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Food marketing strategy’s effects

Individual effects P8 000" % () d *++*4°,
Boyland et al. (2016) Cairns (2019): Only few studies on the macro level effects

See also Qutteina et al. (2019a)
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« An example of subtle effects: (suggested) portion size

Neyens, Aerts & Smits (2015) Aerts & Smits (2017)
See also McGale et al (2019)
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Where are the effects situated?
Market equalisation/democratisation VS normalisation of existing imbalances

Traditional media
* Paid media advertising: normalisation; economy of scales

* Owned media: equalisation to some extent, because communication investment in time (rather than
money) also brings returns

What about digital media?
* Many media start from a perspective/ambition of democratisation
* In the initial business model they attract a niche market of innovators, both for consumers and brands
* Once they mature, they adopt traditional media business dynamics

e Resulting in normalisation of existing imbalances: “reach” becomes the currency, tailored towards the
largest brands

* Some evidence from communication science (e.g. popularity of cultural media)
* Evidence from political marketing (Gibson et al., 2014)

05/04/2024 www.feast2030.eu 7




« What about social media?

Qutteina et al. (2019b): social media diary study among adolescents

46% of posts were branded Social media showed much more non-core food, being
branded and social and in larger portion sizes than the
core foods

Core food Non-core
(n = 137) food (n = 409)

Portion sizes*
Regular 70% (n=96) 35% (n = 143)
Excessive 28% (n=39) 57% (n =233)

Associated with
a social context

Yes 37% (n=51) 50% (n = 205)

No 63% (n=86) 50% (n = 204)
But many of these posts were earned media Branded

Yes 22% n=30) 57% (n =235)
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Effects of social media exposure?

Qutteina et al. (2022): survey among 1002 adolescents
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P iy noms o N\ "
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e Just-Copy-Amazon fallacy

Can the core/sustainable foods just do what works for the noncore foods?

0-0086p']

o PTG * Dose-response issues?
A . egetables
Descriptive 7 Frequency
noms »
& Veodabies * A massive cultural language bias in the way we talk
X Quantity about foods, where healthy often seems to suggest
R4 '\. ) — “u ”
S s Ry @@(\ untasty”. See Turnwald et al. (2022) for an
~0.015(e%] vegetables quanttyy [ . | “Sosop2 Fruits impressive study demonstrating this in a huge
—0-002 [a2] fruits frequency :] - _ Frequency

00172 fruits drinks —__p

collection of various media types
-0-009 [a2] water frequency —p

»~§?£“7’?\:;'~'-[aa
o‘%}{ﬁ%ﬁ”\i%i;;%Q * Food literacy is part of qne’s s_ocialisation. Enriching
a3 Z[Z:%z\yﬁ@: — thg framework of Bourdieu, Rlchard.Peterson
U~ || ieracy coined the concept of “cultural omnivorousness”,
* which seems very apt to also study food culture(s)
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reasT  Thank you!

Follow us: #feast2030 [[)] {3 YouTube X

Tim Smits (@timsmitstim)
See also the CUES project for upcoming research on
Funded by

Consumer’s understanding of Eating Sustainably - the European Union

https://www.linkedin.com/company/cues-eu-project/

Funded by the European Union. Views and opinions expressed are however those of the author(s) only
and do not necessarily reflect those of the European Union. Neither the European Union nor the
granting authority can be held responsible for them. UK participant in FEAST (Good Food Oxfordshire)
is supported by Innovate UK grant number 10041509 and the Swiss participant in FEAST (FiBL) is

supported by the Swiss State Secretariat for Education, Research and Innovation (SERI) under contract
number 22.00156.

Co-funded by
the European Union
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Introduction

Food culture and legal culture: an introduction.
Food governance and its cultural roots.
Labelling regulation as a cultural outcome.

Conclusions.



Food Culture and Legal Culture

Food culture: the complex of practices, attitudes and beliefs as well as the
networks and institutions surrounding the production, distribution, and
consumption of food.

Legal culture: unclear concept, referring to both something that the law
expresses as well as something the law needs to address. It spans history of
law, the law itself, the content of the law, the institutional settings within
which the law is applied, the people applying the law and the people
affected by the law.

Used as an explanatory device rather than an object of enquiry.

Used to characterise differences between systems.
Both are evolving because of the permanent interaction between actors
and between layers of governance.



Food governance and its cultural roots

Cultural connotations of food governance also in legal terms.

Legal traditions, types of practices, attitudes, expectations and ways of
thinking.

Methodological tool to analyse: similarities and differences of legal
solutions in different legal systems; imitations among legal orders;
resistance to homologation.

Different layers of governance.
Different actors: institutions, businesses, consumers.

A case study: food labelling regulation in the EU and in the US.



Labelling regulation as a cultural outcome
Institutions

What is food from an institutional perspective?

The institutional culture about consumer interests, preferences and
risk perception.

Paternalism vs. autonomy. What is the goal of institutions when
regulating food labelling? Guaranteeing the right to information or
nudging toward a “better” (healthier, more sustainable) choice?



Labelling regulation as a cultural outcome
Businesses

Culture and marketing techniques.

How do they interact with institutions?
Lobbying — Filling the gaps.

Relationship between private standards and public
regulation.



Labelling regulation as a cultural outcome
Consumers

Culture and consumer preferences.
Culture and consumer rationality.

Culture as a distinctive element. There is no such thing as an “average”
consumer.

Culture as a tool to interpret labelling.



Food Labelling in the EU and the US

* GMO Labelling.

* COOL Labelling.

* Nutritional Traffic Light.



Conclusions

Labelling: only the tip of the iceberg (Food safety, risk and precautionary
principle; territory as a food quality attribute).

Circular patterns of interactions among food culture and economic,
cognitive, political, institutional and social variables.

Discrepancies depending on cultural divergences. Technology/Tradition;
Autonomy/Paternalism; Cost — Benefit Analysis/Precautionary Principle.

At the same time: many similarities, potential convergences and room for
reciprocal imitation.

Food cultures are dynamic; they are the outcome of interactions; they are
non homogeneous; they do not coincide with nation states or legal
systems; they are often misunderstood and misused and underpin
stereotypes.



Thanks for your attention!

Prof. Lorenzo Bairati
University of Gastronomic Sciences - Pollenzo





