimulate and Respond to the Need for “New” Ingredients
Sean Beer, Martin K. Hingley and Adam Lindgreen

The Other Side of the Logo: The Global Halal Market in London
Johan Fischer

Retail Internationalization as a Driver of Global Developments:
The Example of Central and Eastern Europe
Jon Hanf and Kirsti Dautzenberg

THE LATIN AMERICAN PERSPECTIVE

The Expanding Demand for Brazilian Groceries: The Case of
Cachaga, a Too Ethnically Charged Product?

Luis Kluwe Aguiar

“Beef Lovers”: A Cross-cultural Study of Beef Consumption

vii
ix
xi

Xiii
Xix

21

37

57

73

89

105

107

127

Marcia Dutra de Barcellos, Eugenio Avila Pedrozo and Ivo A. van der Lans

Challenges of Marketing to Brazilian Single Consumers
Adriana Beatriz Madeira and José Augusto Giesbrecht da Silveira

147



Vi The New Cultures of Food

Chapter 10

Chapter 11

PART III
Chapter 12

Chapter 13

Chapter 14

Chapter 15

Chapter 16

Chapter 17

Index

Targeting Hispanics/Latinos Beyond Locality: Food, Social
Networks and Nostalgia in Online Shopping
Vanessa Fonseca

How Consumers’ Diverse Personal Values Influence the
Country-of-Origin Effect
Janaina de Moura Engracia Giraldi and Ana Akemi Ikeda

THE NEAR AND FAR EAST ASIAN PERSPECTIVE

Dynamics of Adi Women's Traditional Foods and Livelihoods
in Varying Socio-ecological Systems of Arunachal Pradesh: A
Source of Learning and Inspiration

Sunita Mishra, Ranjay K. Singh and Anamika Singh

Market Opportunities from Cultural Value Convergence and
Functional Food: The Experiences of the Malaysian Marketplace

Siti Hasnah Hassan, Stephen Dann, Kharil Annuar Mohd Kamal

and Des Nicholls

Influence of the Halal Certification Mark in Food Product
Advertisements in Malaysia

Siti Hasnah Hassan, Stephen Dann, Kharil Annuar Mohd Kamal and

Ernest Cyril de Run

Asian Food and Drink: Change, Renewal and Stability in
Handsworth
Suresh H. Patel and Kuldip Gujral

Retail-led Regeneration: Government Initiatives to Support
Asian Food
Suresh H. Patel and Kuldip Gujral

Shaping the “Authentic”: Marketing Ethnic Food to
Consumers
Emma Dressler-Hawke and Juliana Mansvelt

163

181

201

203

223

243

263

283

299

313



List of Figures

Figure 1.1
Figure 4.1
Figure 4.2
Figure 4.3
Figure 4.4
Figure 7.1
Figure 12.1
Figure 12.2
Figure 12.3
Figure 13.1
Figure 13.2

Figure 15.1
Figure 17.1

An impression of the range of perspectives with which British
consumers may well view their food choices

Model of forces for change that affect our food cultures

Systems model of a generic agricultural system

Diversification into a new agricultural enterprise

From agricultural production to production and processing

Geographical dispersion of Brazilian and Portuguese grocers and
restaurants by postcode district data

Diversity of traditional foods prepared from forest-based ethno-
botanicals

Role of forest-based, plant-based food in women’s survival and
livelihood

An organized market of traditional food-based recipes run by
women in informal channels

Substantive theory of functional food consumption in
multicultural societies

Cultural convergence in multicultural societies with regard to
functional food consumption

Growth strategies

Ethnic products from four selected supermarkets

59
60
61
62
115
207
211
216
227
233

275
304



List of Tables

Table 1.1
Table 1.2
Table 1.3
Table 1.4
Table 3.1
Table 4.1
Table 5.1
Table 6.1
Table 6.2
Table 6.3

Table 6.4
Table 6.5
Table 6.6
Table 7.1
Table 7.2
Table 7.3
Table 8.1

Table 8.2

Table 8.3

Table 8.4

Table 8.5

Table 9.1

Table 9.2
Table 9.3
Table 9.4
Table 9.5
Table 11.1
Table 11.2
Table 11.3
Table 12.1

Table 12.2
Table 13.1

Ethnic classifications used by the Office of National Statistics

Extracts from Common Ground’s rules for local distinctiveness

A breakdown of McFarlane’s analysis of British food

Fursdon’s Roll of Honour

Respondent profiles

Taste of the West: producer and product profile

Identified areas, empirical examples and suggested marketing actions

Number of retail formats in Hungary

Sales volume in billion Euro: Different retail formats in Hungary

Comparison of the importance of different retail formats: Russia
versus Hungary

Ranking of food retailers in Russia according to turnover in 2005

Degree of internationalization of German retailers

Retail market in Poland

A typology for ethnicity indicators of consumption

Estimated distribution of Brazilians in the UK (2005)

Cachaca tasting focus group

Degree of involvement with beef: Porto Alegre, Sao Paulo,
Australia and the Netherlands

Positive anticipated emotions experienced by beef consumers:
Porto Alegre, Sdo Paulo, Australia and the Netherlands

Negative anticipated emotions experienced by beef consumers:
Porto Alegre, Sdo Paulo, Australia and the Netherlands

Attitude towards beef: Porto Alegre, Sdo Paulo, Australia and the
Netherlands

Consumers’ degree of concern with food consumption issues:
Porto Alegre, Sdo Paulo, Australia and the Netherlands

Total number of one-person homes and their percentage share of
the total population people

Single-person homes as a percentage of total homes

Average number of people per home

Share and growth of single-person homes

Retiree versus non-retiree growth

Factor analysis results

Summary of the regression model

Coefficients of the regression model

Nutritional status of selected wild plants used in traditional foods
by the Adi community

Adi women’s hypotheses and perceptions about traditional foods

Cultural value and functional food

12
13
40
66
85
96
96

97

98
103
103
110
114
125

134

135

136

137

139

152
153
154
155
155
190
191
192

210
213
229



X The New Cultures of Food

Table 13.2
Table 13.3
Table 13.4
Table 13.5
Table 13.6
Table 13.7
Table 14.1
Table 14.2
Table 14.3
Table 14.4
Table 14.5
Table 14.6
Table 15.1
Table 15.2
Table 15.3
Table 15.4
Table 16.1
Table 16.2

Knowledge and functional food

Health motives

Cultural convergence factors

[lustration of the saliency concepts value negotiation

Value negotiation factors

Values from the Hierarchical Value Map (HVM) analysis
Statistics for Muslim respondents

Statistics for non-Muslim respondents

Bonferroni test for advertisements with halal signage
Bonferroni test for advertisements without halal signage
ANOVA results for Muslim consumers

ANOVA results for non-Muslim consumers

Classification of the Asian category

Ethnic groups, total population, Soho ward

Expansion and contraction of Asian food outlets, 1961-1983
Expansion and contraction of Asian food outlets, 1985-2007
Socio-economic characteristics of the West Midlands
Conceptual evaluation framework

230
231
233
234
235
237
250
251
251
252
253
253
266
268
272
273
286
293



	About the Editors
	About the Contributors
	Foreword and Acknowledgements
	  I		The European 	Perspective
	  1	What is ‘Ethnic’? 	Reappraising Ethnic Food 	and Multiculturalism 	among the White British
	  2	Identifying and Overcoming Barriers to Healthy Eating Faced by Ethnic Minorities in the United Kingdom
	  3	The Role of Food in the Adjustment Journey of International Students
	  4	Ethnic Opportunities: The Emergence of New Supply Chains that Stimulate and Respond to the Need for “New” Ingredients
	  5	The Other Side of the Logo: The Global Halal Market in London
	  6	Retail Internationalization as a Driver of Global Developments: The Example of Central and Eastern Europe
	 II		The Latin 	American 	Perspective
	  7	The Expanding Demand for Brazilian Groceries: The Case of Cachaça, a too Ethnically Charged Product?
	  8	“Beef Lovers”: A Cross-cultural Study of Beef Consumption
	  9	Challenges of Marketing to Brazilian Single Consumers
	10	Targeting Hispanics/Latinos beyond Locality: Food, Social Networks and Nostalgia in Online Shopping
	11	How Consumers’ Diverse Personal Values Influence the Country-of-Origin Effect
	 III	The Near and 	Far East Asian 	Perspective
	12	Dynamics of Adi Women’s Traditional Foods and Livelihoods in Varying Socio-ecological Systems of Arunachal Pradesh: A Source of Learning and Inspiration
	13	Market Opportunities from Cultural Value Convergence and Functional Food: The Experiences of the Malaysian Marketplace
	14	Influence of the Halal Certification Mark in Food Product Advertisements in Malaysia
	15	Asian Food and Drink: Change, Renewal and Stability in Handsworth
	16	Retail-led Regeneration: Government Initiatives to Support Asian Food
	17	Shaping the “Authentic”: Marketing Ethnic Food to Consumers
	Figure 1.1	An impression of the range of perspectives with which British consumers may well view their food choices
	Figure 4.1	Model of forces for change that affect our food cultures
	Figure 4.2	Systems model of a generic agricultural system
	Figure 4.3	Diversification into a new agricultural enterprise
	Figure 4.4	From agricultural production to production and processing15
	Figure 7.1	Geographical dispersion of Brazilian and Portuguese grocers and restaurants by postcode district data
	Figure 12.1	Diversity of traditional foods prepared from forest-based ethno-botanicals
	Figure 12.2	Role of forest-based, plant-based food in women’s survival and livelihood
	Figure 12.3	An organized market of traditional food-based recipes run by women in informal channels
	Figure 13.1	Substantive theory of functional food consumption in multicultural societies
	Figure 13.2	Cultural convergence in multicultural societies with regard to functional food consumption
	Figure 15.1	Growth strategies
	Figure 17.1	Ethnic products from four selected supermarkets
	Table 1.1	Ethnic classifications used by the Office of National Statistics
	Table 1.2	Extracts from Common Ground’s rules for local distinctiveness
	Table 1.3	A breakdown of McFarlane’s analysis of British food
	Table 1.4	Fursdon’s Roll of Honour
	Table 3.1	Respondent profiles 
	Table 4.1	Taste of the West: producer and product profile
	Table 5.1	Identified areas, empirical examples and suggested marketing actions 
	Table 6.1	Number of retail formats in Hungary
	Table 6.2	Sales volume in € billion: different retail formats in Hungary
	Table 6.3	Comparison of the importance of different retail formats: Russia versus Hungary
	Table 6.4	Ranking of food retailers in Russia according to turnover in 2005
	Table 6.5	Degree of internationalization of German retailers
	Table 6.6	Retail market in Poland
	Table 7.1	A typology for ethnicity indicators of consumption
	Table 7.2	Estimated distribution of Brazilians in the UK (2005)
	Table 7.3	Cachaça tasting focus group
	Table 8.1	Degree of involvement with beef: Porto Alegre, São Paulo, Australia and the Netherlands 
	Table 8.2	Positive anticipated emotions experienced by beef consumers: Porto Alegre, São Paulo, Australia and the Netherlands
	Table 8.3	Negative anticipated emotions experienced by beef consumers: Porto Alegre, São Paulo, Australia and the Netherlands 
	Table 8.4	Attitude towards beef: Porto Alegre, São Paulo, Australia and the Netherlands
	Table 8.5	Consumers’ degree of concern with food consumption issues: Porto Alegre, São Paulo, Australia and the Netherlands 
	Table 9.1	Total number of one-person homes and their percentage share of the total population people
	Table 9.2	Single-person homes as a percentage of total homes
	Table 9.3	Average number of people per home
	Table 9.4	Share and growth of single-person homes 
	Table 9.5	Retiree versus non-retiree growth
	Table 11.1	Factor analysis results
	Table 11.2	Summary of the regression model
	Table 11.3	Coefficients of the regression model
	Table 12.1	Nutritional status of selected wild plants used in traditional foods by the Adi community
	Table 12.2	Adi women’s hypotheses and perceptions about traditional foods
	Table 13.1	Cultural value and functional food
	Table 13.2	Knowledge and functional food
	Table 13.3	Health motives
	Table 13.4	Cultural convergence factors 
	Table 13.6	Value negotiation factors 
	Table 13.7	Values from the hierarchical value map (HVM) analysis 
	Table 14.1	Statistics for Muslim respondents
	Table 14.2	Statistics for non-Muslim respondents
	Table 14.3	Bonferroni test for advertisements with halal signage
	Table 14.4	Bonferroni test for advertisements without halal signage
	Table 14.5	ANOVA results for Muslim consumers
	Table 14.6 ANOVA results for non-Muslim consumers
	Table 15.1	Classification of the Asian category
	Table 15.2	Ethnic groups, total population, Soho ward
	Table 15.3	Expansion and contraction of Asian food outlets, 1961–1983
	Table 15.4	Expansion and contraction of Asian food outlets, 1985–2007
	Table 16.1	Socio-economic characteristics of the West Midlands
	Table 16.2	Conceptual evaluation framework



