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ABSTRACT 

This study examines cuisine as it is represented in select New Zealand magazines from 1955 

to 2016. Cuisine is a significant aspect of food culture which represents the special types of 

ingredients and foods, their combination, methods of manipulation of the ingredients, and rules 

of preparation and consumption. Not only is cuisine central to the concept of gastronomy but 

gastronomy has undeniable links to hospitality and tourism, with the meanings associated with 

hospitality often being mediated through gastronomic messages.  Focusing on the food-focused 

communications including covers, the recipe titles and information in recipe columns, 

advertisements, and letters to the editor, this study aims to address two main questions; what is 

the advocated cuisine in the three select magazines of New Zealand representing the gourmet, 

current affairs, and women’s genre? What values have affected the advocated cuisine in these 

magazines? 

Using a qualitative approach to content analysis, four elements of the concept of cuisine 

(i.e. basic foods and ingredients, dishes and food items, meals, preparation) were investigated 

in three major magazines in New Zealand; Cuisine (gourmet magazine), Listener (current 

affairs), and New Zealand Woman’s Weekly (women’s magazine). The timeline of the thesis 

was divided into two timeframes of 1955-1986 and 1987-2016 as the introduction of Cuisine 

in 1987 has been mentioned to be of major impact in the food scene of New Zealand. Applying 

the methods of systematic purposive sampling to select the magazine issues and systematic 

content sampling to select the units of communications, a sample of more than 3500 units of 

analysis was accumulated and analysed. The created codebook was based on both previous 

literature and generated data.   

This thesis depicted how different facets of cuisine and aspects of food culture have 

been portrayed, reinforced or trivialized, and marketed to the audience; how such 

representations differed from one magazine to the next or throughout the timeline; and how the 

food-focused notions of hospitality have been exchanged through the mass mediated messages. 

The results also clearly displayed the elevation of the status of food from just a matter of 

biological sustenance to a topic worthy of interest.  

In the earlier years (i.e. 1955-1986), food was a biological need, and the magazines 

generally refrained from introducing the novel and advocated a more homogenous cuisine to 



iii 
 

the supposedly ‘unadventurous’ reader who accepted the Anglo-American canon and revered 

the French cuisine. The ingredients, methods, and technology were what was accessible to the 

‘typical’ reader. Food communications in the magazines centred the family’s everyday needs 

and were heavily concerned with the cost of food and thriftiness to create energy-dense food 

conveniently. The cuisine of the magazines in later years (i.e. 1987-2016) encompassed two 

poles; the ‘humble’ everyday fare of the woman’s magazine and the ‘prestigious’ fare of the 

gourmet magazine. The cuisine of the current affairs magazine stood between these two. 

Although different in execution, both the ‘prestigious’ and ‘humble’ cuisines valued the ‘high 

status’ food cultures of the Anglo-American or European origin while the lower status ethnic 

and indigenous (Māori) cuisines were added to spice up the magazines’ cuisine. The 

commonness of the ingredients was a quality revered in the ‘humble’ cuisine and disapproved 

in the ‘prestigious’ cuisine. However, the cooking techniques and technology that were 

accepted and known to the ‘typical’ reader were similar in both and advocated.    

The magazines constantly negotiated between the values that affect food choice and 

cookery. Tradition, for instance, trumped the value of novelty or exoticism. Inconvenience in 

shape of extravagance with relation to time and effort added value to the food as it made it less 

mainstream and accessible, yet, more suited to host and impress the guest (i.e. the other). Cost 

of food lost its importance during the years while issues of health were often appealed to as a 

bonus. While enough economic capital was needed to purchase the ingredients, the status of 

food came from its cultural capital, rarity, and exoticism. Although men have entered the food 

scene, foodies have emerged, and gender stereotypes have been subtly altered in 1987-2016, 

still the stereotypic portrayals validated and reinforced power inequality between men and 

women. The responsibility of cooking both for high holidays, guests, and everyday has 

remained in women’s domain. Convenient recipes, therefore, were advocated more often by 

women for women while men occasionally visited the kitchen. 

This thesis, with its interdisciplinary approach, yet still within the boundaries of 

hospitality studies, contributes to the existing body of knowledge on gastronomy and 

hospitality management and studies, in several ways. This research explored the changes in 

social attitudes, social relations, and consumer motivations with regards to hospitality over 

time.  The mediated cultural meanings of hospitality, which could stimulate demand and affect 

host-guest relationship, have been investigated. Reception of such messages, to a certain degree 
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through analysis of the contents of the letters to the editor, too, has been researched. Although 

this endeavour to discuss hospitality as a human phenomenon could potentially liberate 

hospitality from its functionalism and the boundaries of commercial domain, the findings of 

this research could still be of use to the notion of hospitality management and have implications 

for the sector given that mass mediated messages can affect consumption. The methodological 

approach would be specifically of value to studies of gastronomy in the field of tourism and 

hospitality as much of the existing literature is quantitative. The findings provide insight into 

aspects of the New Zealand food culture which had been neglected otherwise and would be of 

benefit to the international food studies that have been commonly Northern American or 

European centric. Finally, this study identifies some areas for the future research.   
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CHAPTER ONE - INTRODUCTION 

1.0. Introduction 

This study investigates cuisine as it is represented in select New Zealand magazines from 1955 

to 2016. Utilizing qualitative content analysis as the main method, this thesis aims to depict 

how different facets of cuisine and aspects of food culture have been portrayed, reinforced or 

trivialized, and marketed to the audience. This study is among the studies of food that, though 

close to the field of gastronomy in general, aims to specifically explore the intersection between 

gastronomy and hospitality through mediated messages. These concepts have undeniable links 

to tourism (Corbaci et al., 2018; Santich, 2004) and hospitality (Randall, 2013) as well as 

hospitality management (Jones, 2004; Lashley, 2004; Lashley et al., 2007) among other 

research fields. 

There is still ambiguity surrounding the concept of gastronomy as it is a relatively new 

field which could benefit from a multidisciplinary/interdisciplinary approach (Çorbacı et al., 

2018; Hegarty, 2009; Hertzman & Maas, 2012; Okumus et al., 2018).  However, gastronomy 

may simply be defined as “advice and guidance on what to eat and drink where, when, in what 

manner, in which combinations” or the ‘art of living’ that is “the possession of skills and 

knowledge relating to food and drink and to their choice, which enhances the pleasure and 

enjoyment of eating and drinking” (Santich, 2004, p. 15). Thus, the study of gastronomy is 

centred on the study of cuisine and the techniques and rules which transform raw foodstuffs 

into culturally specific foods (Gillespie, 2002).  

Hospitality, too, as a human phenomenon is based upon the exchange or provision of 

food to the ‘other’ as a bond based on trust, friendship, and generosity that is created through 

exchange of food (Tefler, 2012). The study of hospitality has increasingly benefited from 

multidisciplinary/interdisciplinary approach which is not traditionally in line with hospitality 

in its commercial, business-oriented sense (Lashley et al., 2007), however, it still has 

implications for the applied field of hospitality (Lashley, 2000; Lugosi, 2020). As Lashley 

(2004) states, “the study of hospitality allows for a general broad spectrum of enquiry, and the 

study for allows studies that support the management of hospitality” (p. 15). The study of 

hospitality is therefore central to studies for hospitality management (Lashley, 2017). In other 
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words, the studies of hospitality as a human, historic, social phenomenon has a complimentary 

relationship with the notion of hospitality management in the business sense (Jones, 2004; 

Lashley, 2004, 2017; Lugosi, 2020). Moreover, the flexible nature of interdisciplinary research 

allows for different approaches to be integrated with conceptual and technical insights, aiding 

hospitality to grow and address global challenges more effectively (Lugosi, 2020). 

Yet, gastronomy and hospitality research still lags behind other disciplines (Lugosi, 

2020; Okumus et al., 2018; Ryan, 2015). Business-related studies of food and food culture are 

a relatively recent phenomenon (Lai et al., 2018) and have more often focused on the recently 

developed concept of food tourism (see e.g. Cohen & Avieli, 2004; Hall et. al., 2004; Hall & 

Mitchell, 2000; Hall & Sharples, 2004; Hjalager & Richards, 2002; Long, 2004) perhaps 

subsequent to the increasing status of food from a mere need to a topic worthy of academic 

interest (Belasco, 2008).  

The studies of gastronomy in media messages with relations to hospitality and tourism 

have also been rare while generally focused on the induced (i.e. paid, promotional content) and 

organic (i.e. unpaid content that might act as promotion) communications in films, televised 

cooking shows, cookbooks, and social media and blogs (e.g. Frost et al., 2016; Moghavvemi 

& Kee Mun Wong, 2019). The studies of mass mediated meanings of hospitality, too, have 

been rare (e.g. Randall, 1999, 2013) which is surprising given that mass media is overflowing 

with food-focused messages (Randall, 2013; Strange, 1998).  Not only is understanding the 

messages about food of value in itself, there are underlying meanings that associate with 

hospitality such as impressing guests (or audience) by showing off superiority of expertise, 

taste (Mennell, 1996), and knowledge of food (Carins et al., 2010) “which relies upon subtle 

nuances of class taste” (Randall, 2013, p. 131).   

Although “not all the consumers will necessarily accept the experiences which are on 

offer, but the point about media saturation is that everyone, in modern societies, is obliged to 

respond in one way or another to what the mass media are doing” (Tolson, 1996, p. 2). In this 

situation, the media acts a producer of cultural goods, such as cultural information and 

entertainment including food-focused communications, thereby stimulating demand which, in 

turn, may affect the host-guest relationship (Lashley et al., 2007). This is particularly of 

importance as hospitality is a broad topic or experience around which “a myriad of stakeholders 

may interact, involving a variety of products and taking place in various contexts” (Lombarts, 
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2018, p. 297). Mass media can act as one of these contexts reflecting the changes in hospitality 

(Randall, 2013). Socially defined standards of hospitality and being a ‘good host’ change over 

time (Lashley et al. 2007), under the simple instructions about food, these changes can be 

traced. Such changes can act as powerful influences, potentially affecting consumer 

motivations (Randall, 2013). Studying mediated messages about food, therefore, would expose 

these influences and potential changes over time. 

So far, business-related studies about cuisine have focused on the relationship between 

cuisine and tourism (e.g. Baldwin, 2017; Boniface, 2003; Hall & Mitchell, 2003; Long, 1998; 

2004; Ryu & Jang, 2006; Saad et al., 2019), especially local cuisines (e.g. Bessière, 1998; 

Renko et al., 2014), destination marketing (e.g. Yousaf & Xiucheng, 2018), and hospitality 

(e.g. Mahachi-Chatibura, 2016; Millán Vázquez de la Torre et al., 2016) in sectors such as 

restaurants (e.g. Erkuş-Öztürk & Terhorst, 2016). Studies that have been conducted within 

business-related disciplines mainly considered cuisine as a marketable cultural product (e.g. 

Rand et al., 2003; Okumus et al., 2007), a commodity with relation to service industry (e.g. 

Gregoire, 2013) or health and nutrition in foodservice industry (e.g. Kozup et al., 2003). Much 

of such research consider a pre-defined cuisine (e.g. Yousaf & Xiucheng, 2018), and focuses 

on one or a few aspects of cuisine such as wine, drinking, and wineries (e.g. Gómez et al. 2019; 

Hall et al., 2009).  

In other words, these studies have not necessarily conceptualized cuisine but have 

explored the aspects of food culture (e.g. Hall et al., 2010) and business advantages that can be 

gained from establishment and exploration of foods and food cultures. This practice might be 

advantageous to countries with strong, known, traditional cuisines such as France, Italy, and 

Japan (Cuccia et al., 2016; Pearson & Pearson, 2016), however, other countries with lesser 

known cuisines can also take advantage of such notions with clearly defining, branding, and 

marketing their image (Lai et al., 2018). The adoption of New Nordic Cuisine, for instance, has 

been a successful practice (e.g. Ooi & Pedersen, 2017; Therkelsen, 2016) by “restaurants 

having developed a special style of the food and international gastronomy journalists having 

written about it” (Sundbo et al., 2013, p. 423). This highlights two major points. Firstly, the 

managerial, business-oriented, aspect of applied hospitality (Lugosi, 2020) or hospitality 

management (Lashley, 2000, 2004, 2017) can certainly benefit from studies of hospitality with 

its human, historical, and social ties (Jones, 2004; Lashley, 2004). Secondly, acknowledging 
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the food style (i.e. cuisine) as well as its communication is of importance because as Ferguson 

(2006) mentions “cuisine cannot exist without food; nor can it survive without words” (p. 19).   

Although the amount of food-focused communications in the media has significantly 

increased (Hall & Sharples, 2004), the relationship between cuisine and media communication 

has generally been neglected in the business field, including in hospitality, both internationally 

and in New Zealand. There are some studies that focus on this relationship in mass media (e.g. 

Chuang, 2009; Horng & Tsai, 2010) or social media (e.g. Tunjungsari & Koeswiryono, 2014; 

Živković et al., 2014), however, they generally have a pre-established conceptualization of the 

respective cuisine. Chuang’s (2009) study of the Taiwanese cuisine and its relationship with 

culinary tourism in mass media messages does not aim to define the Taiwanese cuisine as it 

was represented in the media. Studies that focus on establishing a cuisine for business purposes 

(e.g. culinary tourism) generally neglect media messages (e.g. Henderson, 2014). This thesis, 

therefore, aims to address such shortcomings specifically in the context of magazines of 

gourmet, current affairs, and women’s genres.  

1.1. Cuisine and media communications, cuisine in media communications 

Cuisine has been studied and defined in various fields and ways. Although food and eating is 

a biological need, an aspect which have contributed to considering food a commodity rather 

than a significant experience of tourists for years (Long, 2013), its cultural and anthropological 

aspects have been studied for long. Food, as a general term, is the absolute main component of 

any sort of cuisine (Belasco, 2008) and cuisine is a significant part of foodways and food 

culture (Goody, 1982). There are certain questions that need to be answered such as what do 

people eat, how do they cook it and eat it (Avieli, 2017), and why (Mennell et al., 1992)? The 

answer to such questions provides knowledge of cuisine itself. Depending on the viewpoint 

and the field of study, the literature of food studies have defined and explored cuisine (e.g. 

Fergusen, 2006; Goody, 1982; Mintz, 1989; Rozin, 1982). Not only is cuisine the foundation 

of culinary communications, but the talk of food and cooking is cuisine (Mintz, 2002; Ray, 

2008). This talk gives a deeper meaning to food and cooking practices to be viewed both as 

nourishments for sustainment of the body as well as social products. Hence, the social survival 

of cuisine depends upon communication as much as taste (Ferguson, 2006, p. 17-19). Such talk 
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also mediate notions of hospitality (Randall, 2013) as hospitality is based on exchange of food 

among other provisions (Tefler, 2012). 

Cuisine represents special typical ingredients (i.e. food), combinations of ingredients 

and preparation methods belonging to a particular region or ethnic group (Fieldhouse, 1986) 

and is shaped by “a distinctive set of basic food, flavour principles, preparation techniques, 

rules of consumption, and a supply infrastructure for getting food from field to fork” (Belasco, 

2008, p. 34). Thus, cuisine consists of four major elements; a limited set of basic foods, a 

distinct set of techniques to manipulate foods, a distinct set of flavour principles, and a set of 

rules and manners for preparation and consumption (Rozin, 1982). Moreover, “cuisine 

constructs and upholds a community of discourse, a collectivity held together by words, by 

language, by interpretations of the world in which we live” (Ferguson, 2006, p. 8). Generally, 

‘communication’ “describes the process leading to the object ‘thus made common’” (Williams, 

1983, p.72). As a result, food, whether in the sense of availability or scarcity or the most or 

least talked about, becomes a common phenomenon and therefore acquires meaning beyond 

its basic function (Rousseau, 2012). Excluding the roles that food itself has as a means of verbal 

and non-verbal communications (Cramer et al., 2011), food has long been a subject which 

various sorts of verbal, written, and depicted communication in many forms revolve around. 

Private or published recipes, restaurant reviews, and instructional slides and pictures are only 

a few examples of communications that centre food. Specific literature and various forms of 

communications have always existed for giving instructions on simple food preparations and 

more complicated subjects of taste (Neuhause, 2012). Various forms of public communications 

include stories that help scholars, as well as consumers, understand what have been happening 

within the cuisine and the culinary and hospitality culture of any society (Lizie, 2013; 

Parasecoli, 2008; Randall, 2013; Theophano, 2003). 

Culinary communications of any sort are invaluable sources of data as they reflect food 

habits and foodways (Boles, 2006; Ireland, 1981; Leach, 2010a; Samuelson, 2019), record 

developments in various aspects of humans’ societies such as technology (e.g. Leach, 2014; 

Mitchell, 2001; Teal, 2010), economy (e.g. Gold, 2007; Higman, 2011), science and nutrition 

(e.g. Mitchell, 2008; 2010), and gender norms (e.g. Gold, 2007; Inness, 2001; Neuhaus, 2012; 

Smith & Wilson, 2004; Theophano, 2003). These communications simultaneously express 

socio-cultural, socio-economical, and historical information about the society that has 
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produced them (Driver, 1989; Floyd & Forster, 2003; Higman, 2011; Symons, 1998) which 

affect the development of cuisine (e.g. Gold, 2007; Goody, 1982; Mintz, 1996). Moreover, 

within these reflections, the identity of persons who produced or even consumed such 

communications becomes observable (Gold, 2007; Higman, 1998; Theophano, 2003) echoing 

the identity of the group or nation.  

There has been much interest in the study of food communications (e.g. Johnston & 

Bauman, 2007; Leach, 2010a; 2014; Samuelson, 2019), especially in form of cookbooks (e.g. 

Hassibi & Sayadabdi, 2013; Leach, 2008, 2010b, 2014; Neuhaus, 2012), to gain deeper 

knowledge on aspects of cuisine and food culture including information that might not exist 

elsewhere (Boles, 2006). However, this focus on cookbooks was perhaps at the expense of 

other food communications in publications such as magazines. Apart from numerous studies 

that focus on the advertisements in the magazines (e.g. Fay, 2003), usually for the ease of data 

gathering (Lizie, 2013), there are only a limited number of studies which focus on food 

communications in different magazines (e.g. Johnston & Bauman, 2007; Warde, 1997; 

Samuelson, 2019), while this thesis was unable to find any other research discussing food and 

meanings associated with hospitality through studies of magazine communications.   

Due to the close relationship between cuisine and cultural identity (e.g. Counihan, 2009; 

Thomé-Ortiz, 2018; Wilk & Barbosa, 2012), studies that examine food and food-related 

communications have mostly considered food as a cultural indicator; a sign (e.g. sharing food 

as a sign of communication) or symbol (e.g. accessing sufficient food as a sign of wealth) 

(Bessière, 1998; Lizie, 2013). Such studies were also mostly within the boundaries of 

anthropology (e.g. Fischler, 1990; Goody, 1982), history (e.g. Freedman, 2004; Sonnenfeld et 

al., 2013), and cultural studies (e.g. Appadurai, 1988; Parasecoli, 2008). As these studies 

focused on the cultural and anthropological aspects, the significance of studying food cultures 

and the potential economic contributions, especially for enhancing the destination image 

through tourism or implications for hospitality management, remained out of their scope. 

Therefore, two major gaps have been identified which this thesis aims to address.  

Firstly, as these studies only consider food as an indicator (i.e. food representing 

another phenomenon), they seldom study food as what it is (Lizie, 2013); a main component 

of cuisine. Therefore, the theoretical orientations that were observed in the academic world 

regarding cuisine (as a concept) were less focused on food (or cuisine as the product of 
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kitchens) itself (Albala, 2013; Mennell et al., 1992) which, as mentioned above, rendered food 

culture and foodways more studied subjects especially in disciplines such as anthropology (e.g. 

Askegaard & Madsen, 1998; Mennell et al. 1992).  

Secondly, the studies that look at cuisine through communications, rather than 

observing and studying the communities by methods such as ethnography (e.g. Goody, 1982), 

tend to focus on one or a few limited aspects and elements of cuisine and food culture. They 

also tend to limit their type of communications. For instance, Leach focuses on kitchen 

technology (i.e. preparation) (2014) and tracing the history of pavlova (2008) through the 

recipes in cookbooks. As cuisine is a complex notion, these studies perhaps cannot afford to 

examine the development of the four mentioned aspects.  

Moreover, culinary communications are one of the influential forces to add to the 

complexity of cuisine as they widen the choice of food by allowing the different and new in 

the cuisine (Goody, 1982, p. 193) while impacting consumers’ behaviour and decision making 

process (Davis, 2011; Verbeke, 2005) especially with regards to the notion of hospitality 

(Randall, 2013). Mass media seeks to appeal to the largest possible audience and tend to offer 

unadventurous and unimaginative messages (Warde, 1997) suggesting that the trends noticed 

in the mass media is at least what the media consider to be appealing in the masses. Recipes 

are primarily written to convey helpful information (Tomlinson, 1986), however, other 

evidence by their context (e.g. high-quality photography) and the impossibility of recreating 

some recipes in the domestic realm suggest that they play a role in expanding readers’ view on 

food and standards of being a ‘good’ host (Lashley et al., 2007). They aim to increase the 

readers’ general knowledge, and fuel their imagination about “food, style and pleasure” 

(Warde, 1997, p. 44) and ‘good’ food (Johnston & Bauman, 2007) while setting often 

unattainable standards for preparation and presentation of food (McDonnell, 2016; McKie & 

Wood, 1992).  

This thesis, therefore, aims to focus on cuisine (here, the product of kitchens) that was 

made in kitchens and communicated in the pages of a sample of New Zealand magazines of 

different genres (e.g. gourmet, current affairs, and women’s).  The foundation of this study is 

established on food, as both a nourishment and social product, and the communications that 

exist revolving food, food’s relation to cuisine, and food culture, foodways and hospitality. 

This study, therefore, explores what has been represented in the New Zealand magazines; on 
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their covers, in their recipe pages, and through the advertisements. The study of letters to the 

editors provide insights as to how the audience makes sense of these messages. Previous studies 

of the media messages, especially in the traditional media, have considered the 

communications one-way and therefore have generally neglected the audience’s input 

expressed through their letters. 

1.2. New Zealand: the research context 

“Historically New Zealand has been notable for its lack of public interest in food” (Pearson & 

Kothari, 2007, p. 46), however, the current food scene in New Zealand and culinary 

achievements challenges this assertion. The strong, albeit recently developed, coffee culture of 

New Zealand, for instance, can showcase the collaboration of the hospitality and culinary 

institutes, tourism industry, mass and social media, and other sectors in the expansion of the 

food scene of New Zealand (Hall et al., 2010). New Zealand has a strong affinity and potential 

for tourism contributing 21 percent of foreign exchange earnings; both domestic with $23 

billion and international $16.2 billion (Smiler, 2019) while food-related tourist activities in 

New Zealand are one of the major activities of international visitors (McKercher et al., 2007; 

Nummedal & Hall, 2006). With food being increasingly a topic of interest, studies, however, 

have not examined how understanding of food and cuisine have been communicated to the 

New Zealand audience, what the implications are, how their taste have changed. There was an 

interest noticed in defining the New Zealand national cuisine (e.g. Burton, 1982) which was 

replaced with defining the New Zealand’s cuisine (e.g. Burton, 2009).  

Although there is a substantial body of knowledge on New Zealand food culture, 

history, and heritage, there is a significant dearth in systematic studies of food communications. 

Cuisine and food culture of New Zealand have been researched from historical (e.g. Burton, 

1982; Veart, 2008), sociological (e.g. Morris, 2010, 2013), and anthropological (e.g. Leach, 

2008; Leach et al., 2011) approaches. However, these studies either focused on the history of 

foodways of the country (e.g. Veart, 2008) or were selective in use of evidence which at times 

was the inevitable result of difficulty accessing resources (Belasco, 2014; Higman, 1998) 

posing limitations to studies of cookbooks. These studies, therefore, could not take, or have not 

taken, a systematic approach to sampling the documents (e.g. Burton, 2009). Other studies 

focused only on a few select subjects (e.g. Leach et al., 2011, Leach & Inglis, 2003) and this 
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specified focus has limited their scope of cuisine. In other words, none of these studies could 

portray the complexity of the represented cuisine in the selected medium and had to focus on 

limited aspects. Moreover, the focus on historical background and heritage has left 

contemporary trends of recent years understudied. 

Food in New Zealand has also been studied in relation to culinary tourism in the form 

of farmers markets and food festivals (e.g. Hall et al., 2008; Hall & Gössling, 2016). Such 

studies have not always been concerned with portrayal of cuisine and various influential forces 

that may have affected cuisine and food culture. For instance, the officially bicultural state of 

New Zealand (Bell, 2009) encompasses a multicultural society with immigrants from all over 

the world. As palate and foodways are particularly persistent to change (Askegaard & Madsen, 

1998; Belasco, 2008; Goody, 1982; Latshaw, 2009; Leach, 2010a; Mares, 2012) it is possible 

that the foodways of immigrants have found their ways in New Zealand food culture (Hall & 

Mitchell, 2003). Simultaneously, globalization and internationalization have also profound 

effects on the foodways of the country (Leach, 2010a; Thoms, 2011) represented by the 

presence of international mass communications (e.g. TV shows, magazine), Jamie Oliver, 

acceptance of Italian food, and many other similar global producers, products, and trends. 

These trends can commodify taste (Cheung, 2013) or cause an opposite reaction re-establishing 

and reaffirming local food cultures (Bell & Neill, 2014) which, so far, have been ignored in the 

contemporary context.  

Regardless of existence or acceptance of the concept of ‘national cuisine’, however, no 

study did aim to make sense of these notions in New Zealand context. This thesis, therefore, 

aims to address these shortcomings by focusing on the cuisine that has been communicated by 

the gastronomic journalists in the context of the magazines of New Zealand. It should be 

stressed that this thesis is not validating the notion of ‘national cuisine’ as its existence is 

debatable (see Mintz, 1996) or might be more imagined than real (see Appadurai, 1988; Cook 

& Crang, 1996). Instead, this thesis aims to make sense of the gastronomic messages that have 

been sent via the New Zealand magazines about their preferred cuisine. Although such 

communications cannot express what people actually eat, they can express the ‘ideals’ of the 

writers and tastemakers which can affect the taste and expectations of the readers (Albala, 

2013; Belasco, 2008; Neuhaus, 2012). Additionally, there are relatively few studies with the 

particular focus on the portrayal of food in the media and communicated discourses in New 
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Zealand. Although food has increasingly become a subject of interest in the New Zealand 

context, there is little systematic research on how food has been communicated in the media 

over time. 

1.3. Cuisine in magazines 

Despite the relevance of such arguments, studies, internationally and in New Zealand, generally 

neglect to systematically explore the messages regarding food in the mass media to depict how 

mediated messages could influence development of food habits and culinary culture, 

consumption patterns and standards, cuisine, and taste. Studies have mostly focused on health 

issues of advertised messages (e.g. Fay, 2003) for the ease of data collections (Lizie, 2013) 

which has in return left food-related communication in mass media open for further 

exploration. A broad gap falls within academic and systematic studies of culinary history of 

many countries other than North American and European states (Albala, 2013) which can 

potentially provide new-found venues for tourism (Hall & Mitchell, 2003; F. Parasecoli, 

personal communication, October 23, 2015).  

“Too often simplification results from using illustrations chosen arbitrarily to confer 

credibility on a preferred thesis” (Warde, 1997, p. 1) which is a pitfall for unsystematic studies. 

Moreover, the studies that were conducted on the magazines usually limited their approach to 

one particular genre and a very limited timeline. For instance, Warde (1997) focuses on weekly 

and monthly women’s magazines published in 1967-8 and 1991-2 while Johnston and Bauman 

(2007) focus on a selection of gourmet magazines published in 2004. This practice has left the 

cross-genre study of food communications unexplored. The cross-genre study has the potential 

to include various scopes and perspectives as the target markets of each genre is different, 

enhancing the ‘representativeness’ of the findings (Hansen & Machin, 2013; Hansen et al., 

1998). This common practice in studies of mediated messages has particular impacts for studies 

that are interested in representations of different phenomena. For example, Cumberbatch and 

Negrine’s (1992) study of representations of people with disability looked at all types of 

televised programmes in peak hours while Reynolds (2012) looked at sex articles in both men 

and women magazines. If we assume that the changes which occurred in food media parallel 

the changes that we know took place in the social and political world, we have tacitly accepted 

that the indicators for such social changes are changes in dishes, recipes, ingredients, or menus 
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(Gold, 2007). Such changes are perhaps better reflected and represented in different, yet 

comparable, genres of communications.  

However, this does not necessarily mean that audience eating habits were affected by 

such communications (Burton, 2013; Neuhaus, 2012) as food habits are regarded as the first 

ones to learn and last ones to change (Belasco, 2008; Latshaw, 2009). They do mean that 

changes that occur constantly in different aspects of food communications could actually 

parallel the changes that occurred in the society (Boles, 2006; Gold, 2007; Neuhaus, 2012; 

Wheaton, 1998) and in return affect cuisine and culinary culture of a nation. Moreover, 

although not all the consumers would accept what is offered to them through the media, they 

are still obliged to respond to what the mass media offer which would result in interpenetration 

of the ‘situated’ and the ‘mediated’ worlds (Tolson, 1996). For instance, the emergence of 

gourmet magazines is significant in itself, showcasing the societal changes which demanded a 

special genre of mass communications dedicated to food. 

Globalization, as an example, has resulted in experiencing pleasure by consuming new 

items has become a worldwide obligation and a ‘duty’ of citizens (Baudrillard, 2001), yet 

globalization may result in monotonous tastes (Goody, 1982; Schlosser, 2012). Reaffirming 

the value of tradition is one of the ways to react to such forms of cultural changes (Warde, 

1997) while focusing on culinary nationalism (Wilk, 2002) is another way. In time, certain 

degree of novelty, that is tolerable, enters traditions, yet these new trends can alter or join parts 

of lifestyle of any group. However, it is very difficult to change foodways and habits rapidly 

or fundamentally (Lockwood & Lockwood, 2000), even with a powerful force such as 

globalization. 

Food media communications in any form, intentionally or not, include information 

about food itself and picture the changes that are occurring in the society; they show how food 

preparation, gender, class, and kitchen labour (Neuhaus, 2012) as well as ingredients, dishes, 

cuisines, exoticism, sophistication, intimacy and trust (Randall, 2013) have changed in that 

society in a particular timeframe. All these notions have associations to hospitality and being a 

good host (Lashley et al., 2007). Such communications are not just concerned about the process 

of preparing a meal or throwing a party, but are also involved in depicting elaborate scenes of 

home and family values; cultural debates on health and purity; lifestyle and individualism; and 
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national past, present and future (Floyd & Forster, 2003). Every book of recipes is a partial 

reflection of people’s image of themselves and the world (Symons, 1998).  

Moreover, the level of audience’s sophistication, diversity, or sense of adventure has 

changed (Lizie, 2013). Such developments are observable with analysing consumers’ patterns 

of food purchase and consumption (Pietrykowski, 2004) as publication is, after all, a 

commercial process; “the simple or complex fact of publication is significant in itself, 

indicating a codification of culinary rules and a notion that there exists a market for such 

information or an audience to be influenced” (Higman, 1998, p. 77). Another example of such 

change could be seen in the tourism industry in which lies the relatively new niche of culinary 

tourism for travellers who are rather curious about others’ food and foodways (Long, 2013).  

In New Zealand, too, there is also a growing appreciation for Māori cuisine which had 

previously been disregarded or ignored by the European population (Morris, 2013). Using local 

and organic foodstuffs (as opposed to conventionally grown food), as another example, might 

not just be linked to ethics and health issues (Aertsens et al., 2009), and could be, to some 

degree, related to identifying one’s social status (i.e. a non-verbal form of communications) 

(Mellor et al., 2010). Adopting a major timeline which covers critical points such as 

introduction of television (1962), this thesis, therefore, aims to follow these trends in New 

Zealand magazines of different genres. 

1.4. Research aims 

By focusing on three different genres of New Zealand magazines (gourmet, current affairs, and 

women’s) which all have ties to food communications, this research aims to examine the 

cuisine and aspects of food culture that have been communicated through them to the audience. 

Although private or unpublished food communications are of value, they do not constitute 

‘culture’ unless they are in the public domain (Mac Con Iomaire & Cashman, 2011, p. 88). 

Therefore, influential nationally available magazines with long history of including food 

communications were selected (i.e. Cuisine, New Zealand Listener, New Zealand Woman’s 

Weekly). Utilizing a systematic approach to content analysis (i.e. qualitative content analysis 

and quantitative analysis of qualitative data) as the main method, this study aims portray trends 

with regards to four main aspects (see Ferguson, 2006; Rozin, 1982 above) and their sub 

categories that encompass cuisine.  
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Aiming to portray how the cuisine and aspects of food culture were represented in the 

nationally available published magazines, manifest and latent meanings of food 

communications are coded and analysed to see if/how they correspond with different aspects 

of cuisine and food culture. In doing so, this study presents what was portrayed and encouraged 

in the magazines, determine the values and cultural capitals of the magazine’s cuisine (i.e. 

Māori, British settlers, and other immigrants), and define the influential forces that shaped the 

cuisine which could potentially affect cuisine and food culture in New Zealand. To date, there 

is a dearth in academic studies with purposes of systematically classifying food-related cultural 

products of different media worldwide and this study might be helpful in implementing this 

type of research in the academic culinary world. 

Therefore, this research seeks to answer the following questions: 

1. What is the advocated cuisine in the three select magazines of New Zealand 

representing the gourmet, current affairs, and women’s genre? 

2. What values have affected the advocated cuisine in these magazines? 

Figure 1.1 displays the aspects of cuisine which this thesis focuses on based on the 

definitions of Belasco (2008), Ferguson (2006), Rozin (1982), and Wilk (R. Wilk, personal 

communication, November 17, 2018). It should be stressed that this figure provides a simple, 

two dimensional account of the relationship between these elements. However, as cuisine is a 

complex topic, the presentation and discussion of findings is not always as straightforward as 

displayed in the figure. For instance, aspects of preparation (e.g. methods of manipulation, 

kitchen technology) were discussed along with foods and dishes as they are closely tied. The 

four elements (i.e. Rozin’s (1982) a limited set of basic foods, a distinct set of techniques to 

manipulate foods, a distinct set of flavour principles, and a set of rules and manners for 

preparation and consumption) can be understood through the study of basic foods (i.e. 

ingredients and foodstuffs); dishes and food items that have been created by manipulating the 

basic foods, following the flavour principles, rules of preparation; eating events which would 

highlight the rules of consumption. Preparation, itself, consists of a wide spectrum; from 

technology, which can affect both the industry’s food production as well as home’s food 

production (e.g. Belasco, 2008; Goody, 1982), to values that would affect the food choice (e.g. 

health, taste, cost, convenience) (e.g. Brønnum & Munk, 2019; Sobal et al., 2006; Warde, 

1997).  
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Figure 1.1. Aspects of cuisine in this study 
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Hence, this research consists of two main parts inspired by the work of Warde (1997) 

in the British context. However, Warde (1997) focused more deeply on consumption whereas 

this research is more interested in the produced food messages. The first part of this study deals 

with cuisine as the products of the magazines’ kitchen. In doing so, this study mainly 

investigates the systematically sampled recipe titles from the bimonthly gourmet magazine (i.e. 

Cuisine) as well as weekly magazines of women’s (i.e. New Zealand Woman’s Weekly) and 

current affairs (i.e. New Zealand Listener) genre. Focusing on the title of the recipes with the 

stories that are usually provided in the context of the recipes (Tomlinson, 1986), this section 

aims to firstly demonstrate the differences between the cuisines of these magazines.  This 

section, where possible, compares the magazines cuisine with the cuisine of the readers through 

comparison of recipes with letters to the editor. Moreover, this research also utilizes the data 

of consumption patterns gathered and analysed by Bailey and Earle (1993) for the years of 

1955 to 1990 and Food and Nutrition Monitoring Report by the Ministry of Health (2006) for 

the years of 1961 to 2002 (the latest report available at the time of conducting this research).  

Therefore, this section is entirely based on the factual information incorporated in the 

recipes, letters, advertisements, and covers. The second part of this research, though dealing 

with social values more often, incorporates evidence such as what ethnic cuisines were more 

often mentioned as well as the claims or recommendations to appeal to the readers such as the 

values of health, economic consciousness, and convenience. This section also depicts the 

portrayal of gender norms in food communications, and in general, aims to trace the changing 

standards and transitions of trends over time. 

1.5. Thesis outline  

This thesis consists of seven chapters. This first chapter has aimed to introduce the reader to 

the topic and outline the significance. The following chapter reviews the relevant background 

literature and displays the research gaps which this study attempts to fill. Chapter three outlines 

the methodology and describe the method, sampling of magazines and their content, and data 

collection. Focusing mainly on the recipe titles, chapter four discusses the first two aspects of 

cuisine (i.e. ingredients, dishes and food items) including manipulative techniques (e.g. 

cooking techniques) as well as cooking technology and the influences of ethnicities and 

cultures on cuisine. This chapter also provides further details on the ideals of serving the 
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prepared food through pairing food with alcoholic beverages (here, limited to beer and wine). 

Chapter five discusses meals through two major food-focused events that were constantly 

reinforced by the magazines (i.e. dinners celebrating Christmas and for home entertaining). 

Chapter six discusses the findings regarding food preparation by discussing the division of 

cooking labour between genders, and values (i.e. convenience, health and economic). This 

chapter, therefore, more than the rest, intertwines the factual aspects with the social. Chapter 

seven provides the concluding remarks of this thesis with implications and avenues for further 

research.  

1.6. Summary and conclusion 

This chapter has provided an introduction to this thesis and the topic to which it seeks to 

contribute. This thesis investigates cuisine as a concept that has been communicated to the New 

Zealand audience via the New Zealand magazines. The contribution of this thesis would be to 

extend the body of knowledge that exist on food, cuisine, and hospitality in New Zealand, and 

the understanding of food communications in other forms than through cookbooks which have 

generally been the source of studies. Given the limited literature on studies of magazine 

communications in relation to food and gastronomy, the findings of this study will hopefully 

provide a deeper understanding of New Zealand food culture.   
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CHAPTER TWO - LITERATURE REVIEW 
 

2.0. Introduction 

This chapter provides a review of literature relevant to the study of cuisine through the 

communications existing in the mass media. This chapter begins with providing context for the 

study of food in media messages and narrows down its scope to focus on studies in the New 

Zealand context. This chapter further continues with bringing together a summary of relevant 

existing literature which would help identifying the key areas of knowledge and gaps with 

regards to the elements of cuisine. The elements which this study will focus on have been 

introduced in the previous chapter and were summarized in Figure 1.1.  Food itself is a means 

of verbal and non-verbal communication (Cramer et al., 2011) as “it sums up and transmits a 

situation […] it is information and meaning; a true sign, […] that is the functional unit of a 

communication structure” (Barthes, 1979, p. 24-25). However, this study focuses on the 

communications about food rather that the communications that are transmitted via food. 

Focusing on the themes of ingredients, dishes, meals and preparation, which are all affected by 

values of convenience, cost, health, and taste (Sobal et al. 2006; Warde, 1997), this section then 

discusses the literature and concludes with a brief overview and provides a summary of the 

gaps this research aims to fulfil. 

2.1. Cuisine 

The concept of cuisine has been defined in the literature of food studies, especially 

anthropology and sociology, in the classic research of Rozin (1982), Goody (1982), Mintz 

(1996), Ferguson (2006), and Belasco (2008), to name a few. Goody (1982) uses cuisine in 

three different ways; a. the products of kitchen, b. the culturally differentiated high (i.e. Haute 

cuisine; cuisine of elites) and low (i.e. cuisine of lower socio-economic classes; peasant food), 

and c. the highly elaborated culinary repertoires which are only found in a few societies such 

as China, the Middle East, and post-Renaissance France (p. vii). Ferguson’s (2006) cuisine 

“refers to the properly cultural construct that systematizes culinary practice and transmutes the 

spontaneous culinary gesture into a stable cultural code” (p. 3). In these definitions, cuisine, is 

akin to culture or an important facet of culture. In fact, cuisine is so culturally significant that 
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few studies have aimed to consider it just as ‘the product of kitchen’ and more often focused 

on the cultural aspects, considering food as a sign, symbolizing wealth (e.g. Bessière, 1998), 

class and superiority (e.g. Fiddes, 2004), and gender identity (e.g. Counihan & Kaplan, 2013) 

to name a few. 

Belasco (2008) states that “all cultures have cuisine, which consists of a distinct set of 

basic food, flavour principles, preparation techniques, rules for consumption, and a supply 

infrastructure for getting food from field to fork” (p. 34). Therefore, cuisine is still initially the 

product of kitchens (Goody, 1982); “cuisine is a combination of foodstuffs, dishes, and meals 

that characterize a particular group of people, location, period, or corporate entity” (R. Wilk, 

personal communication, November 17, 2018). Although food is the essence of cuisine 

(Belasco, 2008), this basic aspect of cuisine has been significantly less studied on its own merit. 

Considering that cuisine is something that all groups (Belasco, 2008), even corporate entities 

(R. Wilk, personal communication, November 17, 2018) have, it is possible to examine 

communications regarding food in the magazines to determine the cuisine they have or at least 

advocate. 

Studying cuisine in magazines through the communications is significant for two major 

reason; firstly, the existence and sharing of the recipes make any cuisine more complex 

(Goody, 1982) and elaborate. Secondly, these communications that are made by ‘authority 

figures’ or tastemakers (Ray, 2016) can potentially affect the cuisine, food consumption, and 

foodways of the society that consumes them, and stimulate demand, affecting the host-guest 

relationships (Lashley et al. 2007). Additionally, these communications include more than 

instructions, as meanings about societal standards and obligations, including hospitality 

(O’Gorman, 2007), are transmitted through them (Randall, 2013). Food writers and culinary 

personas have the power to alter foodways based on their personal tastes and marketing policies 

(Tominc, 2014) as people trust the so-called experts’ judgment and are fascinated with 

consuming celebrity status (Stringfellow, et al., 2013) of those tastemakers who possess this 

trait (e.g. celebrity chefs). Hence, the cuisine that is the product of the kitchens in the mass 

media can potentially alter the dominant cuisines that exists within the culture of the society 

(Tomnic, 2014; Warde, 1997). 

Although cuisine and food culture have been studied through cookbooks in New 

Zealand and abroad (e.g. Black, 2010; Leach, 2010a; Leach et al., 2011), magazines and the 
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communications they include have generally been neglected. There are few studies that discuss 

the recipes of magazines while focusing on developments of cuisine (e.g. Samuelson, 2019). 

Other studies look at the communications about food in magazines to discuss cultural aspects 

(e.g. Johnston & Bauman, 2007) such as national identity and national belonging (e.g. Johnston 

et al., 2010). Therefore, there is a major gap with regards to studies of cuisine in the magazine 

communications in general and especially in New Zealand. 

2.1.1. Foodstuffs and ingredients; food items and dishes  

“Each cuisine prioritize a limited set of ‘basic foods’, the primary ‘edibles’ selected from a 

broader environment of potential foods.” (Belasco, 2008, p. 16). Therefore, food, as foodstuffs 

when they are eaten as is or ingredients when they are manipulated to create dishes (R. Wilk, 

personal communication, November 17, 2018), is the essence of cuisine (Belasco, 2008). 

Studies of cuisine, however, have generally focused on the cultural aspects of the foods that 

have been produced and consumed. In other words, studies have typically traced what people 

of a region, ethnicity, or country have produced and eaten but they did not usually aim to 

construct a cuisine based on what has been consumed.  

For instance, Goody (1982) discusses the cuisine of West Africa, however, he aims to 

address why the notion of haute cuisine did not emerge there as it did in other parts of the 

world. Therefore, the cuisine was known and did not need to be constructed. Other studies of 

food have commonly focused on one or a few ingredients or foodstuffs and explored societal 

transition and impacts. Mintz’s (1986) classic study of sugar, for instance, discusses the 

transformation of sugar from a luxury to a staple and examines the historical development of 

economic and political power through human’s – here, the colonial British – affinity for 

sweetness. 

These classic studies have prompted other research on cuisines of regions and 

ethnicities, expressions of identity and nationality through food, studies of power and 

imbalance through food, and the history and importance of particular foodstuffs. For instance, 

Counihan and Kaplan (2013) discuss the gender identities and imbalance of power displayed 

through food, while Halstead and Barrett (2016) examine the identities and social distinction 

in prehistoric Greece. Gabaccia (1998) argues how commercializing the creole cuisines have 
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impacted and helped defining the ‘American’ palate while Wheaton (1998) and King (2019) 

explore cuisine and its links to nationalism.  

Few studies, however, to date, were found tracing the ‘basic foods’ aiming to establish 

cuisines. Bradatan’s (2003) study of Balkan cuisine starts with surveying the ingredients, 

aiming to establish whether there is a cuisine shared in the Balkan region, and if the people 

consume similar quantities of basic foods. Unsurprisingly, this study finds contradictory 

patterns which is expected of the conflicting nature of food consumption (Belasco, 2008); there 

is similar patterns in the use of ingredients, however, consumption patterns are dissimilar.  

In New Zealand, Bailey and Earle (1993) discuss the patterns of consumption of 

foodstuffs to trace the major changes that have occurred since 1880, however, their aims do 

not include tracing the cuisine in New Zealand. To simplify the matter of daily cuisine, and 

broadly following Mintz (1986), other studies have focused on one significant ingredient. 

Scholliers and Geyzen (2010), for instance, look at the patterns of potato consumption in 

Belgium and discuss how the ebb and flow of the consumption of this essential ingredient in 

the Belgian diet was affected “by waves of internationalization and regional turns” (p.54). What 

these studies reveal is that tracing the patterns of ingredients can be the starting point for 

stablishing a cuisine, however, as these studies were focused on people, they looked at patterns 

of production and consumption.  

Apart from the studies of food production and consumption, the developments of 

cuisine have been studied through the communications. However, studies that solely focus on 

foods, usually picked out a trend or dish and traced it in the communications of a particular 

genre. For instance, Leach (2008) focuses on pavlova and trace the evolution of the dish 

through cookbooks, mostly community cookbooks, of New Zealand. In a similar study, Leach 

et al. (2011) focus on the developments of Christmas cakes in New Zealand and explore the 

recipes and explain how flexibility of this item and adaptability to the societal changes resulted 

in these cakes surviving different critical stages such as economic hardship. Samuelson (2019) 

also traces the history of ‘mock’ food in the recipes of the Australian Women’s Weekly and 

discuss their short-term (e.g. mock chicken) or long-term (e.g. mock cream) existence and 

effects on the cuisine in Australia. 
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There are four main issues that have been found in such studies, especially those that 

were focused on communications. Firstly, the focus was limited to a dish or ingredient (e.g. 

Leach, 2008; Leach et al., 2011), albeit a culturally significant one, and was not aimed to be 

representative of the cuisine. Moreover, these studies assume that the recipes in community 

cookbooks and women’s magazines are representative of what people actually made and ate 

which, although not necessarily wrong, may be a problematic assumption (see e.g. Albala, 

2013). Secondly, these studies focused on history and therefore left recent trends 

underexplored. For instance, Samuelson’s (2019) study choses the timeline of 1933-1982 but 

mainly focuses on the 1930s and 1940s (the years of the Great Depression and WWII) and does 

not include recent years although she argues that ‘mock cream’ is still used in Australia. 

Thirdly, these studies usually focus on one particular genre of communications (e.g. recipes in 

women’s magazine or in community cookbooks) and do not explore the links between similar 

communications in different genres, and therefore, their findings might not be representative 

(Hansen & Machin, 2013; Hansen et el., 1998). Finally, the approach of these studies of 

communications is not always systematic which is at times due to the scarcity of sources (e.g. 

historic cookbooks).  

Moreover, although these studies focus on the ingredients, foods, and dishes and discuss 

the effects of societal trends (e.g. internationalization, economic hardship, women entering the 

paid segment of workforce), they do not consider other alternatives and values that can affect 

food choice (Sobal et al., 2006). For instance, although religious observances or even concerns 

about health, or ethical consumerism in recent years, could have affected the presence of mock 

foods, the focus of Samuelson’s study (2019) was largely on economic hardship.    

In aiming to establish the cuisine in communications, therefore, this study uses similar 

methods and traces the basic ingredients in the food communications in the magazines and their 

ebb and flow over time. However, this study does not bound itself by a set of trends and to a 

set of particular dishes or ingredients. Applying the values that affect the personal food choice 

(Sobal et al, 2006) to the food choice of magazines, this study aims to consider the broad 

societal trends (e.g. economic depression) along with ‘personal’ values (Sobal et al, 2006) and 

ideals (Johnston & Bauman, 2007; Warde, 1997) of the time whose negotiations can affect the 

choice of food and the cooking process. The information in gastronomic literature, or 

communications in general, very rarely records what people actually eat and more often reflect 
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“the ideas and values of the author and perhaps by extension a set of readers” (Albala, 2013, p. 

117). So, although these communications are generally aspirational (Albala, 2013), they still 

include information, and perhaps ideals, that would potentially aid the development of culinary 

culture in the society that have produced and consumes them (Wheaton, 1998) and, therefore, 

reflect the changes in hospitality standards (Lashley et al., 2007).    

2.1.2. Meals  

Meals are specific, culturally recognized events which combine particular dishes with social 

rules (e.g. order of presentation, combination, and separation) (Bell & Valentine, 2013; 

Douglas, 1972) that is imparted from generation to generation (Mennell, 1996). Meals, at times, 

have been associated with the times when all family members are present, sharing food to 

affirm their love and belonging (Levy, 1996). One of the reasons that make meal an integral 

part of cuisine is that the inability in ‘eating properly’ (i.e. preparing, serving, and eating the 

‘right’ type of food) in accordance with the current cultural norm is a sign of ‘outsider status’ 

(Fox, 2003). In this sense, a meal can be seen as an on stage performance for an audience 

(Goffman, 1990; Nyberg et al., 2018) epitomising the cultural norms associated with food and 

gatherings in different cultures. For instance, religious laws are very much associated with the 

concept of the ‘good’ meal (e.g. Clay et al., 2009). Moreover, meals are associated with the 

notion of hospitality as they epitomise the host-guest relationship and can demonstrate the way 

strangers (i.e. the ‘other’) are supposed to be hosted within the domestic or commercial realms 

(Lashley, 2008), display values and standards of sharing ‘acceptable’ foods, and following the 

‘accepted’ rules, create bonds of trust (Tefler, 2012).  

The highly culturally sensitive concept of meal prompted many studies of meal patterns 

in different societies (e.g. Kjærnes, 2001; Murcott, 1982). In the context of Britain, for instance, 

meal consists of a major meal (i.e. the main meal), a minor meal (i.e. the second meal), and a 

smaller meal (the third meal), in which the major meal is a staple (Douglas, 1972). The British 

‘proper meal’ is only created when the ‘right’ ingredients are combined and served in the ‘right’ 

way (Murcott, 1982) that is one-course cooked dinner consisting of one course in form of a 

plateful of meat and two vegetables with gravy. Kjærnes (2001) discusses the Scandinavian 

meal which consists of a meat-based ‘centre’, a starchy ‘staple’, and vegetables and may or 

may not include trimmings (e.g. sauce, pickles).  
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These studies focus on what the people of the society they researched made and ate and 

did not focus on the rules expressed in the communications. Most of the studies of the meal 

have generally considered food consumption of families (e.g. Chitakunye & Maclaran, 2014; 

Chitakunye & Takhar, 2014; Hirschman, et al. 2004), ‘family meals’ (i.e. a meal shared at the 

time when all family members are present (Charles & Kerr, 1988)) in the domestic realm (e.g. 

Chrzan, 2009; Possick, 2008; Thompson et al., 2016) especially with regards to health and 

wellbeing (e.g. Laska et al., 2015; Possick, 2008), in everyday life (Marshall, 2005; McDonagh 

& Prothero, 2005) and in association with consumer culture during events such as 

Thanksgiving (Wallendorf & Arnould, 1991), Christmas (Hirschman & LaBarbera, 1989; 

Lowrey & Otnes, 2004), and weddings (Bradby, 2002; Nelson & Deshpande, 2004). So 

although the meal is a rather well-researched concept, this study was unable to find any 

literature on the meal (i.e. the structured occasion or event when the food is eaten (Douglas, 

1972)) in New Zealand.  

There are some studies that focus on restaurant meals (e.g. Williams, 2009) or 

institutional meals (e.g. Edwards & Hartwell, 2009) such as military meals (e.g. Darsch & 

Moody, 2009). Even these studies have generally focused on what and how people eat and have 

not considered the ‘ideals’ about the meal itself that has been communicated to people through 

mass communications. The only exception perhaps would be representations of the ‘family 

meal’ (e.g. Davis et al., 2016; Murcott, 2012) in media. The reason for focusing on people, 

apart from the academic discipline that calls for it (i.e. anthropology), may perhaps be that the 

communicated recipes do not always encompass all the elements of meals. In other words, 

recipes, often include instructions for meal parts (e.g. main course or side dishes) rather than a 

full ‘proper’ meal (e.g. main course and side dishes).  However, if any group (Belasco, 2008) 

and corporate entity (R. Wilk, personal communication, November 17, 2018), such as military, 

has cuisine, the magazines, too, have cuisine and display their ‘accepted’ rules and ‘ideals’ 

through their communications. 

Media messages, especially when about celebratory meals, merit further exploration on 

this subject as these messages represent cultural belonging (e.g. Johnston et al., 2010; Pilcher, 

1996, 1998). The concept of meals may not always be noticed as a rigid formula in the everyday 

practice of cookery as everyday cookery has become more diverse as a result of 

internationalization, globalization, and immigration. However, the celebratory meals may 
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follow more concrete set of rules as they are associated with religion (e.g. Avieli, 2009; 

Ghadially, 2003), memory and nostalgia (e.g. Holtzman, 2006; Sutton, 2001), tradition and 

sense of identity (e.g. Abbots, 2011; Bradby, 2002).     

It is sometimes commented that the ‘extraordinary’ (i.e. the meal that is not ordinary 

and for everyday consumption) has been emphasized and focused on in food-related studies 

(e.g. Marshall, 2005; Symons, 2003), however, the ‘extraordinary’ in this context has been 

about the ‘spectacular’ such as the feasts of King Solomon (Symons, 2003) rather than the 

‘extraordinary’ that is the ritualized or celebratory meals that are not ‘everyday.’ For instance, 

Christmas dinner is a meal that is to be had annually, so although it is routinized, it is 

‘extraordinary’ compared to the everyday fare. Similarly, Ramadan’s Iftar (i.e. the meal to 

break the fast) is extraordinary as it is a part of the rituals of the month of Ramadan. Sunday 

dinner, too, though occurring more frequently, is more of a celebratory and ‘extraordinary’ 

meal than the weekday dinner (Bush et al., 1998; Lupton, 2000).  

These routinized, ritualized meals are important as “they act as scripts regulating the 

sequence and order of dishes and provide guidelines on appropriateness and comportment in 

certain situations” (Marshal, 2005, p. 72). People also associate these events with the 

consumption of traditional food more often than the everyday (Almli et al., 2011). Studies have 

generally focused on festive foods, which are components of meals, rather than meals. For 

instance, Avieli (2005) and Jordan (2008) focus on dumpling in different cultures while Leach 

et al. (2011) focus on the evolution of Christmas cakes in New Zealand.   

To date, there was only one study found that focuses on meal patterns in New Zealand. 

Mitchell and McLaughlin (1996) investigate the patterns of the main meal through a survey, 

depicting the importance of tradition as well as environmental concerns of the New Zealand 

residents for their meal choice. However, it remained out of their scope to investigate the 

composition of the meal. Hence, the composition of ordinary or ‘extraordinary’ meal in New 

Zealand has remained an understudied topic. The conjecture still is that the proper meal in New 

Zealand follows or, for a time at least, followed the formula of ‘meat and three vegetables’ 

(e.g. Burton, 2013). Just as contemporary trends have been generally ignored, the trends of 

everyday and celebratory meals in New Zealand of recent times have also been neglected. 
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2.2. Negotiation, balancing, and strategizing values 

Values affect the food choices of individuals (e.g. Connors et al., 2001; Sobal et al., 2006), 

groups (Baker et al., 2004; Pohjanheimo et al., 2010), and by extension the societal trends 

which are depicted in magazines (Warde, 1997). These values are dynamic and change over 

time, affecting the cuisine and its development (Belasco, 2008). Sobal et al. (2006) name taste, 

convenience, cost, heath, and managing relationships among the main values that affect 

personal food choice, while Warde (1997) focuses on taste and presents other values in a series 

of dichotomies that affect expressions of taste in women’s magazines and among people. Sobal 

et al.’s (2006) notion of taste relates to the “sensory perceptions in eating and drinking” (p. 7), 

while Warde’s (1997) taste,  based on Bourdieu’s (1984) theory of distinction, is a matter of 

identity and class affecting consumption. Apart from this difference of view regarding taste, 

however, other values are similar between these studies indicating that personal values are not 

too different from the values expressed in the media. Johnston and Bauman (2007), similar to 

Warde (1997), also discuss expressions of taste as a matter of identity and distinction 

(Bourdieu, 1984), however, they concentrate on expressions of authenticity as the main value 

that is shared among the gourmet magazines.  

These studies confirm the dynamic nature of values and the negotiations that are 

undertaken which vary from time to time and among classes (Warde, 1997). Although these 

named values may appear unrelated on the surface, not only do they affect each other, they also 

have profound effects on cuisine and its development (Belasco, 2008). For instance, in times 

of hardship, media communications, similar to the people, would prioritize economic values, 

as they want to remain relevant and inspire the readers (Albala, 2013), which would affect their 

cuisine as it would the cuisine of people (e.g. Notaker, 2009; Samuelson, 2019). Negotiating 

these values affect choice of ingredients, cooking techniques, acceptance of technology, the 

rules of production and consumption among groups of people and in different cuisines 

(Belasco, 2008), and even alter product-related food behaviours (Askegaard & Madsen, 1995). 

These modifications may also act as an icon to display social and cultural dynamics in an ever-

changing society (Theophano, 2003), potentially affecting host-guest relationships (Lashley et 

al., 2007). 

Although these values are related and constantly negotiated, the studies that have 

researched them usually have focused on only one or a few. For instance, Samuelson (2019) 
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focuses on economic hardship that may have, among other reasons, prompted the creation of 

‘mock’ foods. This choice might be the result of the longer history of declarations of economic 

concerns in the mediated messages over other values such as those of healthiness or 

convenience (Warde, 1997). Johnston and Bauman (2007) only focus on authenticity and 

expressions of taste and class through the gourmet communications indicating that, for the 

‘gourmet’ or the gourmand, economic or health-related values, for instance, are too ‘humble’ 

to consider. Warde’s (1997) is perhaps one of the few studies that deals with a range of these 

values and discusses them in the context of food communications in the magazines. However, 

since Warde’s study (1997) concentrates on the women’s magazines, it does not represent such 

expressions among other food-focused genres.   

All these mentioned studies focus on aspects of novelty; novelty out of necessity (e.g. 

Samuelson’s (2019) economic hardship) and novelty as the expression of taste and culinary 

capital (e.g. Johnston and Bauman’s (2007) superiority of knowledge and taste which comes 

with the introduction of the ‘exotic’). As the introduction of the novel can cause anxiety in 

different settings and consuming the familiar can be of value to some (Warde, 1997), at times, 

the novel has been presented in a manner that would emphasize timelessness under ‘invention 

of tradition’ (Hobsbawm & Ranger, 2012). “‘Invented tradition’ is taken to mean a set of 

practices, normally governed by overtly and or tacitly accepted rules and of a ritual or symbolic 

nature, which seek to inculcate certain values and norms of behaviour with the past” and where 

possible “attempt to establish continuity with a suitable historic past” (Hobsbawm & Ranger, 

2012, p. 1). The ‘invented tradition’ is not new in New Zealand food scene; for instance 

Canterbury’s ‘cheesescape’ (Fusté‐Forné, 2016) based on Appadurai’s idea of ‘scapes’ (1990; 

1996) studies the potentials of the new but strong cheese production in New Zealand for food 

tourism in the area. However, neither novelty nor the invented traditions within the context of 

food media, especially in the recent years, have been studied. This particular notion is of 

potential value to the food tourism industry of New Zealand as well as international placement 

and marketing of ‘local’ New Zealand food (see e.g. Hinrichs, 2003; Hjalager & Coriglian, 

2000).    

Among these values, economic and health related concerns as well as convenience, 

which is essentially about thriftiness about cost as well as time and effort (Belasco, 2008) but 

has become more associated with thriftiness about time and effort (Warde, 1997; Cole, 2015), 
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are more commonly explored. The studies in New Zealand, too, have generally focused on 

similar values. There are studies about the transmission of nutritional messages in cookbooks 

(e.g. Mitchell, 2008). The studies of the economic and health concerns, which at times included 

aspects of convenience, dealt with issues associated with health and nutrition as sub-categories 

of the major topic at hand (e.g. in relation to depicting and justifying the changes in the recipes 

of some foodstuffs) (e.g. Leach, 2008; Leach et al., 2011). The effects of mediated 

communications, especially in forms of advertisements, on the audience (e.g. Utter et al., 2006) 

were also explored, however, other mediated communications as well as values have been 

neglected. 

Convenience, for instance, has been more often associated with food-related gender 

norms as  time that is spent on cooking and feeding the family is still substantial (Warde, 1997), 

which normally, traditionally, and disproportionately to men, falls on women’s shoulder (e.g. 

Neuhaus, 2012) who are essentially working double-shifts. Additionally, changes in the food 

consumption patterns in the Western countries (Blake et al., 2011), following the increasingly 

busy lifestyle, have left the individuals with less free time (Jabs & Devine, 2006; Scholliers, 

2015). While the food industry has responded to these trends by producing convenience items 

with the promise of reducing the time spent in the kitchens (Scholliers, 2015; Vidgen, 2016) 

and the fast food restaurants with the promise of eliminating the cooking chore altogether 

(Belasco, 2008), it is unclear how and to what degree the food media, especially in New 

Zealand, have responded to them. 

This review, however, was not able to find any study about New Zealand that 

systematically researched representation of economic, convenience, and nutrition-related 

messages in food-focused communications. Matters of ‘taste,’ especially in relation to identity 

and class (e.g. Johnston & Bauman, 2007; Warde, 1997), have been discussed in the context 

of the society of New Zealand (e.g. Howland, 2012), however, representations of such matters 

in the New Zealand media have remained understudied. 

2.3. Gender 

Gender is so relevant to the concepts of food and food culture that Neuhaus (2012) dubs them 

to be “hopelessly intertwined” (p. 2). The strong and historic link between women and cooking 

calls for the examination of cookery messages which historically targeted women (Neuhaus, 
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2012) as cooking was and, to a certain degree, still is associated with women (e.g. Bell & 

Valentine, 2013, Counihan & Kaplan, 2013). There is research that is more specifically related 

to the developments of gender roles in media. Such research mostly studies women and/in print 

media (e.g. Bower, 1997; Theophano, 2003) as home cooking  has always been a gendered 

practice which took place within the domestic sphere of women’s (Belasco, 2008; Clark, 1992; 

Fleitz, 2010; Neuhaus, 2012), while domesticity was one of the four cardinal virtues of women 

during the 19th and 20th centuries (Welter, 1966). Wage earning or ‘bread winning’ as well as 

public aspects of food production (Belasco, 2008) were considered to be in men’s domain 

which ended when he entered home from work (Neuhaus, 2012). Interestingly, however, the 

practice of cookery is less gendered than the sphere it is associated with; cooking became an 

acceptable profession for men outside the domestic sphere, which is of higher status and more 

prestigious (Belasco, 2008; Goody, 1982), much earlier than in the domestic realm. 

Culinary messages, such as cookbooks, of earlier eras were written to teach women 

how to cook or ‘prescribe’ them how to behave (Higman, 1998; Theophano, 2003), they 

featured, at times exclusively, in the media that have been designated for women (e.g. women’s 

magazines) (Warde, 1997). Therefore, gender-oriented media analysis has long been interested 

in investigating how women have been portrayed in these messages (Lizie, 2013). This 

historical approach included “the imbalance of power in mediated presentations of women, 

especially in advertising images, and celebration empowering movements” (Lizie, 2013, p. 32). 

However, observations of food related professions in media, especially television in New 

Zealand and USA at least, suggest that nowadays, these professions are more dominated by 

men (Gallagher, 2004) and the professional scenery of food in media has been more in favour 

of men (Johnston et al., 2014). Yet, mediated constructions of masculinity have been less 

studied (Lizie, 2013). Studies of food and masculinity “has revealed that men are as constricted 

in their food- associated gender roles (e.g. TV chef) as women, but that constriction offer more 

privileges and tends to come at the expense of women” (Lizie, 2013, p. 32).  

“Behaviours and beliefs surrounding the production, distribution and consumption of 

food reveal much about power relations and conceptions of sex and gender, for every coherent 

social group has its own foodways” (Counihan 2009, p. 6). Studies that have considered 

genders and food are varied; from everyday practices of the LGBT adults (e.g. Cohen & Cribbs, 

2017) and foodies (e.g. Cairns et al., 2010), development of norms in the domestic (e.g. Abarca, 
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2006) and public realms (e.g. Forson & Counihan, 2013), to food behaviours such as food 

refusal as a sign of protest (e.g. Brumberg, 1997; Counihan, 2018) or eating disorders (e.g. 

Brumberg, 1988), and sexual orientation and food (e.g. Carrington, 1999) or even gendered 

rhetoric of food (e.g. Adams, 2015; Solbal, 2005). All these studies highlight that food 

consumption, production, rhetoric, and even cooking methods are gendered. However, 

gendering of food is more cultural than biological (e.g. Zellner et al, 1999). Aspects of gender 

and media portrayals of gender ‘roles’ and ‘accepted’ norms also have been studied; from 

gendering of domination of animals and butchery on television (e.g. Parry, 2010), spicy food 

on social media (e.g. Contois, 2018), to reinforcement of gender norms in the popular media 

(e.g. Herkes & Redden, 2017), to name a few.   

In New Zealand, however, there are not many studies focusing on the relationships of 

genders and food media. Studies of gender and food in New Zealand, which have been found 

so far, have researched the relationship between gender, ethnicity, and advertisements (e.g. 

Fay, 2003; Michelle, 2012), immigrant women and food (Longhurst et al., 2008; Longhurst et 

al., 2009), gender and food insecurity (e.g. Broussard, 2019), gender and alcohol consumption 

(e.g. Willot & Lyons, 2012), women and recipe work (Hocking et al., 2002), and gender and 

wine tourism (Mitchell & Hall, 2001a,b) while other aspects of the relationships between 

genders and food, especially genders and media remain in need of further research. Genders 

and identities, and the identity of the nation that they create and maintain, are linked to the 

process of cultivating, preparing, and consuming food (Feratly, 2012), and therefore, are by all 

means, relevant to cuisine. However, the roles, expectations, the degree and sphere that are 

connected to such processes are different and constantly changing. Such changes would result 

in alterations in representations of cuisine in the country and its media.  

2.4. Food and cuisine in the New Zealand context 

Public food communication in New Zealand has a relatively long history. The first known 

recipes presented in a book form were compiled by Mary Ann Martin in 1869 and the first 

proper cookbook, Dainties; or how to pleasure our lords & masters, was published in 1887 

(Burton, 2013). Recipes also became regularly available in newspapers from the 1860s and 

gradually found their ways into farming, gardening, and women’s magazines (Burton, 2013). 

With the emergence of radio, food-related programs were broadcast throughout New Zealand; 
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Aunt Daisy during the 1930s to 1960s and Des Britten in the 1970s with his influential Voice 

of the Vegetables are only a few examples (Burton, 1992). Cooking shows appeared on 

television with Graham Kerr as the pioneer in the 1960s (Symons, 2009) who became so 

popular that he metamorphosed to an international icon with best-selling cookbooks and 

multiple awards (Graham Kerr, 2010). The Alison Holst’s show began in 1965 (Burton, 1992), 

followed by her cookbooks and the brand of Alison’s pantry for bulk food in the 1980s 

(alisonspantry.co.nz). Specialized cooking magazines started to appear in the 1980s (Burton, 

1992) starting with Cuisine in 1987 while television has been filled with different forms of 

food-related shows in more recent years, including dedicated channels.  

Despite the abundance of resources, there are a limited number of studies that focus on 

these communications in New Zealand and aim to depict the changes that have occurred in the 

food culture. 

2.4.1. Studies of New Zealand food communications 

Since 1999, there are 46 published studies found to date that focused on aspects of New Zealand 

food culture through mediated messages. Although there are various types of mediated 

messages and platforms available in New Zealand, there are two main sources which these 

studies use; cookbooks and televised advertisements. The choice of the sources depends on the 

study; the studies of New Zealand food culture usually focus on published or community 

cookbooks (e.g. Leach, 2008, 2010a; Leach et al., 2011) while the studies of nutrition, health, 

and marketing favour televised advertisements (e.g. Field & Gauld, 2011). This focus has 

rendered other mediated messages underexplored. 

2.4.1.1. First focus: New Zealand food heritage and identity 

The existing literature on cuisine and food culture in New Zealand, academic or otherwise, is 

mainly concerned with history and historic context of cuisine and foodways. There are two 

main types of studies which consider New Zealand culinary heritage; those that focus on a type 

of food or aspect of culinary culture and those that focus on the general history of New Zealand 

cuisine (Table 2.1). 

The first category of studies tend to concentrate on one or a few factors or aspects of 

New Zealand food culture and cuisine. For instance, Leach (2008) traces the historic origins of 
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pavlova, which is of cultural importance in New Zealand, through cookbooks and aims to 

explain the history of the dish and its transition throughout the years. In a similar study of the 

Christmas cake, Leach et al. (2011) trace the changes in the Christmas cakes as evident in 

community cookbooks and discuss the flexibility of the dish. Cobley (2016) and Reynolds 

(2018) both focus on the history and cultural importance of Anzac biscuits while Galletly 

(2010) studies the use of fish in the cookbooks and compares it with developments in 

commercial fishing. Quite contrary to this category, the second group of studies focus on the 

history, background, and culinary heritage of New Zealand as a general topic, and therefore, 

their focus is much broader than the previous studies mentioned above. Utilizing historic 

cookbooks as one or the only source, that have often been conveniently selected rather than 

systematically sampled, these studies aim to depict the developments of cuisine by focusing on 

the cuisine of Māori and the early settlers (e.g. Burton, 2009; Veart, 2008). Displaying interest 

in historic origin and background, both these types of studies generally overlook recent trends 

and keep their focus on different genres of cookbooks (e.g. published, community) while 

dismissing other forms of culinary communications.  

Culinary heritage, in general, has been the focus of studies of food in New Zealand (e.g. 

Simpson, 2008). Matters of identity, too, is a topic which has been most commonly studied 

through food-focused communications (e.g. Berno et al., 2018; Morris, 2013). At times, the 

focus on culinary history is at the expense of some of the latent meanings that existed within 

the recipes. For instance, the focus on demonstrating some aspects of the history of New 

Zealand cookery such as how the families of missionaries made yeast during the early years of 

the 19th century (Burton, 2013) or proving the iconic stance of pavlova in New Zealand food 

culture (Leach, 2008) have left the exploration of the reasons behind these and other culinary 

developments relatively underexplored.      

One of the outcomes of focusing on New Zealand heritage and national identity may 

be related to the concept of ‘national cuisine’ and tracing and proving that indeed there is a 

shared cuisine among all groups of the nation (Appadurai, 1988). Burton (2009), for instance, 

mentions that New Zealand, same as “every other nation on earth does possess a cuisine” (p. 

9). Regardless of the viewpoint, however, it should be noted that the notion of ‘national cuisine’ 

is an issue in itself as its existence among different nations has been debated (see Heldeke, 

2015; Mintz, 1996) while it is considered to be imagined (Appadurai, 1988; Mintz, 1996; 
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Tarulevicz, 2013). Focusing on the concept of New Zealand national cuisine, some of the 

studies, therefore, generally considered foodways and cuisine of New Zealand (e.g. Burton, 

2009) rather than foodways and cuisines in New Zealand. In other words, such studies aimed 

to describe what they considered to be shared foodways and cuisine among all New Zealanders 

and did not distinguish, at times with the exception of Māori cuisine, the differences that may 

exist between regions and communities. These studies seldom consider that, just as with culture 

and economy, people do not necessarily have similar eating cultures or habits (Protschky, 

2009). 

This predilection towards the portrayal of cuisine of New Zealand, in form of a 

homogenous national cuisine, has been at the expense of cuisines of regions and communities 

which could potentially affect the cuisine in New Zealand (Hall & Mitchell, 2003) and the 

displayed cuisine in New Zealand media. Another outcome of the focus on New Zealand 

heritage is the general indifference towards contemporary cuisine. Perhaps the only exception 

that was found to date is the thesis by Beaton (2008) which focused on Māori cookbooks (i.e. 

cookbooks written mainly for Māori audience). This study, too, unsystematically utilises 

cookbooks, and emphasises on culinary traditions. However, the contemporary setting of the 

focus alongside its particular interest in Māori cuisine makes it unique in the food academia in 

New Zealand.  

Contemporary cuisine is affected by mediated worldwide trends, fashions, and hypes 

(e.g. Johnston & Bauman, 2007), globalization and internationalization (e.g. Thoms, 2011) and 

cosmopolitanism (e.g. Pilcher, 2017) through messages that travel much easier than ever 

before, by immigration (Hall & Mitchell, 2003), and the innovations of the newly immigrated 

communities (Ray, 2016). Although there is a popular belief among New Zealanders that 

immigrants affected the cuisine in a positive way (Gendall et al., 2007; Pearson & Kothari, 

2007), the cuisine of different immigrated communities and their food cultures, apart from the 

early settlers, have been widely ignored with a few exceptions (e.g. Sayadabdi, 2019). The new 

trends which find their ways in the established foodways via immigration (Ray, 2016) and 

internationalization (Leach, 2010a), among other forces, are influential as they may induce 

innovation and transform food and foodways in societies as “cuisine does not develop out of 

the cooking traditions of a single region” (Freeman, 1977, p. 144).  
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Hence, the focus has remained for long on New Zealand ‘traditional’ food culture and 

national identity (e.g. Bell & Neill, 2014; Burton, 2009).  These studies of historic backgrounds 

have dedicated a substantial part to the shared heritage of Anglo-American origin and culture 

as perhaps this part of the heritage has higher status (Morris, 2013) and is still of major 

influence. This has resulted in studies that consider the food culture of Australia, USA, and 

England alongside that of New Zealand (e.g. Chevalier, 2018) as they share significant historic 

bonds. This focus at times is at the expense of the foodways of other immigrant communities 

which have contributed to culinary innovations in New Zealand. Moreover, although the values 

of Māori food culture has been increasingly recognized as it signals authenticity (Morris, 2010, 

2013), has gained status, and therefore, is highly valued (Johnston & Bauman, 2007), studies 

have generally, apart from Morris (2013) and Beaton (2008), ignored the media messages of 

Māori food culture as well.  

The sources that have been studied usually reflect “the ideas and values of the author 

and perhaps by extension the set of readers who purchased” the sources (Albala, 2013, p. 117), 

however, they can seldom indicate how the audience cooked or made sense of the messages. 

This may present a flaw in the studies as they generally neglect the audience and focus on the 

transmitted messages. This flaw can be remedied by engaging with the audience of the 

messages, at any level, when possible. Beaton (2008), for instance, interviews members of the 

Māori community about their culinary repertoire and traditions. Leach (2010a) includes her 

experience, and at times, compares her food experiences with the ones expressed in the 

cookbooks. It should be noted that though these practices are valid in the field of study (i.e. 

anthropology), the result is not generalizable as they are not based on empirical data but are 

limited to the experience of one person in one family. Raynolds (2018) is more successful in 

engaging with the audience and traces the changes in Anzac biscuit in different sources 

including cookbooks, and uses soldier’s letters, handwritten recipes, and personal stories to 

engage with the actual practice of baking the biscuits by the audience of the recipes. This study 

aims to engage with the audience through the published letters to the editor (see Chapter Three). 
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Table 2.1. Studies of New Zealand heritage and identity through mediated messages. 
Year Author Title Communication  

Form 

2018 Berno et al. Kiwi Cuisine – Cookbooks, chefs, and cultural identity in 
Aotearoa New Zealand 

Cookbooks 

Chevalier Iconic dishes, culture and identity: The Christmas pudding 
and its hundred years’ journey in the USA, Australia, New 
Zealand and India 

Cookbooks 

Kennedy & 
Lockie 

New Zealand nation-building with the 'Edmonds cookery 
book' 

Cookbooks 

Reilly  “Unique tales of home and nation” 
: How have our cookbooks changed over time, and what do 
they show of our culinary identity? A content analysis of 
New Zealand baking resources. 

Cookbooks 

Reynolds Anzac biscuits : the power and spirit of an everyday national 
icon 

Cookbooks 

2016 Cobley Should we safeguard 'the idea of the Anzac biscuit recipe'? Cookbooks 

2014 Leach Kitchens: the New Zealand kitchen in the 20th century Multiple 

2013 Morris Kai or Kiwi? Māori and ‘Kiwi’ cookbooks, and the struggle 
for the field of New Zealand cuisine 

Cookbooks 

Piatti-Farnell Sure to rise: reading the Edmonds cookery book as a popular 
icon 

Cookbooks 

2011 Kennedy Marketing’s Influence on the Food Culture of a Nation: As 
told through the Edmonds’ Cookery Book 

Cookbooks 

Leach et al. The twelve cakes of Christmas: an evolutionary history, with 
recipes 

Cookbooks 

Mitchell Has ‘foreign’ food internationalized New Zealand’s cuisine? Cookbooks 

2010 Galletly* Putting fish back on the menu Cookbooks 

Leach* Culinary traditions in twentieth-century New Zealand Cookbooks 

Leach The Pavlova Wars: How a Creationist Model of Recipe 
Origins Led to an International Dispute 

Cookbooks 

Symons*  Cooking on a dais: from Daisy to Dish Cookbooks 

Teal* Changing kitchen technology Cookbooks 

2009 Symons From Modernity to Postmodernity: As Revealed in the Titles 
of New Zealand Recipe Books 

Cookbooks 

2008 Leach  The pavlova story: A slice of New Zealand’s culinary Cookbooks 

Veart  First, Catch Your Weka: A Story of New Zealand Cooking Cookbooks 
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2007 Pearson & 
Kothari 

Menus for a multicultural New Zealand Television 

2006 Symons  Grandmas to Gourmets: the revolution of 1963 Cookbooks 

2003 Leach & 
Inglis 

The archaeology of Christmas cakes Cookbooks 

Note. *Chapters of ‘From kai to kiwi Kitchen: New Zealand culinary traditions and cookbooks’ (Edited by 
Leach, 2010b) 

2.4.1.2. Second focus: health and nutrition 

Apart from the focus on cultural heritage, many of the studies that research the intersection 

between food and mediated messages in New Zealand, as well as other countries, focus on 

health and nutrition in the mediated messages from two different viewpoint and through two 

different forms of communication (Table 2.2.). The first type of these studies focus on the 

nutrition and health-related messages that have been transmitted through the recipes and in 

cookbooks (e.g. Mitchell, 2008; 2010) while the second group of these studies focus on food 

marketing campaigns and advertisement (e.g. Fay, 2003; No et al., 2014) or the effects of mass 

media on food consumption (e.g. Utter et al., 2006; Wilson et al., 1999). 

In most of such studies which go through food communications, food was considered 

simply as any other product; i.e., as an interchangeable commodity (Lizie, 2013). Such studies 

slightly overlook different meanings and aspects of food and culinary media. Other studies 

related to food and mass media were concerned with nutritional messages (Utter et al., 2006), 

health and safety issues (e.g. Verbeke, 2005) or psychologic effects of transmitted messages to 

the audience; especially women and children (e.g. Avakian, 1998; Stice, & Shaw, 1994). Fay 

(2003), for instance, in examining food advertisement in 50 years of New Zealand magazines 

(1950-1999), discovered that the world depicted by food advertisings was rather different from 

the reality. Such a finding cannot only relate to food advertisements, as “commodity culture in 

general, had glamorized itself into a crisis by continuously painting an unreal world and 

relentlessly trying to top one set of unattainable promises with yet another” (Goldman & 

Papson, 1994, p. 24). This poses a serious question about the world created by other 

communications, apart from advertisements, and if the world created by the food 

communications is in any way different from the real world and how. Although the marketing 

of food cannot be limited to food advertising, studies that dealt with food marketing have 

commonly focused on marketing campaigns present in form of advertisements in mass media 
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(e.g. Campo & Mastin, 2007; Fay, 2003), especially in television or magazines, due to the 

effectiveness of the medium as well as ease of data collection (Lizie, 2013).  

Table 2.2. Studies of health and marketing campaigns in the New Zealand media 

Year Author Title Communication  
Form 

2017 Vandevijvere 
et al. 

Unhealthy food marketing to New Zealand children 
and adolescents through the internet 

Websites 

 No et al. Food references and marketing in popular magazines 
for children and adolescents in New Zealand: A 
content analysis 

Magazines 

2013 Carter et al. Food, fizzy, and football: promoting unhealthy food 
and beverages through sport - a New Zealand case 
study. 

Websites 

2010 Mitchell The uptake of nutritional advice in the twentieth 
century 

Cookbooks 

2009 Jenkin et al. Identifying ‘unhealthy’ food advertising on 
Television: a case study applying the UK Nutrient 
Profile model 

Television 

2008 Mitchell New Zealand cookbooks as a reflection of nutritional 
knowledge, 1940–1969 

Cookbooks 

2007 Dixon et al.  The effects of Television advertisements for junk food 
versus nutritious food on children's food attitudes and 
preferences 

Television 

McGee et al. Alcohol imagery on New Zealand Television 
 

Television 

2006 Wilson et al. Marketing fat and sugar to children on New Zealand 
Television. 

Television 

Maher et al. Patterns of sports sponsorship by gambling, alcohol 
and food companies: an Internet survey 

Websites 

2005 Hawkins et 
al. 

Cross-cultural Comparison Of Food In The Children’s 
Media Environment In New Zealand And Japan 

Television 

 Maher et al. Advertising and availability of ‘obesogenic’ foods 
around New Zealand secondary schools: a pilot study 

Outdoor 
advertisements 

2003 Fay A 50-year longitudinal study of changes in the content 
and form of food advertising in New Zealand 
magazines 

Magazines 

1999 Hammond et 
al. 

The extent and nature of televised food advertising to 
New Zealand children and adolescents 

Television 

Wilson et al. Food ads on television: a health hazard for children? Television 
 

38 out of 46 studies that were found to date were on either of the themes that were 

mentioned above (i.e. tradition and identity as well as nutrition and marketing). This has left 

other aspects of cuisine and food culture in New Zealand understudied. For instance, the issues 

of gender have been explicitly discussed only by Law (1997) in the advertising campaign of 

beer and Zalipour and Hardy (2016) with regards to food and gender identity of the women of 
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Indian diaspora in New Zealand through film. Perhaps the study by Mitchell (2003a) is the 

only study that focuses on representations of aspects of cuisine and food habits (e.g. 

ingredients, food items, and technology) through a range of recipes that were published for the 

internal use of The School of Home Science at the University of Otago, Dunedin, New Zealand. 

Mitchell (2003a) was able to demonstrate the changes in the cuisine of one institution through 

recipes and portray how societal changes, to a certain degree, were mirrored in the changes in 

the recipes. However, as the scope of the study was limited to one institution’s recipes for 

internal use, it can hardly represent the attitude of the broader society towards food.  

2.5. Summary and conclusion 

The concept of cuisine and its aspects in media messages, other than in cookbooks perhaps, are 

yet to be fully explored, especially within cultures other than North America and Europe 

(Albala, 2013). The concept of cuisine and its aspects have been gathering much attention 

worldwide as food has become a major topic of interest and importance (Belasco, 2008). 

However, not many studies have aimed to examine cuisine and its aspects through a cross-

genre study of communications. The studies have commonly studied cookbooks and have 

neglected other communications in different media platforms such as magazines which are still 

relevant. Moreover, the existing literature on food communications, due to the barriers in 

academic studies of food (e.g. Belasco, 2014; Higman, 1998), has been, for the most part, 

unsystematic. It is widely accepted and acknowledged that culinary literature provides credible 

information correlating to the socio-historical and socio-cultural events of the society (e.g. 

Gold, 2007; Mitchell, 2001; Neuhaus, 2012; Theophano, 2003; Wheaton, 1998), however, the 

existence of such literature and the information they include cannot be evidence of actual 

practice (Albala, 2013). Although New Zealand is a country with relatively long history of food 

communications, the studies in New Zealand have remained focused on a few aspects such as 

heritage, identity, and nutrition while neglecting other aspects of the food culture, especially in 

recent times.  

The review of literature has provided major knowledge and methodological gaps in the 

studies of food communications. Thus, this research aims to fill these gaps by systematically 

examining the food-focused communications in a sample of New Zealand magazines of 

different genres and explore how cuisine have been represented within these communications. 
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The next chapter discusses how this research will be implemented with the subsequent chapters 

discussing the findings. 
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CHAPTER THREE - METHODOLOGY 

3.0. Introduction 

This chapter outlines and discusses the methods by which the main research questions of this 

study are addressed. The study utilised a descriptive design within the domain of inductive 

research (Elo & Kyngäs, 2008) and investigated what (i.e. messages) have been communicated 

by who (i.e. sender) to whom (i.e. perceived audience) and how (i.e. channels) in the nationally 

available culinary communications of three different New Zealand magazines of different 

genres. Content analysis was utilised as the purpose of this study was to describe and make 

inference about the characteristics of communication (Abrahamson, 1983; Berg, 2007; Elo & 

Kyngäs, 2008; Holsti, 1969; Hsieh & Shannon, 2005). Qualitative content analysis as the 

method was deemed appropriate as this study aimed to draw patterns (Heikkilä & Ekman, 

2003) and did not aim to determine causation (Austin & Pinkleton, 2015; Carlson, 2008).  

There are two major types of content analysis; qualitative and quantitative. Although 

the distinction might not be sharp as there are elements of quantitative in qualitative content 

analysis and vice versa (Elo & Kyngäs, 2008; Schreier, 2013), quantitative content analysis is 

more associated with meanings that are on the surface (i.e. manifest meanings) while 

qualitative content analysis is more associated with meanings that are in-depth (i.e. latent 

meanings), the context, and making inferences based on them (Schreier, 2013). There has been 

much debate on the subcategories of the types of content analysis. While some distinguish 

between the subcategories of each type of content analysis (e.g. Hsieh & Shannon, 2005), 

others do not necessarily introduce or acknowledge these subcategories (e.g. Krippendorff, 

2004). Regardless of discipline, or quantitative or qualitative nature, content analysis is one of 

the most efficient and most widely used research methods for studying media contents 

systematically (Austin & Pinkleton, 2015; Hansen & Machin, 2013; Renz et al., 2018; Wimmer 

& Dominik, 2014) and has been widely used in food studies (e.g. Fay, 2003; Kim et al., 2016) 

including the study of Norwegian cookbooks (Hassibi & Sayadabdi, 2013), recipe titles in 

Belgian cookbooks (Parys, 2013), and the study of New Zealand cookbook titles (Symons, 

2009). Within the area of hospitality research, content analysis, too, has been used to 

understand themes that might exist in documents with implications for applied hospitality (e.g. 

Hall, 2018; Morton & Johnson, 2019). 
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3.1. Content Analysis 

There are many different sources that describe content analysis (e.g. Babbie, 2015; Bell et al., 

2018; Elo & Kyngäs, 2008; Hsieh & Shannon, 2005; Krippendorf, 2004; Neuendorf, 2004; 

Weber, 1990), however, regardless of the source of the description, or the disputed qualitative 

(Krippendorff, 2004; Smith, 2000) or quantitative (Austin & Pinkleton, 2015; Hansen & 

Machin, 2013; Neuendorf, 2004; Wimmer & Dominik, 2014) nature of the method, content 

analysis is believed to be flexible, systematic, and relatively objective (Austin & Pinkleton, 

2015; Elo & Kyngäs, 2008; Harwood & Garry 2003; Hsieh & Shannon, 2005) which can be 

“fruitfully employed to examine virtually any type of communication” (Abrahamson, 1983, p. 

286).  

Content analysis is one of the most commonly used methods aiming to study different 

phenomena in qualitative research (Renz et al., 2018) and has been utilized for systematic 

monitoring and mapping of trends, cultural as well as socio-political, in different media (e.g. 

Crawley, 2007; Gerbner, 1995), examining media influence on public (i.e. cultivation) (e.g. 

Gerbner et al., 2002; Morgan & Shanahan, 2010; Signorielli & Morgan, 1990), and exploring 

the agenda-setting effects of messages through analysing the content of media coverage 

combined with surveys of the public (e.g. Dearing & Rogers, 1996; McCombs & Reynolds, 

2009). Moreover, content analysis has also been used to discuss representations in media (e.g. 

Cumberbatch & Negrine, 1992; Reynolds, 2012). Aiming to describe the properties of the 

phenomenon in question (Hsieh & Shannon, 2005; Sandelowski, 2000), qualitative content 

analysis is often used “to answer questions such as what, why and how, and the common 

patterns in the data are researched for” by using a consistent set of codes to organize text with 

similar content (Heikkilä & Ekman, 2003, p. 138).     

However, there are other methods that can study the communicated messages in the 

media with varied, yet similar, agendas to content analysis. Yet, “the objective and systematic 

nature of [content analysis] often helps researchers produce content descriptions and analyses 

that are high in validity and reliability while avoiding the subjective interpretations of less 

rigorous methods of analysing content” (Austin & Pinkleton, 2015, p. 168). For instance, 

semiotic analysis, discourse analysis, thematic analysis, and rhetoric analysis could also be 

used in research with similar goals (e.g. Amberg & Hall, 2010; Pendleton, 1999; Randall, 2013) 

to this study. 
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Rhetoric analysis was avoided in this study as it particularly focuses on the persuasive 

nature of communications (e.g. Pendleton, 1999) or rhetorical meanings of discourses or 

elements (e.g. Heinz & Lee, 1998) which would not provide answers to the questions this study 

asked.  For instance, rhetorical meanings associated with food and its consumption (e.g. meat 

as a symbol for masculinity) remains outside the scope of this study. Discourse analysis (DA), 

on the other hand, sometimes overlaps with content analysis (Lizie, 2013) as they both go 

through the communications. This overlap generally occurs when analysing texts and 

mediating the links between society and text (Huckin et al., 2012; Wodak & Meyer, 2001). 

Yet, discourse analysis aims to “reflect inequality or other abuse of power” (Huckin et 

al., 2012, p. 107) which is not in line with the goals of this research. Moreover, discourse 

analysis is more involved with the use of language (i.e. the linguistic construct of conversation) 

rather than the mediated message and meanings (Wodak & Meyer, 2001). Although CDA 

(critical discourse analysis) focuses on communicated meanings, it is mostly considered with 

the relationship of texts and power (Fairclough, 1995). In other words, CDA may not include 

pictures (or other forms of communication that is not in form of a verbal discourse) and still 

looks at power relations (Wodak & Meyer, 2001). Consequently, discourse analysis (i.e. DA 

or CDA) is more concerned with analysing the conversation and its elements (e.g. Matwick & 

Matwick, 2014; Paltridge, 2012; Wood & Kroger, 2000) rather than the message and meanings 

on which this study focuses. For instance, when discussing the ethnic and geographic 

influences on the represented cuisine of the magazines, this study did not find it necessary to 

distinguish between the terms of ‘the Continent’ and ‘Europe’ as they were both expressing 

similar meanings and associations. However, had the scope of this study included linguistic 

uses, power relations and developments in New Zealand identity, for instance, these subtle 

differences, which would have been captured using CDA, would have been of interest.    

Semiotic analysis also overlaps with content analysis as it also aims to analyse how 

meanings are conveyed (Hall, 1997; Neuendorf, 2004). Semiotic analysis looks at signs and 

symbolic representations that are embedded in the message (Newbold et al., 2002) which 

contain two levels; denotation (i.e. the actual object) and connotation (i.e. the meaning that is 

given to the abject) (Hall, 1997). As a result semiotic analysis focuses on “the way different 

signs are organized and related to each other […] to wider belief system” (Leiss et al., 1986, p. 

153) and while it is a linguistic method, it can investigate other forms of message including 

pictures (Macnamara, 2005). However, there are a few reasons why this method was not used 
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in this study. Firstly, semiotic analysis in the business area has mainly focused on one particular 

type of message such as advertisements (e.g.  Anderson et al., 2006; Danesi, 2008) or televised 

cooking shows (e.g. Randall, 2013) and this study goes through a variety of content. Therefore, 

semiotic analysis might not be a suitable method to investigate different forms of messages this 

study deals with. Secondly, semiotic analysis studies the signs with the purpose of 

understanding specific cultural meanings that are attached to them, therefore, is culturally 

specific and “will never be completely unambiguous or univocal” (van Zoonen, 1994, p. 79). 

Although this study aims to explore the messages that are products of New Zealand culture, it 

does not aim to link them to the external belief system of New Zealand culture. In other words, 

this study only deals with representation of New Zealand foodways within the print media of 

New Zealand and, although it is going to make inference from the communicated messages, it 

will not investigate cultural and ideological meanings within the messages deeming semiotic 

analysis irrelevant to its aims. However, it should be emphasised that semiotic analysis and 

qualitative content analysis in media studies can overlap (Neuendorf, 2004), therefore, this 

study essentially chooses to utilize content analysis over semiotic analysis.  

Thematic analysis is also another similar method to qualitative content analysis. 

Thematic analysis and qualitative content analysis are so similar that they have at times been 

used interchangeably (Vaismoradi et al., 2013). Roberts and Pettigrew (2007), for instance, use 

qualitative content analysis and thematic analysis as synonyms when discussing the messages 

in children’s food advertising. Although there are minimal differences between the two 

methods, it is perhaps noteworthy to acknowledge that sources that differentiate between 

content analysis and thematic analysis, more often, consider content analysis a quantitative 

method (e.g. Joffe & Yardly, 2004). However, the sources that appreciate the similarities 

between the two and find the differences subtle and lines blurred, find qualitative content 

analysis of a little more advantage/significance as it can measure frequencies (e.g. Vaismoradi 

et al., 2013). Appreciating the minimal differences between the two methods, qualitative 

content analysis was chosen over thematic analysis as chosing one over another would have 

made little impact while this study was interested in measuring the frequencies of manifest 

meanings as it was interested in tangible aspects of cuisine (e.g. ingredients).  

The process of content analysis is broken down to different number of steps in different 

sources (e.g. Bernard & Ryan, 2010; Krippendorff, 2004; Neuendorf, 2004; Schreier, 2013). 

Although the number of these steps varies in these sources, the actions that need to be taken in 
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these steps to successfully analyse the content of messages are fairly similar. This study has 

applied the eight consecutive steps that were described by Hansen and Machin (2013, p. 113) 

as: 

1. Define the research problem 

2. Review relevant literature and research 

3. Select media and sample 

4. Define analytical categories 

5. Construct a coding schedule and protocol 

6. Pilot the coding schedule and check reliability 

7. Data preparation and analysis 

8. Report finding and conclusion 

And steps three to six are the ones that will be covered in this chapter. 

3.1.1. Content analysis: an objective method? 

The claims of content analysis to objectivity have been criticized (Hansen & Machin, 2013; 

Riffe et al., 2014) as it does not analyse every single aspect that exists in messages and focuses 

only on some selected dimensions (Austin & Pinkleton, 2015; Hansen & Machin, 2013). In 

other words, the researchers are in fact making subjective decisions and ‘judgement calls’ when 

conducting content analysis. It can be argued that objectivity in the truest sense cannot be 

achieved by any methods of research as making some subjective choices is inevitable in any 

form of study, however, a certain “degree of precision minimizes the subjective aspects of 

coding and interpretation” (Morgan, 1993, p. 119).  Therefore, quality criteria (i.e. objectivity, 

reliability, and validity), in their ‘classical’ sense may not be applicable to qualitative content 

analysis (Mayring, 2015), however, this does not mean that these measures are irrelevant to 

content analysis. It means that reliability, validity, and objectivity that are specific to content 

analysis are introduced and should be used measuring the quality of the procedure 

(Krippendorff, 2004; Mayring, 2015).  

Objectivity, in qualitative content analysis alludes to the degree of replicability and the 

systematicity of the study (Hsieh & Shannon, 2005; Schreier, 2013). Moreover, content 

analysis is deemed objective in the sense that the unbiased results of a content analysis can be 

reproduced had it been done by other qualified investigators (Smith, 2000). However, the 
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particular criticism to objectivity of content analysis has encouraged definitions to be provided 

for this method focusing on its advantages as a systematic (Elo & Kyngäs, 2008; Harwood & 

Garry 2003; Holsti, 1969; Hsieh & Shannon, 2005) and replicable (Hansen & Machin, 2013; 

Krippendorf, 2004; Smith, 2000) method “for making valid inferences from texts (or other 

meaningful matter) to the contexts of their use” (Krippendorf, 2004, p. 18). These inferences 

have to be strictly driven “from the frequency with which symbols or themes appear in the text” 

(Holsti, 1969, p. 6).  

It has been argued that the relationship between the frequency with which key 

communications are present (or absent) in the media and their wider social impact cannot be 

simply calculated (Hansen & Machin, 2013) and content analysis’s “concept of the significance 

of repetition gives it no knowledge of the significance of what is being repeated” (Sumner, 

1979, p. 69) as “there is no reason to assume that the item which recurs most frequently is the 

most important or the most significant” (Burgelin, 1972, p. 319). These criticisms would be 

valid if a content analysis study were confined to simple and superficial counting of 

occurrences and, ineviteablely, misuse of this method (Carlson, 2008; Hansen & Machin, 2013) 

and not the method itself. Hence, any research that uses this method to analyse and examine 

the co-occurrence of themes in different contexts to explore the purposes and implications 

(Hansen & Machin, 2013), in other words to make inference, must be open to scrutiny and be 

defendable (Thomas, 1994). 

Therefore, content analysis has been widely used for studying different forms of 

communications and media outputs in various disciplines; yet, the specific type of approaches 

to content analysis varies depending on the theoretical approach of the research and the 

problems that it addresses (Weber, 1990). However, regardless of the approach, the technique 

of content analysis involves systematic and objective deduction based on special characteristics 

of a message; categorized into manifest and latent contents shared among all messages 

(Abrahamson, 1983; Berg, 2007; Holsti, 1969; Hsieh & Shannon, 2005; Neuendorf, 2004). 

This is one of the reasons to link media effects research “almost exclusively with content 

analysis” (Lizzie 2013, p. 33). This method has been commonly used in studies which are 

linked to food in media (e.g. Cheong et al. 2010; Fay, 2003; Nucci & Kubey, 2007), it has also 

been used to measure media effects within other disciplines including health (e.g. Harrison, 

2006; Kaufman, 1980; Lewis & Hill, 1998), sex and gender studies (e.g. Furnham & Farragher, 
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2000; Malamuth & Spinner, 1980), and marketing and advertising (e.g. Cheong et al., 2010; 

Hong et al., 1987; Lewis & Hill, 1998). 

Qualitative or quantitative content analysis has been widely utilized by different 

researchers and within different disciplines that fall within the domain of food studies. it has 

been used to look for socio-historic facts (e.g. Floyd & Forster, 2003; Mitchell, 2001) in 

cookbooks and recipes and determined history of certain dishes (e.g. Leach, 2010a,c), 

ingredients (e.g. Leach et al., 2011), and how/when certain cooking methods or ingredients 

found their ways in a country’s food culture (e.g. Gold, 2007; Notaker, 2009). Other studies 

examined the content of nutritional messages in games (e.g. Lee et al., 2009), advertisements 

(e.g. Fay, 2003), and TV programs (e.g. Story & Faulkner, 1990). Similar methods have been 

used regarding food tourism to identify the food images that relate to certain destinations 

(Frochot, 2003). These examples help depicting why content analysis is a viable method to go 

through food communications for this study, too.   

Finally, content analysis can apply to any text or any items that can be made into text, 

including photographs (Berg, 2007; Holsti, 1968; Hsieh & Shannon, 2005) and applying such 

methods to culinary texts which communicate elements of cuisine, could potentially provide 

deeper meanings to subjects such as cuisine (e.g. regional), foodways, and even the socio-

history of the country that has produced them (Driver, 1989; Floyd & Forster, 2003; Higman, 

2011; Symons, 1998). In other words, food communications of any form are of value as cultural 

and socio-historical documents (Driver, 1989; Gold, 2007; Hörandner, 1981; Mitchell, 2001; 

Thoms, 1995) and one of the most acceptable methods to go through such documents, both 

quantitatively and qualitatively, is content analysis (Lizie, 2013; Gillespie & Toynbee, 2006). 

Content analysis is often inappropriately applied, although this is not a criticsm of the 

method itself. Carlson (2008), for instance, argues that content analysis cannot be applied to 

causal relationships. Some have argued the less established analysis process to be a weakness 

(Cho & Lee, 2014), however, others have argued that this aspect has increased the flexibility 

of the method which could be counted a strength (e.g. Schreier, 2013). The process has also 

been mentioned to be labour-intensive and time-consuming (Cho & Lee, 2014). These 

criticisms, though valid, may not be applicable to this research. Firstly, this research is 

descriptive and aims to draw patterns (Heikkilä & Ekman, 2003) and discuss representations 

(Hansen & Machin, 2013) which are in line with the goals of content analysis. Secondly, the 
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flexibility of the method allows for different contents of different types of messages (i.e. covers, 

recipes, advertisements, and letters as well as texts and pictures) to be coded. Finally, labour-

intensivity of the coding procedure could not have been avoided had other methods been used. 

 One main criticism that best applies to content analysis in the context of this research 

perhaps is the limited engagement with the audience of the message. Although content analysis 

provides a strong indication of what happens in the message (Berg, 2007; Holsti, 1968; Lizie, 

2013) and the perceived audience (Gold, 2007), it does not necessarily provide information 

about the effects of such messages on the real audiences, if/how the audience apply such 

information, or make sense of it in the real world (Lizie, 2013). In other words, content analysis 

cannot be equated with public opinion analysis as messages can be interpreted differently by 

message receivers – with different backgrounds, skills, and interests – than by an objective 

content analysis (Austin & Pinkleton, 2015). However, this particular restraint does not limit 

this study as its goal is to analyse what has been represented in the media regarding the food 

and eating culture of New Zealand and not how such representations affect or were perceived 

by the audiences. Moreover, this study engages with the audience through the published letters 

to the editor. Although this engagement is rather limited, it might mitigate some of this 

particular criticism. 

3.1.2. Analysing the content 

As the key objective of many studies that utilize content analysis is “to determine how a general 

area/domain of coverage sub-divides into a range of specific subjects, themes or issues, and to 

determine the relative prominence or importance of each of these in the overall coverage 

analysed” (Hansen & Machin, 2013, p. 103), a common starting point for content analysis 

would be to classify the covered themes  (Hansen & Machin, 2013) which are the manifest 

content of the message (Babbie, 2015; Berg, 2007; Rourke et al., 2001). Manifest content lies 

on the surface and therefore, in theory, is easily observable (Rourke et al., 2001). Starting with 

the manifest content and mapping out the coverage or aspects of coverage not only is logical, 

but also is the common practice in various disciplines. For instance, studies of health and 

medical coverage first establish what kind of medicine or health issues or diseases receive 

coverage (e.g. Weitkamp, 2003), studies of international news flows would begin with mapping 

and classifying types of news coverage (e.g. Hansen & Dickinson, 1992), and this study, to map 

out the coverage of the concept of cuisine, begins with classification of the types of recipes and 
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food communications of different forms in New Zealand print media as cuisine is a concept that 

develops over time. 

Not all the meaning of any message is on the surface (Berg, 2007). Therefore, latent 

contents, which are deeper structures of meaning, must be analysed as well (Babbie, 2015; Berg, 

2007; Holsti, 1968; Neuendorf, 2004; Schreier, 2013) as a content analysis is seldom considered 

to be of value if its bounds are limited to counting themes and it refrains from making inferences 

(Hansen & Machin, 2013; Schreier, 2013). Therefore, this study has analysed the relevant latent 

meaning of the messages to answer the questions it asks. However, as communicating these 

latent meanings might not have always been the author’s intention (Berg, 2007) such analysis 

would inevitably include a certain degree of subjectivity from the part of the analyser to the 

study as discussed previously. For instance, comparing the changes in the pictures of magazines 

that depicted family members with the factual records of the society would potentially be 

aligned with the changes in the family size in of that society (Gold, 2007). Similarly, the 

increasing number of Māori cookbooks (Morris, 2013), would also mean that Māori cuisine 

and culture is becoming more acceptable during the years and New Zealand’s society has 

become more inclusive. The inclusion of a section named “cooking for two” in four issues of 

Cuisine in 2015 and 2016, which was not available in the issues published in the sampled issues 

from the earlier decades, could have latent meanings. Not only do these recipes parallel the 

trend of decrease in family size that is happening in New Zealand since 1991 (Stats NZ, 2014c), 

they also might refer to the dating culture of New Zealand, prior to Tinder, when it was “more 

attractive to be cooked dinner than to be taken out” (Fuatai, 2012). Yet, communicating such 

meaning might not have been the author’s intention (Berg, 2007). The manifest meanings are 

what the author actually wanted to mediate to the audience (Berg, 2007) which in this case 

include recipes yielding sufficient amount of food for two adults.    

Although different approaches to content analysis focus either on manifest or latent 

meanings (Hsieh & Shannon, 2005), this research studies both. Aspects of cuisine such as 

combination of acceptable food, ingredients, and dishes prepared by socially acceptable 

methods would be learnt from manifest meanings of culinary communications while other 

aspects of cuisine and food culture and their development such as the importance or value 

attached to different culinary cultures (e.g. Johnston & Bauman, 2007; Morris, 2010) would 

be learnt from latent meanings.  
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The use of quantitative or qualitative measures of content analysis has been also much 

debated. Many researchers consider the quantitative aspect acceptable with text data coded into 

explicit categories and then described using statistics (Berelson, 1952; Neuendorf, 2004; 

Silverman, 1993), sometimes referred to as the quantitative analysis of qualitative data (Hansen 

& Machin, 2013; Morgan, 1993). Other researchers focus on the qualitative approaches to 

content analysis (Elo & Kyngäs, 2008; Hsieh & Shannon, 2005; Weber, 1990). However, it 

should be noted that qualitative content analysis, although it has been applied perhaps as 

commonly as quantitative content analysis, is relatively much less discussed and described in 

different sources (Elo & Kyngäs, 2008). This has left different parts of applying the method 

such as organization, preparation, and analysis (Elo & Kyngäs, 2008) less standardized (Polit 

& Beck, 2004) and open to the judgement of the researcher (Weber, 1990). 

This study, as a qualitative content analysis, follows a more inductive approach as the 

themes that were discovered and coded are of qualitative nature and data-driven (Krippendorf, 

2004) which parallels the classic definition of qualitative content analysis (Berelson, 1952) or 

latent coding (Shapiro & Markoff, 1997). However, as there are no truly inductive researches 

(Bernard & Ryan, 2010), some of the themes were chosen based on the literature that was 

studied (i.e. concept-driven themes). In other words, the preliminary set of themes for this study 

consists of a priori set of themes which either relates to the characteristics of ‘cuisine’, as the 

phenomenon being studied, or the themes that were found in the literature review (Bernard & 

Ryan, 2010). However, the themes also include those that were found during the coding process 

of the gathered data. Moreover, to present the manifest meanings, this study utilised graphs and 

figures in a non-deterministic manner. 

3.2. Data Collection 

The choice of media and titles for any study include some factors such as geographical reach, 

audience size and type, characteristics, and availability of research material (Hansen & Machin, 

2013). This study focuses on magazines due to their longer history and resilience, their 

popularity, and desired traits such as ‘quality and dependability’ (DX Print Group, n.d.). What 

is considered significant may depend on the reputation or popularity of the magazine, its target 

audience, the volume of relevant discourses (e.g. pages of a magazine), and continuous 

availability of the magazines and its resilience. For instance, New Zealand Listener does not 
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dedicate many pages to typical culinary communications (e.g. recipes) but its history and 

availability in the national scale in New Zealand makes it a significant magazine for this study. 

Culinary messages have also been historically featured in women’s magazines (Chiavetta, 

2009; Demarest & Garner, 1992; Korinek, 2000; Neuhause, 2012; Samuelson, 2019; Warde, 

1997).  

Furthermore, although the culinary genre is not very old in New Zealand magazines, it 

is quite significant with representatives such as Cuisine, Dish, and Food among others. 

Culinary messages have also been communicated in other genres including women’s and 

current affairs. As the longevity of these two genres is rather significant, and since they target 

a large audience and a bigger market, they were considered to be studied in this research, too. 

Historically, however, food-related sections have been more associated with women’s 

magazines as cooking, as a form of domestic duty, fell within the realm of women (Neuhaus, 

2012; Warde, 1997; Welter, 1966). Although arguably cooking is no longer that gender-

focused (Gold, 2007), it seemed logical to go through a sample of women’s magazines and 

their food sections for the purposes of this study.  

3.2.1. Print media and its relevance 

Social, cultural, nutritional and even scientific significance of food has been brought to public 

attention by media (Dickinson, 2013) in traditional forms of print, then radio, television, and 

now online and via social media (York & Brewster, 2013). The simultaneous rise of the global 

food industry and global expansion of media industries, as well as local conditions (e.g. 

economic hardship) have resulted in the gradual increase in food-related communications of 

different forms in the mass media (Dickinson, 2013). However, it is rarely possible to analyse 

all media coverage of any subject (Austin & Pinkleton, 2015; Hansen & Machin, 2013), 

especially such a well-communicated and multifaceted subject as cuisine. As content analysis 

enables the researcher to examine relatively large bodies of media content (Hansen & Machin, 

2013), this study has focused on print media in form of magazines. 

One of the oldest forms in which food communications have been present is cookbooks 

(Boles, 2006; Floyd & Forster, 2003; Lizie, 2013). Later, they started to feature in newspapers 

and then in magazines, more often in women’s magazines, to increase public knowledge 

regarding food, its preparation, safety, hygiene, and economical use (Dickinson, 2013). Similar 
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trends have also been observed in New Zealand print media (Burton, 2013). Although the age 

of electronic media and social media has already started, print is still pertinent and remains one 

of the popular methods of mediating messages (Wimmer & Dominick, 2014). Tangibility, 

portability, and engaging nature of printed items still make magazines popular among their 

audience (Wimmer & Dominick, 2014) and target marketing and branding keeps magazines 

and newspaper popular among businesses (Eldering, 2003; Kipphan, 2001; Leong et al., 1998).  

Although it is customary for content analysis studies to focus on one particular medium 

for practical and conceptual reasons (Hansen & Machin, 2013), studying the content of 

different magazines has been rather popular among the scholars of many different disciplines, 

including food studies. The societal traits that have produced these contents can be represented 

better (Dickinson, 2013) in the magazines and they are relatively easily accessible for data 

collection (Lizie, 2013). According to McKie and Wood (1992), recipes in popular journals 

have the moral role of setting unattainable standards for food preparation and presentation and 

“offer an implicit set of answers to the question ‘what and how shall we eat’” (Warde, 1997, p. 

44), however, they may not be objective historical records (Charmaz, 2006). Nonetheless, they 

are “dominant and elite voices in public conversation … [and therefore are] important sites of 

reality construction” (Bogard, 2001, p. 431).  

3.2.2. Selecting titles 

Applying Newbold et al.’s (2002) steps of sampling and within the boundaries of print media, 

New Zealand-produced magazines that are nationally available were selected to be the main 

body of media for this study. These steps also align with Berelson’s (1952) sampling process 

of: selecting media or titles; sampling of issues and dates; and sampling of relevant content. 

Having considered magazines as the representative of print media and regardless of different 

publishing periodicities (e.g. weekly, monthly, or bimonthly), there are some genres of 

magazines that provide their readers with food-related information in every issue. What has 

been known as ‘current affairs’ magazines, ‘women’s’ magazines, and magazines specialized 

in ‘food and wine’ are among these periodicals that have been chosen to be investigated for 

this research. Having the scope of this research limited to the communications included in one 

magazine would have significantly eased the burden of the research. However, the increased 

scope provided by including three magazines of three different genres broaden the scope of the 

study significantly. To study a phenomenon in society, one should ideally consider the broader 
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context and the historical developments that caused the phenomenon to first occur. In other 

words, “understanding the role and nature of media coverage would often necessitate analysis 

of coverage both before and after the dates or periods of the specific event” (Hansen & Machin, 

2013, p. 95). Cuisine was published in 1987, however, the need in the society for a gourmet 

magazine was not created precisely in 1987. It is said that “historically New Zealand has been 

notable for its lack of public interest in food” (Pearson & Kothari, 2007, p. 46), then why there 

was a need for a gourmet magazine?  

One way to portray the developments prior to the emergence of Cuisine was by studying 

the developments of food-focused communications of the previous decades. This practice is 

common in media studies, especially in regard to studies that focus on “mapping of some 

general dimension of coverage” such as portrayals or representations (Hansen & Machin, 2013, 

p. 95). The closest context would have been provided in the food-focused communications in 

the previous magazines. As Cuisine was the pioneer of its genre in New Zealand, there were 

no other gourmet magazine covering the previous decades. One ‘natural’ choice would have 

been women’s magazines as women and their magazines were historically associated with food 

and cooking (e.g. Bell & Valentine, 2013, Counihan & Kaplan, 2013; Neuhaus, 2012). 

However, women’s magazines are written to be read by women (i.e. the ‘ideal’ or ‘constructed 

audience’ are women (McCracken, 1991)). Therefore, they have an exclusionary view on 

matters, limiting their scope to what is appropriate or of interest to a ‘typical woman’ with all 

the stereotypes associated. Hence, it was necessary to include another perspective, and that was 

offered by current affairs magazines. Current affairs magazines are written for a wider audience 

and cover a wide range of ‘current’ topics. Food is among the topics they cover. In a nutshell, 

therefore, the women’s magazine and the current affairs magazine were considered to balance 

out each other’s limitations, covering the food communications of the previous decades which 

led up to emergence of the gourmet genre of magazine in New Zealand.     

Moreover, this study was interested in how represented cuisine in the magazines 

changes over time. Therefore, limiting the amount of material to one magazine of one genre 

would have compromised the ‘representativeness’ of the findings (Hansen & Machin, 2013; 

Hansen et al., 1998). For instance, Cumberbatch and Negrine’s (1992) study of representation 

of people with disability looked at all types of TV programs during peak hours. Reynolds 

(2012) analysed the content of sex articles in both women’s and men’s magazines. Perhaps 
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most notably is the study by Herman and Chomky (2010) on the propaganda model which was 

based on a content analysis of different coverage of different news with comparable events. 

One New Zealand-produced magazine in each of these named genres has been selected 

based on their readership statistics, reputation, and the social significance. Local magazines 

and newspapers were excluded as they only correspond to a narrow audience, mostly 

geographically selected, and not the whole country, therefore, studying them would scarcely 

answer the questions this research asks. Historically speaking, there were limited number of 

New Zealand-made, nationally available, magazine available, covering the timeframe of this 

study. Apart from being pioneers of their respective genres, the longevity without interruption, 

originality, and readership, alongside the fact that these magazines were New Zealand-

produced (though published under license), were considered as significant factors when 

selecting the magazines. 

Although international magazines and cookbooks are widely available in New Zealand 

(e.g. Australian Women’s Weekly), this study will only consider the ones that are tied to the 

country; either localized versions of international magazines (i.e. published in New Zealand, 

regardless of the original publication place) or the ones that originally belong to New Zealand 

(e.g. New Zealand Woman’s Weekly). This focus can provide a representative sample for the 

study as it includes three of the main genres of magazines with different agendas and different 

intended audience; ‘current affairs’, ‘women’s’, and ‘culinary’. Moreover, all these genres have 

historically featured food-related communications especially in forms of food columns which 

include recipes and food-related advertisements. Table 3.1 provides an overview of these 

magazines.  

3.2.2.1. New Zealand Listener 

The New Zealand Listener is a ‘current affairs’ magazine which has been published weekly 

since 1939 in New Zealand. Listener originally had a monopoly on the publication of upcoming 

television and radio programmes which was lost in the 1980s (NZ History, 2019). Among other 

sections, Listener has kept a food section in most of the issues during the 78 years of 

publication. There have been a few variations to the title of the magazine, from The Listener to 

NZ Listener. Currently, Listener is published by Bauer Media PTY Limited and is claimed to 

be “New Zealand’s highest-selling and best-read current affairs magazine” (Bauer Media 
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Group, n.d.a). The magazine circulation is 51,624 with a readership of 199,000 and a core 

target age range of 35-64 (Bauer Media Group, n.d.a).The magazine has recently been 

published as an e-magazine and shares a website (http://www.noted.co.nz) with other 

magazines such as North & South and Metro. The Listener is active on social media platforms 

such as Facebook and Twitter.  

3.2.2.2. New Zealand Woman’s Weekly 

New Zealand Woman’s Weekly is claimed to be “the country’s most read woman’s magazine” 

(Bauer Media Group, n.d.b). The magazine was first published in 1932 in the depths of the 

1930s depression (Macdonald, 2012) and is still published weekly in New Zealand. Currently, 

this magazine is published by the Bauer Media PTY Limited with the circulation of 52,904 

copies and a readership of 634,000 with the core target of females of over 40 years old (Bauer 

Media Group, n.d.b). The magazine shares a website (http://www.nowtolove.co.nz) with other 

magazines including Woman’s Day, The Australian Women’s Weekly, and Next and is active 

on social media platforms such as Facebook and Twitter.  

3.2.2.3. Cuisine 

Cuisine magazine is claimed to be “one of the world's most prestigious food and wine 

magazines, providing readers with a mix of food, wine and good living” (Cuisine Magazine, 

n.d.). Started in 1987, the magazine has been published bimonthly (i.e. six issues per annum 

in January, March, May, July, September, and November) and by Fairfax Media Limited at 

the time of undertaking this research. Since 2017, Cuisine is owned by Slick & Sassy Media 

Ltd. Cuisine has been internationally recognized and has won multiple awards such as a Le 

Cordon Bleu Food Media Award in 2007 (Solutions, 2010), and the Gourmet Voice World 

Media Awards in 2006 (Scoop, 2006). Cuisine has a readership of 273,000 which is “the 

highest read premium NZ food title” (Cuisine Media Kit, 2019). Cuisine has published digital 

issues which can be subscribed to through their website (hhtp://www.cuisine.co.nz). The 

magazine is also active on social media including Facebook, Twitter, and Instagram.  

The heterogeneity of the market of each magazine alongside the different scope of each 

magazine regarding food resulted in the broader scope of this study. This broader scope could 

be argued as a strength which studies that have focused on one genre (e.g. Samuelson’s (2019) 

study of Australian Woman’s Weekly) do not provide. The heterogeneity of the audience with 
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different levels of interest in food and different levels of engagement with food have affected 

the food-focused communications in the magazines. Because of this, this study was able to 

portray differences in the cuisine of different decades and values of different writers and 

portray how the cuisines of the magazine, at times, stand at odds with each other, ascertaining 

how the concept of cuisine is fluid, complex, and subject to difference of viewpoint or change. 

The outcomes of such a broad scope are discussed in Chapters Four, Five, and Six. 

Table 3.1. Magazines’ statistical information  

Magazine Circulation Readership Launch Date 

 
Target Audience 

(Age range) 
 

Listener 51,624 199,000 1939 35-64  

Women’s Weekly 52,904 634,000 1932 40+ (women) 
Cuisine 19,159 273,000 1987 n/a 

Note. Data for NZ Listener from New Zealand Listener (n.d.), data for NZ Woman’s Weekly from New 
Zealand Woman's Weekly (n.d.), and for Cuisine from Cuisine Media Kit (2019). 

3.3. The Sampling Process 

Content analysis generally requires some type of multistage sampling depending on the 

research (Austin & Pinkleton, 2015). This study, too, has utilized a multi-staged sampling 

process which can be seen in Figure 1.1. The first stage, after selecting the main three 

magazines as the representatives of New Zealand print media, was to establish the period of 

the study (Berelson, 1952; Newbold et al., 2002). The choice of periods depends on the 

phenomenon that is being studied (Hansen & Machin, 2013); if it relates to a time-bound event 

or if it is about “a general dimension of coverage” (p. 94). This study focuses on portraying 

how cuisine was represented in the media, which is not a time-bound phenomenon. Therefore, 

the aims of the research could not provide a clearly defined start and end date. However, the 

measures that were taken to limit the timeframe of this study were designed in a way to ensure 

that the sample of this study is “reasonably representative” (Hansen & Machin, 2013, p. 95). 

In doing so, this study initially focused on the period of 1987 to 2016 as 1987 is the starting 

point of Cuisine magazine which, as the pioneer in the culinary genre in New Zealand, is 

naturally significant. 

However, “understanding the role and nature of media coverage would often necessitate 

analysis of coverage both before and after the dates or periods of the specific event” (Hansen 
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& Machin, 2013, p. 95). Therefore, this study found it useful to cover the period of 1955 to 

2016 as its timeframe which not only includes some decades prior to the introduction of Cuisine 

but also includes a few years prior to the introduction of television in New Zealand on 1 June 

1960 (Symons, 2009) which as a significant medium has impacted different aspects of the 

society including publication, and food communications in which this study is particularly 

interested. However, as the main magazine did not exist prior to 1987, the noticeable trends of 

the former era were based on the depiction of cuisine in the issues of Woman’s Weekly and 

Listener.  

The next stage of the sampling process was to select a representative sample of specific 

dated and issues (Austin & Pinkleton, 2015; Newbold et al., 2002).1 There are a number of 

studies that analyse the contents of print media both qualitatively and quantitatively, however, 

the sampling techniques vary among studies with different approaches (Marshall, 1996). As 

there are issues with accessibility of food communications (Belasco, 2014), convenience 

sampling have more often been used (e.g. Leach, 2008). Typical methods of sampling for 

media content analysis regardless of discipline include systematic random sampling, purposive 

sampling, quota sampling, stratified random sampling, and stratified composite sampling 

(Riffe et al., 2014). Although the most accurate sampling methods for media publications has 

been identified to be stratification by month or week (Riffe et al., 2014; Riffe et al.,1996a,b), 

often purposive method with focus on the most important (key) media is more appropriate 

(Bernard & Ryan, 2010; Macnamara, 2005; Wimmer & Dominick, 2014). Moreover, as 

qualitative research aims to investigate certain themes in detail, sampling for this type of 

research would not necessarily require the statistically valid methods of sampling for 

quantitative research (Macnamara, 2005). Therefore, it has been argued that sampling for this 

sort of research should be derived from the research’s conceptual question and should not be 

concerned with ‘representativeness’ (Babbie, 2015; Miles & Huberman, 1994).  

Yet, ‘representativeness’ is a concern of this research as it deals with representation of 

cuisine and aims to objectively depict trends (Hansen & Machin, 2013) which would  then 

include, but is not limited to, “exploring the typical and the extremes” (Macnamara, 2005, 

                                                           
 

1 A sum of 180 issues of Cuisine (1987-2016) and an estimated number of 3224 issues of Listener (1955-2016) 
and 3224 issues of Woman’s Weekly (1955-2016) 
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p.18). Therefore, this study is not “choosing a combination of disconfirming and exceptional 

examples” (Macnamara, 2005, p.18) but has selected data that is “generalizable and 

representative with a high probability” (Macnamara, 2005, p.18), of achieving the stated goals 

and answering the research questions. As the publication schedules of these three magazines 

are dissimilar, a stratified composite sampling method, either weekly or monthly, became an 

unviable option. Therefore, after considering the cycles and seasonal variations (Hansen & 

Machin, 2013) systematic purposive sampling methods were decided to be the applicable 

sampling strategy. Therefore, elements of probable sampling of the systematic methods as well 

as the non-probable parameters of purposive sampling, based on judgement, (Black, 2010) have 

been applied in this study.  

3.3.1. Systematic purposive sampling 

Considering Cuisine as the key medium of this study had two major methodological 

implications: Firstly, its publication schedule produces the least number of issues per year 

among all three magazines which resulted in Cuisine’s publication schedule to be inevitably 

the main schedule to consider. Secondly, it divided the timeframe to the pre-Cuisine era of 

1955 to 1986 and Cuisine era of 1987 to the end of 2016. This division was considered to be 

stage one in the three-stage sampling process of this study as depicted in Figure 3.1.  

Once the publication schedule of Cuisine was decided as the sampling frame, the six 

months corresponding to the six issues of Cuisine that are published yearly were decided to be 

the months from which the sample is drawn. This method did not present any problems as 

Listener and Woman’s Weekly are published in these periods on weekly basis. However, the 

weeklies publish four or five issues – depending on the number of weeks that are in the months 

– in each considered month. As Cuisine becomes available at the beginning of each month in 

which it is published, the issue of the weeklies that are published in the first week of each of 

these months are sampled. Hence, one issue for each magazine published in the beginning of 

the six months of January, March, May, July, September, and November is shortlisted to 

constitute the sample. 

To ensure that the sample consists only of the first issues of each month, the publication 

date of the weekly issues was checked to be within the first seven days of each month. There 

was only one exception to this rule as the issues that were published in January were at times 
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published later in the month. Therefore, a total of nine issues that are included in the final 

sample were published between the 8th to the 12th of January. 

This sampling plan suited the purpose of the research and could potentially aid 

portraying the seasonal characters of cuisine. Seasonality, in contrast to industrialization and 

availability and abundance of food all-year-round, is one influencing force among many that 

impacts cuisine (Goody, 1982; Long, 2016). This plan, in turn, has the potential to depict if 

seasonality has been portrayed in the media depiction of cuisine (Table 3.2). Moreover, cycles 

and seasonal variations are concepts which affect and characterize much of media coverage 

(Hansen & Machin, 2013) and this method ensured that different issues throughout the year, 

corresponding to different seasonal variations which affects the nature of coverage, was 

included. If other measures, such as systematic random sampling, were taken the seasonal 

aspects would not have been quite so visible in the process. A sample which was confined to 

November, for instance, would have ended up including an overwhelming number of 

Christmas foods and menus which would have affected the analysis of this study. In this 

sampling plan, however, for each season of the southern hemisphere, there is at least one 

representative depicting the effects of season changes on cuisine and the nature of its media 

coverage.  

After applying this level of the sampling plan on the population of 6,628 magazines1 

of the whole timeframe, the number of magazines was reduced to 924 issues (A sum of 180 

issues of Cuisine (1987-2016), plus six issues per year for each of the weeklies in the 1955-

2016 timeframe) which was deemed still too large for the scale of this study. To reduce the 

sample size objectively and systematically, yet keep seasonality as a relevant factor, the six 

chosen months were numbered from one to six starting with January. Next, these months were 

divided into odd and even months classifying January (1), May (3), and September (5) in 

category ONE and March (2), July (4), and November (6) in category TWO; each of these 

categories was then applied alternately to the years of publication starting with the year 2016 

and category ONE moving backwards to 1955. Applying this stage yielded 270 issues of 

magazines for the Cuisine era (1987 to 2016). 
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Table 3.2. Capturing seasonality in the sample 

 

Applying this stage to the magazines of pre-Cuisine era (1955-1986) resulted in a 

sample of 186 issues. However, as this era was not the main focus of this study and was only 

examined to identify the coverage before the signifying date of the main event, that is the 

publication of Cuisine, a secondary strategy was applied to reduce the number of issues while 

remaining objective, systematic, relevant to the sampling plan, and capturing the seasonality 

of publication as well as cuisine. In doing so, instead of sampling three issues for each of the 

weeklies (i.e. six issues per year), one issue per magazine per year was selected. All the other 

requirements of the sampling method of the Cuisine era were applied to these magazines as 

well. To ensure seasonality is still captured, the sequence of the sampling frame (i.e. category 

ONE and TWO) was applied. These measures reduced the sample size to 64 issues of the two 

weeklies for the 32 years of pre-Cuisine era. See Table 3.3 for an overview and appendix A for 

the complete application.  

Table 3.3. Application of sampling categories  

Year Listener Woman’s Weekly Cuisine 

2016 Jan May Sep Jan May Sep Jan May Sep 

2015 Mar Jul Nov Mar Jul Nov Mar Jul Nov 

… …
 

…
 

…
 

… …
 

…
 

… …
 

…
 

1987 Mar Jul Nov Mar Jul Nov Mar Jul Nov 

1986 Jan May Sep Jan May Sep - - - 

 … … … … … … … … … …

1956 Jan May Sep Jan May Sep - - - 

1955 Mar Jul Nov Mar Jul Nov - - - 

 

Season 
 

Months Assigned 
Number  

Category ONE (odd numbers) 
 

January, May, December Summer January 1 
Autumn March 2 
Autumn May 3 Category TWO (even numbers) 

 
March, July, November 

Winter July 4 
Spring September 5 
Spring November 6 
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3.3.2. Content sampling 

There are different forms of communications revolving around food within each of these 

magazines, especially within Cuisine and Woman’s Weekly due to the specifics of their genres. 

To find a common ground within these magazines and to categorize the communications, a few 

issues were read. This step was highly recommended as it presents the general ‘feel’ of the 

content to the researcher to make sure that the analysis is going to be sensitive enough “to 

capture the relevant nuances of the content” (Hansen & Machin, 2013, p. 99). The reading of 

a selected number of issues demonstrated that ‘recipes’ and ‘food pictures’ in food columns or 

pages, and ‘food advertisements’, regardless of their volume, are most commonly shared 

among these three magazines. There were also ‘wine columns’, ‘food-related travel pages’, and 

‘food-related letters from the audience’ found in some of the issues. With the main questions 

and goals in mind and to maintain comparability, ‘food columns and pages’ including relevant 

food pictures and ‘food advertisements’ were selected as well as ‘letters’ whenever they were 

found to portray the audience feedback and concerns. Any food-related communications on the 

‘cover’ of the magazines were also decided to be included in the content sampling process. 

Any additional parts or pamphlets that were distributed with a few of the issues were excluded 

from the sample. 

3.3.2.1. Food columns and recipes 

In Woman’s Weekly and Listener, the number of recipes varies substantially. The Listener 

usually dedicates no more than two pages to the food column with an average of 3.17 recipes 

per issue while the Woman’s Weekly dedicates quite a few pages averaging 10.36 recipes per 

issue. To balance out the difference, it was decided that the first three recipes per issue would 

be selected to code and analyse. If there were less than three recipes in any selected issue, the 

number that existed would be coded. Cuisine, on the other hand, includes different sections 

each of which includes a number of recipes. To form a better understanding of Cuisine, an 

Excel file was created combining the content page of every sampled issue with the aim of 

finding a section that is consistently present throughout the selected timeframe. However, the 

table showed that there is not any particular section that is shared in all the sampled issues (see 

appendix B). As Cuisine was the key medium, with an impressive number of recipes in each 

issue, purposive sampling methods was applied (Macnamara, 2005) that resulted in sampling 

all the recipes that existed within the first featured section of the selected issues averaging ca. 
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six recipes per issue. Sampling the first featured section ensured that recipes are of diverse 

nature and could portray the emphasis of the magazine on the particular message(s) that are 

conveyed at the beginning of the magazine. A total of 1,175 recipes was sampled from all three 

magazines (Table 3.4).    

Table 3.4. Number of communications in the sample 
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Cuisine 555 955 90 230 

Listener 254 323 17 26 

Woman’s Weekly 366 653 37 19 

Total 1175 1931 144 275 

 

3.2.2.2. Food advertisements 

Food advertisements were present within all three magazines in different shapes and forms. 

The common practice of analysing advertising in magazines is to limit the number by 

restricting the size of the advertisements, usually full page (e.g. Al-Olayan & Karande, 2000; 

Wiles et al., 1996), and exclude those that are larger or smaller in size. However, this practice 

would not have suited the purpose of this study. Although the number of full page 

advertisements was relatively more commonplace than those of other sizes in all three 

magazines (Table 3.5), the advertisements would not have been representative of the content. 

Moreover, the practice of restricting the size (i.e. measuring and coding then area) when the 

size does not have a direct bearing on the research question is discouraged (Hansen & Machin, 

2013).  

However, in the first instance that these magazines were read, some patterns were noted 

in the advertisements. For instance, advertisements of smaller size (i.e. marginal 

advertisements) were more visible towards the end of the issues while larger than full page 

advertisements (hereafter 2-page advertisements) were found more in the beginning to mid-

section of the magazine. Full page and 2-page advertisements were mostly of foodstuffs or 

appliance while the smaller advertisements were more diverse. These observations provided a 

reason for this study not to bind itself to one particular size of advertisement. Although the size 
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of advertisements is not relevant to the research questions in a direct way, it could potentially 

affect the findings of the study had it limited its boundaries to one particular size. Therefore, it 

was decided that the size would be a differentiating measure to consider when sampling the 

advertisements; but given the fact that precise measurement of the advertisements did not 

directly impact this research, the area of these advertisements were measured just so be able to 

categorize the advertisements into four main categories of 2-page, full-page, half-page, and 

marginal advertisements (Table 3.5) 

Following the principle of selecting three issues and three recipes per issue (except for 

Cuisine), three advertisements per issue became the quota for sampling this content as well. 

Therefore, the first three 2-page, three full page, three half-page, and three marginal 

advertisements were sampled. If there were a smaller number of advertisements than the initial 

three of any of the different sizes in any of the issues, that existing number was selected to be 

coded. If there were no advertisements found in one or more of the four particular categories 

in an issue, then that size cluster was not replaced with advertisements of other measurement. 

A total of 1931 advertisements was included in the sample which is further broken down in 

Table 3.5. 
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Table 3.5. Number of advertisements of different sizes in the sampled magazines 

 
Definition Cuisine Listener 

Woman’s 
Weekly 

Total 

> full page 

 

 

Ads that are larger than one-
sided page (i.e. full page) of the 
magazine 179 31 85 295 

Full page Ads that are larger than half a 
page (both horizontal or 
vertical) but smaller or the same 
size of the full page 

270 119 312 701 

Half page 

 

 

 

Ads that are larger than a quarter 
of a page but smaller or the 
same size of half the page of the 
magazine 

252 78 155 485 

Marginal 

 

 

Ads that are smaller than a 
quarter of a page of the 
magazine 254 95 101 450 

Total 955 323 653 1931 

 

3.3.2.3. Covers and Letters 

Apart from advertisements and recipes that would depict how cuisine was represented in the 

media, perhaps the most important communication can be found in the cover of the magazine 

as it is the first piece of information that the audience will see and has the power to lure the 

potential reader to purchase the issue. As a result, all food communications that were present 

on the cover of the magazines were coded. It should be noted that, Cuisine’s covers always 

included food-related communications; however, the Listener and Woman’s Weekly did not 

include as many food-related communications on the cover. 

Letters were chosen to be included in this study as they are one of the few ways that 

was shared among all three magazines by which readers would communicate their concerns to 

the magazines. One of the main characteristics of print media is that it does not include or 
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portray much of the reactions of the audience to the delivered message and is rather ‘one-way’. 

Moreover, “texts do not stand as objective facts although they often represent what their author 

assumed were objective facts” (Charmaz, 2006, p. 35). With studying letters, however, a form 

of reactions of the audience to the material that are presented to them can be understood which 

could provide another perspective to the texts. Therefore, studying the letters would reduce the 

limitations that extant texts inevitably possess and could redirect the analysis in pivotal ways 

(Charmaz, 2006). However, all the feedback from the audience would not have been published 

for many reasons; a selection is published due to space limitation, feasibility of publishing all 

received letters, and matters of taste and appropriateness of the letters.  

Therefore, the letters that are published do not convey the unbiased feedback of the 

audience, and are selected by the editorial team, and have values that made the letters ‘make 

the cut’. However, this bias does not diminish the worth of studying the published letters as it 

further depicts the viewpoint of the publication. Even with such limits and the imposed views 

of the editorial boards on the published letters, they remain one of the few ways the audience 

can express their feelings. Therefore, it was decided that the letters would also be included in 

this study. Cuisine, included the most number of food-related letters from the audience (n= 

228) while, interestingly, Woman’s Weekly included the least number of letters (n=12). Listener 

included 19 food-related letters from the audience. The quota for letters was decided to be three 

per issue when there were more than three food-related letters available in the sampled issues. 

A total of 144 covers and 275 letters were sampled to code (see Table 3.4). 

These rules were followed in the process of data collection. Many of the issues of the 

magazines were found at the McMillan Brown Library of the University of Canterbury. There 

were some which were found in the Christchurch City Library archives and others that were 

not in these two repositories were loaned from the Alexander Turnbull Library in Wellington 

or from the collection of one of the supervisors. The issues were mostly bound and presented 

in volumes, therefore, the information on the magazine spines were lost. Apart from the hard 

copies, there were some years for which only the microfilms were available. This did not cause 

many issues in the data collection process as microfilm readers were available at the libraries 

of the university. Table 3.6 displays the break-down of the sampled communications based on 

the type (i.e. covers, recipes, advertisements, and letters) in the two parts of the whole 

timeframe of this study. 
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Table 3.6. Number of sampled communications in the 1955-1986 and 1987-2016 timeframes   

 1955-1986 1987-2016 
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Listener 1 35 157 4 16 219 166 22 
Woman’s Weekly 18 96 216 6 19 270 437 13 
Cuisine  90 555 955 230 

Total 19 131 373 10 125 1044 1558 265 
 

3.3.2.4. Issues and limitations 

Microfilms did not prove to be much different from the hard copies, however, at times the 

pictures that were taken did not provide suitable amount of detail or were not as intelligible as 

pictures of hard copies of magazines. This intelligibility at times impacted the coding process, 

however, as there were only a few cases (two advertisements, one recipe page), the impact of 

the issue is negligible.  

 The data collection and analysis were labour-intensive and time-consuming. To 

mitigate, using software is often recommended (Cho & Lee, 2014). However, common 

software for content analysis (e.g. CADPAC) could not be used as files were in form of pictures 

(.jpg) taken mostly from hard copies, rather than texts (e.g. pdf) or e-magazines. Therefore, 

coding had to be done manually. Initially, pictures were converted to documents in an attempt 

to make them compatible to the software, however, this change did not change the pictures to 

texts and therefore was unreadable by the software.   

Date and numbering of issues did not introduce any problems or inconsistency except 

for Cuisine; the issues that were published in 1987 to 1994 are dated differently from the rest 

of the issues. The dates on the issues correspond with two subsequent months (e.g. 

December/January, February/March, etc.). This did not provide much difficulty in the sampling 

process as the issues that correspond to the selected month in each year were included in the 

sample. For instance, for the year 1990 in which issues of January, May, and September were 

supposed to be sampled, issues of December/January, April/May, and August/September were 

sampled. 
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There were also some inconsistencies found later when gathering data from the 1987 

issues. This year’s sample must have included issues for March, July, and November and as it 

is known that Cuisine’s publication started in January 1987, the number of these issues would 

be 2, 4, and 6. Issue number 2, which was supposed to have been published in March and 

therefore is in the sample, is stored in the MacMillan library under March 1987, however, the 

date is not mentioned on the cover nor in the magazine introduction or prologue. Issue number 

4, which was estimated to have been published in June/July 1987, was not found in any 

depository except the Cuisine’s archives, therefore, it was only possible to access the images 

kindly provided by the Cuisine’s editorial board of the requested sections and not the whole 

issue. Issue number 6 was published for January 1988 and issue number 7 was published for 

February/March 1988, however, issue number 8 was published, as was anticipated, in 

April/May 1988 and from this point, there is no other inconsistencies found regarding the date 

and issue numbers of the Cuisine. 

The criticisms to claims of objectivity of content analysis, however relative and 

different from the ‘classical’ sense (Mayring, 2015), could perhaps mean that the outcome of 

the research could not be potentially generalized to a wider context. Although generalizability 

of any qualitative research is a debated topic (Polit & Beck, 2010), perhaps the sampling 

framework of this study and the large dataset could potentially be argued to be generalizable 

(Polit & Beck, 2010).      
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Figure 3.1. The sampling process 
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3.4. Data Collection and Organization 

To collect sufficient data, each sampled issue underwent a surveying process, and during the 

course of data collection, each issue was surveyed at least three times; firstly, the issue was 

skimmed for the content and appropriate pages were marked. Then, all the marked pages were 

read including the cover, letters, advertisements, and recipe pages. If the marked pages then 

were proved to be not about food but included food-related features they were excluded. Figure 

3.2 provides an example of such instances.  

Although it appeared sufficient to photograph the first three of related contents (i.e. 

recipes, letters, and advertisements), all the relevant pages were photographed. This measure 

was taken anticipating duplication of some items, specifically advertisements. Therefore, when 

items were duplicated, the duplicated item was removed from the sample and was replaced by 

the next advertisement with the same criteria. In case there were no other messages of the same 

category found within the issue then, inevitably, the data set become smaller. 

To organize and categorize the gathered data, Microsoft Excel and Nvivo-11, were used 

in this study. Microsoft Excel provided a platform by which the quantitative aspects of the data 

was captured and organized. Due to the amount of information and its diversity of themes, 

Nvivo-11 was used to analyse the qualitative aspects of the data. Nvivo can work with multiple 

file formats resulting in a rich and diverse data and provides the possibility of exchanging data 

with quantitative analysis packages such as Excel (Freitas et al., 2017) and is well recognised 

for its capacity to support inductive analysis of qualitative data (Patton, 2002).  

As advised in the literature (Bernard & Ryan, 2010; Miles & Huberman, 1994; Saldaña, 

2013), memos were also written during the coding process to aid future conceptualization and 

data analysis. Nvivo-11, like other text management programs such as MazQDA and CadPac, 

is designed to make the coding easier by linking codes, memos, and texts together and was 

utilized in this study. Moreover, Nvivo is also compatible with coding pictures and this feature 

was particularly helpful as the main form of data in this study were in the form of pictures that 

had been taken from hard copies of magazines (.jpeg) or microfilms (.rtf). This study was 

unable to find other studies of food communications which particularly use Nvivo for their 

analysis.  
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Figure 3.2. Example of disturbance in a communication  

 

Note. From Cuisine magazine, issue 99 (July, 2003) 

3.5. Pilot study 

Preliminary research in the form of a pilot study was undertaken on three issues of the three 

magazines, a total of nine issues overall, that were published in January, May, and November 

2016. The concept-driven codebook that was initially created based on the reviewed literature 

(e.g. codes relating to health, convenience, economic values, gender, cultures and ethnicities) 

was the starting point which, in the process of the pilot phase, was modified to the concept and 

data-driven codebook. In other words, any time that new information was encountered, if the 

appropriate code to classify that piece did not exist, a new code was introduced. This practice 

was continued throughout the whole process of coding.  

The pilot phase of this study also did the ‘fine-tuning’ of the initial codebook, as a result 

of which some codes that were anticipated to appear in the coverage, but in reality did not, 

were categorised under the umbrella of a theme titled ‘less likely to appear’. However, it was 

noted that should these themes appear later on during the main coding phase, they would be 

moved back to the main codebook.    

3.5.1. Coding modifications 

All the ingredients in each of the recipes were initially coded in search of a detailed pattern, 

however, this depth of analysis did not provide much useful information for the scope of this 

research and did not aid answering the questions this study asks. Spending much time and effort 

to code different clusters of ingredients in each recipe did not deem feasible or particularly 

useful as it would have prolonged the coding process significantly.  
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Van Dijk’s (1991) analysis of newspaper headlines suggested:  

Words manifest the underlying semantic concepts used in the definition of the 

situation. Lexicalization of semantic content, however, is never neutral: the choice 

of one word rather than another to express more or less the same meaning, or to 

denote the same referent, may signal the opinions, emotions, or social position of a 

speaker ... Not only do they [words in newspaper headlines] express the definition 

of the situation, but they also signal the social or political opinions of the newspaper 

about the event. That is, headlines not only globally define or summarize an event, 

they also evaluate it. Hence, the lexical style of headlines has ideological 

implications (p. 53). 

Applying similar principle in the context of recipes, it can be argued that this underlying 

semantic concept can also be found in the title of recipes; they express a definition and 

simultaneously signal social and ideological opinions while summarizing and evaluating the 

dish that they represent. For instance, when terms such as Kugel, that is essentially a casserole, 

or crème anglaise, which is commonly known as custard sauce, are used in the titles of recipes, 

they signal the knowledge or openness towards other culinary cultures by the magazines, the 

authors, or both. In this sense, they also hint higher cultural capitals of their magazine (Johnston 

& Baumann, 2007).  

Instead, after the pilot phase, it was decided that only the ingredients that were 

mentioned within the title of the recipe were to be coded. If there was no ingredient mentioned 

within the title, the name of the recipe was coded. Apart from this main decision that affected 

the coding process, there were some minor decisions made with regards to the design of the 

codebook and adjusting the clusters of nodes. The typical problems that surfaced in the coding 

phase of content analysis were solved both during and after the coding process was done as 

advised by Hansen and Machin (2013). Most commonly, these problems resulted in expanding 

codes or compounding them depending on the level of differentiation that was required. Some 

categories were divided or merged as the data coding process moved along. For instance, 

‘fresh’ and ‘new’ were coded together as at times they were used interchangeably. However, 

they were later divided into two different categories. ‘Local’ was used in cases to refer to 

‘locally produced’ ingredients or ‘nearby’ stores, however, the former meaning is the one in 
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which this study is interested. In another instance, ‘beer’, ‘lager’, and ‘stout’ were combined 

later on as this level of detail did not deem necessary for the aims of this study. 

A few of these adjustments or the decisions and ground rules are mentioned here as 

examples:   

- At times, there were units (i.e. messages) that were partially covered or torn. For 

instance, the library barcode was stuck over a certain area that included a food-related message. 

At such times, the message was excluded from the sample and was not coded unless it became 

quite certain that the meanings were not partially communicated due to the disturbance. 

Examples of such disturbances can be found in Figure 3.2. There were units found that were 

repeated, especially in the case of advertisements, the first instance that they were found – and 

not the first instance that they were published – was coded. If the unit was one or more 

advertisements of the same size found within the issue, then the repeated advertisement was 

replaced with the next one that was found. However, if there were no other advertisements of 

the same criteria within the issue, the repeated advertisement was deleted and the number of 

advertisements that were sampled for that issue was inevitably reduced. It is worth noting that 

the advertisements must have been identical in every way for this measure to be taken. In other 

words, if there were two of the same advertisements in different sizes (e.g. one being full-paged 

advertisement and the other half-paged), they were both coded, although this was not a very 

common occurrence.  

- The occupation of the food columnist was coded under the category of ‘food writer’ 

whenever no other indications was given to the occupation. However, if there was an indication 

that the recipe provider had another job besides food writing, that other job was coded only in 

instances that it was mentioned and not in every column that the same person had written. For 

instance, although Martin Bosely is a professional chef and restaurant owner (New Zealand 

Tourism, n.d.), he was only categorized as ‘male chef’ in instances that in his column his 

occupation was communicated, otherwise, he was categorized under ‘male food writer’. 

- When coding advertisements, it was decided to exclude the information that is visible 

on the pictures of the packaging for two reasons: Firstly, the information on the packaging was 

often also communicated in the advertisement itself and therefore was duplicated. Secondly, 

such information was not always legible and coding some and not all would have biased the 

gathered data and therefore the analysis. 
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- The indications of particular standards or logos such as ‘free range’, ‘gluten free’, or 

‘low fat’, which were at times mentioned both in words and in form of logos were only coded 

once within the context of one advertisement. In the context of recipes, too, if similar 

information was communicated more than once within one particular recipe, only one instance 

was coded, however, if it was communicated in the title of the recipe chapter and in other 

recipes, on sides of the pictures, or any other place within the selected pages, they were coded 

to capture the emphasis.    

- Initially, the yield of the recipes was to be coded by the amount of people they serve. 

However, during the pilot phase, it was found that not all the recipes provide the yield that is 

suitable to feed persons but other measurements were used. Some recipes, especially of sauces, 

provided their yield in form of volume measurements such as 1 cup or 250 ml. Other recipes, 

typically of bars, cookies, or fritters, to name a few, indicated their yield amount by the number 

pieces that were to be made following the recipe. In other words, the yield is not always about 

the serving or the portion to fit one person. This point was later modified and therefore the 

node coding the yield was able to capture the serve (number of people to be served), the make 

(number of units to be made), and other measurements which referred to the volume or weight 

of the outcome of the recipe.  Moreover, at times, the recipe yield, when it points to serving 

size per person, was not in form of a number (e.g. serving two, four people) but a range of 

numbers (e.g. serving 2-4 people). In such instances, the mean of the serving range was used 

to code the yield. Therefore, a recipe that was yielding 2-4 servings was coded under 3 servings’ 

node for yield.  

- Confusion between age and sex is another common problem in the coding process of 

content analysis (Hansen & Machin, 2013) when male, female, and children are categorised 

under one category. Although ‘children’ was categorised under the node for ‘gender’ in this 

codebook, it did not introduce a significant problem as only genders (i.e. male, female, and 

other) of adults were coded and children’s genders were not considered a signifying factor in 

this study.   

3.6. The Codebook 

The codebook that was created and used in this study consists of four main parts; magazine 

covers, recipes, advertisements, and letters from the audience. Due to the different nature of 
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these four forms of communication, different codes and themes were created. Then, each code 

or theme was provided with a short description (i.e. name of the Nvivo node), a detailed 

description, and a list of inclusion and exclusion criteria for each theme as recommended by 

MacQueen et al. (1998). See appendix C for the codebook. Although it has been argued that a 

content analysis codebook, also known as the content analysis protocol, should be written 

before the content analysis begins (Hansen & Machin, 2013), in this study the initial codebook 

was created during the pilot phase of the study and was constantly updated as the coding 

proceeds. This practice is quite common and even desirable (Hansen & Machin, 2013; 

Krippendorf, 2004; Neuendorf, 2004; Schreier, 2013). 

3.6.1. Reliability and validity 

Reliability, in content analysis, is commonly focussed on inter-coding, limiting the degree of 

error or variation between coders. Therefore, rigorous training of the coders and systematic 

checking of the coding process is necessary (Schreier, 2013). Reliability is not a measure that 

is only applicable to quantitative content analysis and qualitative content analysis should also 

be reliable (Hsieh & Shannon, 2005; Schreier, 2013). However, reliability for qualitative 

content analysis is a modified concept, suited to the flexibility of the research method (Schreier, 

2013), meaning that as long as the process is systematic, transparent, and demonstrative, the 

research is reliable (Steinke, 2004).  The coding for this study was done by one coder, hence, 

measures that would check inter-coder reliability were not applicable. Another method, 

therefore, had to be introduced. Based on the literature and textbooks on qualitative content 

analysis (Hansen & Machin, 2013; Schreier, 2013), after coding each 20 issues, the codebook 

was revisited and revised, and definitions and memos were updated making sure the codes 

remain exclusive. Moreover, the pilot coding scheme was checked by the supervisors (acting 

as a reference group) through a sample of communications that were coded in the pilot 

codebook in 2016. The errors were corrected, the differences in views were considered, and 

the codebook was expanded based on this corrected version. 

Categories of analysis have to be “mutually exclusive, exhaustive, and reliable” (Austin 

& Pinkleton, 2015, p. 167) for content analysis to be effective. To make sure that the categories 

are mutually exclusive (i.e. a unit can only fit in one category), the codebook was frequently 

checked, and thorough definitions were provided for each code. The major codes and 

definitions are found in appendix C. By defining the categories in detail, a certain degree of 
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reliability was insured (Austin & Pinkleton, 2015) as it resulted in fewer errors in the coding 

process due to the specificity of category definitions. Moreover, the categories were exhaustive 

as content categories were expanded at any time during the process when new units were 

discovered that had not already been covered in the codebook (Austin & Pinkleton, 2015). 

Although it is generally advised for projects to have more than one coder (e.g. Bernard 

& Ryan, 2010; Hansen & Machin, 2013), this study was conducted by one main coder and, 

therefore, inter-coder reliability using measures such as Cohen’s kappa (Bernard & Ryan, 

2010) or Scott’s pi (Austin & Pinkleton, 2015) was not relevant. The practice of using a single 

coder eliminated the need for training coders and re-evaluating the codebook randomly 

throughout the process (Bernard & Ryan, 2010); however, it did prolong the coding process. It 

was not financially feasible to have multiple coders for this study. However, the codebook and 

a sample of communications in form of three issues of magazines were shared among the coder 

and her supervisors to ensure that the same message is perceived by all three.  

Validity, in the context of content analysis, both qualitative and quantitative, is often a 

qualitative measure (Elo et al., 2014), which at times coincide with reliability because it refers 

to consistency of coding (e.g. Lissmann, 2008 and Früh, 2007 in Schreier, 2013). There is much 

discussion about aspects of validity as applicable to qualitative content analysis (see e.g. 

Schreier, 2013) as there are four types of validity which could potentially be of importance (i.e. 

face, content, criterion, and construct) (Neuendorff, 2004). Face and content validity are most 

applicable to qualitative content analysis (Shreier, 2013) and therefore, this research. The 

codebook of this study was both concept- and data-driven. Validity was achieved by checking 

the main and sub- categories of the data-driven coding frames (every 20 issues), making sure 

the distribution was not uneven (i.e. face validity) or if they were, the unevenness were justified 

based on the unevenness in data or the conceptual basis of the coding scheme (i.e. content 

validity). Moreover, validity can also be about exclusivity and exhaustively of the codes 

(Crowley & Delfico, 1996; Schreier, 2013) which is also discussed as creating a particular 

coding scheme and adhering to it (Hsieh & Shannon, 2005). In other words, no unit of analysis 

should be able to be coded in more than one category at any stage of the coding or analysis. 

This is also a fundamental aspect of analysing the content qualitatively or quantitatively. This 

is in line with transparency, stability of data, opening the research for further scrutiny, and 

replicability of this study. 
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Constant validity checking was done throughout the coding process by applying the 

guidelines of Bernard and Ryan (2010). After coding every 20 issues of magazines and memos 

were updated to include alternative explanations for different phenomena. Providing 

definitions of the codes as well as updating memos was done to ensure replicability which is 

the most fundamental aspect of any content analysis (Hansen & Machin, 2013) in ensuring the 

reliability of this study’s procedures. To ensure intra-coder reliability (i.e. the consistency) of 

the individual coder’s coding practice over time (Hansen & Machin, 2013) the codebook was 

checked constantly to make sure significant divergence in how the same material is categorised 

over time does not occur. Two of the most significant changes that appeared to be necessary, 

based on the divergence in the coding practice, which resulted in the alteration of definitions 

of codes were: First, the difference between ‘yield’ and ‘serving’ as mentioned above. Second, 

the category of ‘other names’ in the recipe title was broken down as certain recipe titles could 

have been coded under ‘other names’ as well as a code particular to their title. For instance, 

toad in the hole was removed from the ‘other names’ category to a code dedicated to this name.  

3.7. Summary and conclusion  

This chapter outlined the methodology and design of this study. The most appropriate method 

for the purposes of this study (i.e. qualitative content analysis) and its application in both media 

and food studies were discussed in detail. The medium (i.e. print media) and platform (i.e. 

magazines) were identified while the phases of data collection and the complex sampling 

strategy was discussed in depth. The sample encompassed a total of 3525 pieces of 

communication encompassing 1175 recipes, 1931 advertisements, 144 covers, and 275 letters 

to the editor. Using Nvivo, a codebook was created encompassing four sections, each of which 

was specifically designed for each one of these communications. The pilot study was designed 

and undertaken to fine-tune the initial codebook which was applied in the later stages of the 

coding and analysis procedure. The next three chapters will discuss the findings from the 

analysis of these communications. 
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CHAPTER FOUR - INGREDIENTS, DISHES, AND ETHNIC AND 
DIVERSITY: RESULTS AND DISCUSSION 

4.0. Introduction 

This chapter deals with the food-focused aspects of the concept of cuisine as each cuisine 

prioritises a set of “basic foods, flavour principles, preparation techniques” (Belasco, 2008, p. 

34). Cuisine in this chapter, therefore, is closer in meaning to the product of kitchens (Goody, 

1982; Ray, 2008). This chapter encompasses the views of food experts (i.e. the food 

journalists), food manufacturers and, to some extent, the audience on food preparation focusing 

on the rules of ingredient preparation and cooking techniques to produce ‘acceptable’ (i.e. 

culturally appropriate and consumable) dishes and food items. Therefore, this chapter mainly 

uses the data that was gathered through the analysis of recipe titles while the data gathered 

from other forms of communications (i.e. covers, advertisements, and letters) are 

complimentary. 

As was established in the literature review, cuisine, as a concept, is a complex 

phenomenon which is more than the element of ingredients and the combination (i.e. dishes or 

food items that are created using appropriate cooking techniques) and rules of consumption 

(e.g. etiquette, meals). However, given the focus of this research, it is inevitable to begin with 

the analysis of ingredients as ingredients are argued by some to be the most important 

determinant of a cuisine (e.g. Bradatan, 2003; Civitello, 2011; Fischler, 1988). Focusing on the 

characteristics of cuisine (i.e. distinctive ingredients, techniques, and dishes) which distinguish 

one cuisine from another (Figure 4.1), this section aims to answer the following questions, 

which are sub questions to the first research question (i.e. what is the advocated cuisine in the 

three select magazines of New Zealand representing the gourmet, current affairs, and women’s 

genre?) to describe the portrayal of cuisine in the magazines of New Zealand: 

1. What are the most common ingredients that are used?  

2. What are the acceptable techniques of food preparation? And how technological changes 

affected the techniques? 

3. What dishes are formed through combining the accepted ingredients and techniques? 



76 
 

4. What cultural influences shape the cuisine in magazines?  

Figure 4.1. Cuisine’s first three aspects 

 

Therefore, this chapter includes five subsections. The first section aims to provide the 

answer to the first question and recognize the commonly used ingredients. Although 

ingredients are essentially foodstuffs that were or will be processed or remain intact to form 

dishes, this section primarily focuses on ingredients (i.e. substances that make a dish) rather 

than foodstuffs (i.e. items that can be eaten as is).  

The second, third, and fourth sections of this theme aims to answer the second and third 

question and describe what the magazines portrayed as their recommended or approved food 

items and dishes and what acceptable methods were used in the process of creating them. 

Alcoholic drinks are more fluid than the rest of the items as they can be both ingredients as 

well as serving accompaniments. They can signal the rules and etiquette involved with food 

consumption (R. Wilk, personal communication, November 17, 2018) and serving which are 

as important as what is created (Avieli, 2017; Mintz, 1996). Advertisements provided more 

insight to the kitchen technology that the recipe titles. This section, therefore, provides a 

glimpse on how the kitchen technology has evolved and how such transitions were mirrored in 

the techniques that were used in creating the recipes. Focusing on the explicit mentions of 

distinct geographic locations or cultures, the last section of this chapter provides insight on the 

cultural influences that shaped the magazines’ cuisine. Moreover, this section presents the 

magazines and taste makers, i.e. food journalists, restaurant critics, and professional chefs 

(Ray, 2016), attempts on defining the New Zealand cuisine.  

Cuisine

1. Foodstuffs          Ingredients

2. Cooking techniques

3. Food items & 
dishes
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 4.1. Food on the covers: ingredients, dishes, techniques, and drinks 

Covers entice the readers to buy magazines (McCracken, 1993). Hence, the expressions of 

interest in food on the covers of the magazines, along with the expression of the magazines’ 

stance and agendas, suggest that these displays were deemed interesting to the readers while 

showcasing what is more to follow inside the magazines. Analysis of the covers with regards 

to foodstuffs and cooking methods suggested that food became one of the main topics of 

interest in 1983 when Listener dedicated the cover of its November issue to ‘dining out (of 

doors) this summer’, displayed ingredients as the main picture, and informed the readers about 

a ‘16-page special’ that would be found inside. Prior to this, other references to food were in 

form of words and only found on the covers of Woman’s Weekly. This notion can symbolize 

the gendering of food; food became a topic of interest when it moved from the mundane, low-

status, domestic realm of women’s and caught the attention of men which in-turn rendered it a 

prestigious hobby (e.g. Cairns et al., 2010; Parasecoli, 2008; Tyree & Hicks, 1988).      

After 1987, while Cuisine’s covers highlighted dishes or ingredients and added to the 

complexity of food as a topic, foodstuffs did not become the main topic of interest on the cover 

of the weeklies again. This may suggest that the ‘talk’ (Ray, 2008) of food and cuisine (here, 

the products of kitchens) has become a topic that more people talk about over the years, 

however, it either is not a topic of interest for the vast majority or it is too specialized to be 

considered in magazines other than the gourmet. This talk of food, however, did not necessarily 

“entail that any, or every, individual has now developed a more diverse set of preferences” 

(Warde, 1997, p. 167), neither did it entail that the diversification of foods meant diversification 

of cuisine in the magazines, as will be discussed in this chapter.  

Table 4.1 presents the recurring items on the covers of the magazines including any 

items that were emphasized (i.e. mentioned more than twice on the covers over the years). The 

data suggested that although foods have become more diverse and the communications have 

become more detailed, a few favoured themes were constantly revisited. For instance, pasta 

has become and remained popular since the 1990s. Moreover, food trends ebbed and flowed 

over the years which could be seen in the recurrences of barbequing (see Chapter Five).   
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 Table 4.1. Recurring (at least twice) foodstuffs, dishes, and cooking techniques on the covers 

 
Note.* Due to scarcity of data any sort of mention was counted ** First incident when foodstuffs were pictured 
on the cover (Listener, November 1983) *** The only appearance of Microwave cooking (Woman’s Weekly, 
May 1988) 



79 
 

4.2. Recipe columns and recipe titles in the magazines: an overview 

Food columns have noticeably changed during the timeframe of this study. There were a 

number of trends noticed in the columns’ display as well as their content. Baily and Earl (1993, 

p. 51) claimed that “since 1970 the food articles [in the magazines] have become longer, 

specialized, and with recipes no longer dominant”. However, this statement was too 

generalized to be applicable in this study as there were significant differences between the food 

columns of Listener and Woman’s Weekly in the first part of the timeline (i.e. 1955-1986) and 

the weeklies and Cuisine in the second part of the timeline (i.e. 1987-2016).  

Regardless of the differences in the genres of these magazines which have affected the 

food-focused communications in them, in the first part of the timeline (1955-1986), Listener’s 

number of food pages was significantly lower than the number in Woman’s Weekly which has 

also affected the number of recipes in these columns (Table 4.2). Quite contrary to Baily and 

Earl’s (1993) observation, there was a significant drop in the number of food pages in Listener 

in the 1970s while the rise and fall of the number of pages and recipes in Woman’s Weekly was 

reasonably commensurate (Table 4.3). However, the drop in the number of these pages was in 

association with appearance of specialised food-related pages (i.e. wine pages) in both 

magazines. Moreover, the food pages that were found in the 1970s in Listener, at times, were 

dedicated to information on foodstuffs while these columns in Woman’s Weekly remained 

recipe-oriented.  

“Historically New Zealand has been notable for its lack of public interest in food” 

(Pearson & Kothari, 2007, p. 46). However, the change which started in 1970s and the growth 

in the 1980s alongside the inclusion of advance information on food suggested that food, as a 

topic, gained more status and attracted the interest of New Zealand men (Bailey & Earl, 1993), 

and, therefore, its status was elevated from being viewed as a necessity or commodity to a 

‘serious’ topic of interest and conversation (e.g. Tyree & Hicks, 1988). These changes, along 

with the impact of economic restructuring and overseas travels (Hall & Mitchell, 2003) resulted 

in the increased appreciation for food in New Zealand, and therefore, Cuisine was first 

published. Although the growing number of cookbook publication in New Zealand, from 3.3 

books in 1950-1960 to 10-14 in the 1980s (Bailey & Earl, 1993), have been attributed to the 

increased interest in food (Bailey & Earl, 1993), other factors such as advancements in 

publication technology or economy, for instance, should not be ignored.   
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Table 4.2. The total number of pages dedicated to food and recipes in sampled magazines (1955-
1986)  
 Listener WW 
 Food page(s) 

No. 
Recipes 

No. 
Wine page(s) 

No. 
Food page(s) 

No. 
Recipes 

No. 
Wine page(s) 

No. 
1955-1959 4 60 - 25.5 122 - 
1960-1964 3.5 45 - 16.5 91 - 
1965-1969 2.5 9 - 22 62 - 
1970-1974 0.5 - 2 33 79 - 
1975-1979 2.5 7 - 31.5 61 2 
1980-1986 8 16 - 67 130 3 

 

The number of food pages in Listener and Woman’s Weekly, with some exception, 

increased since 1987 (Table 4.3). This could be attributed to the growing interest in the talk of 

cuisine (Ray, 2008), perhaps among the audience, as well as the influence of Cuisine (i.e. the 

official tribune for the talk of cuisine) on the weeklies. The number of recipe pages in Woman’s 

Weekly, though always existing, ebbed and flowed but no particular pattern could be detected. 

This might hint at the steady relationship between women and food and highlight that men have 

only recently, since the mid-1980s, found food a topic of interest. This relatively recent interest, 

however, may have contributed to an increasing number of food-related pages in Listener as 

well as the emergence of Cuisine.  

Table 4.3. The total number of pages dedicated to food and recipes in magazines in the sample (1987-

2016) 

 Listener WW Cuisine 

 Food 
page(s) 

No. 

Recipes 
 

No. 

Wine 
page(s) 

No. 

Food 
page(s) 

No. 

Recipes 
 

No. 

Wine 
page(s) 

No. 

Recipes 
 

No. 

Wine 
page(s) 

No. 
1987-1991 17 56 - 106.5 204 2.5 700* 149.5* 
1992-1996 22 53 7 70 129 3.5 578 157 
1997-2001 27.5 40 8 84 155 4 576 162 
2002-2006 32 42 13 84.5 140 4.5 790 210.5 
2007-2011 35.5 62 12 92.5 160 - 642 202.5 
2012-2016 33.5 32 16 127.5 144 - 680 188.5 

 Note. * Due to sampling difficulty, data for three issues of July, November (1987) and January 
(1988) was not calculated. 
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4.3. Recipes: the context 

The recipes were often written by professional food writers and their columns always started 

with a story, anecdote, or introduction to set the scene for the recipes that would follow. 

Therefore, there was always a ‘theme’ to the recipes of the section. The earliest examples were 

recipes for using or omitting a particular ingredient such as ‘delicious passion fruit’ (Listener, 

May 1958), making a particular food such as ‘time to make jam’ (Listener, January 1956), 

preparing for a particular event or time of year such as ‘holiday season requests’ (Listener, 

January 1962) while later, recipes for full menus, usually for entertaining, started to appear 

such as ‘Christmas lunch: a light approach’ (Cuisine, January 1990). There were only a few 

pages, in Woman’s Weekly, which did not adhere to this rule and began with just the heading 

of ‘calling all cooks: readers recommend these recipes’ in 1955-1957. These recipes were sent 

by the readers and entered the competition to win a cash prize. 

The majority of the recipes during the whole timeline consisted of one part with a title, 

an ingredient list, and the instructions. However, recipes that consisted of two parts under one 

title (i.e. two sets of ingredients and instructions) were found in the whole timeframe, too 

(Figure 4.2). Recipes that included more than three parts, with the exception of one recipe in 

1973, were only found in the second part of the timeframe (i.e. 1986-2016) with the majority 

of them being published in Cuisine. This, may suggest that convenience, when convenience is 

synonymous to effortlessness, remained an important topic while certain degree of elaboration 

and complexity found its way in the magazines’ cooking repertoire (see Chapter Six).   

Baily and Earl (1993) also noted that the content of food columns “shows a move away 

from an interest in cakes, puddings and other sweet foods to an interest in a wider variety of 

foods, in minority ethnic foods, and in specific New Zealand foods” (p. 52). To verify if this 

observation still held in this study, first, the recipes were categorized into two categories of 

‘sweet’ and ‘savoury’ and second, the explicit mentions of ethnicities (rather than ethnically 

identifiable foods) were noted. The results of the categorization of recipes suggested that 

although there was a move from sweet to savoury, savoury recipes were always, with the 

exception of 1970-1974, in a relative majority. The only time that the occurrence of these 

recipes were tied was in 1955-1959 when there was equal number of sweet and savoury recipes 

(Figure 4.3) in the sample. Increasing awareness about nutrition, fear of fat and sugar (e.g. 

Levitt, 2003), changes in food production technology which moved baking from the domestic 
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kitchen to factories (e.g. Belasco, 2008), and consumption of commercial sweets rather than 

homemade (Ministry of Health, 2006) which has become socially acceptable with the rise of 

the number of working women (Ministry for women, 2017; 2018) could have contributed to 

this trend. The second notion regarding the displayed ethnic diversity of the recipes will be 

discussed in the following section on ethnic diversity (see Section 4.5).   

Figure 4.2. Percentage of recipes categorized by their number of parts  

 

Figure 4.3. Sweet vs. savoury recipes in the sample 
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4.4. Recipes: the content 

“Cuisine cannot exist without food; nor can it survive without words” (Ferguson, 2006, p. 19), 

therefore, understanding recipes is crucial to understanding cuisine as recipes combine food 

and words together (Goody, 1982). However, when recipes have been studied, they have 

seldom been the means to reconstruct cuisine (e.g. Bradatan, 2003). The more common practice 

have been to focus on a particular food trend (e.g. Samuelsson, 2019), to measure the changes 

or varieties of a particular dish over the years (e.g. Leach, 2008; 2010c), or to study social and 

historical trends through the information they may contain (e.g. Hassibi & Sayadabdi, 2013; 

Mitchell, 2001). In this section, a multitude of recipe titles were analysed with regards to their 

ingredients and dishes, cooking techniques, influences of technology and ethnic diversity. It 

should be emphasized that representation of cuisine and the trends that are extracted from the 

magazine’s data may not represent the cuisine of the individuals and society of New Zealand. 

In other words, excessive representation of an ingredient or foodstuff or communication about 

that item may not represent consumption or supply of that item.  

4.4.1. Ingredients  

Focus on a few ingredients and foodstuffs that are staples of different cuisines has been a 

relatively common practice in determining the daily cuisine of a country (e.g. Scholliers & 

Geyzen, 2010) or region (Bradatan, 2003). However, this focus was usually on the 

supply/consumption of basic ingredients of the cuisines and not the communications of the 

ingredients. Considering the assertion that cuisine is a particular kind of talk about food and 

cooking (Mintz, 2002; Ray, 2008), it is possible to apply this practice to the communications 

about food to determine the trends in cuisine of the magazines. This section, therefore, focused 

on the ‘basic’ ingredients that have been prioritized in the cuisine in magazines (Belasco, 

2008). Sugar, though an important, basic ingredient, was inevitably left out of this study as its 

use could not be anticipated based on analysing the title of recipes as sugar seldom appeared 

in the title. Dishes (e.g. desserts) or other components (e.g. caramel) that are essentially made 

of sugar were coded. This method could therefore provide a general view on the production of 

sugary or sweet recipes in the cuisine in magazines rather than the use of sugar as an ingredient 

in the magazines.   
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4.4.1.1. Meat, seafood, and poultry in communications 

Red meat 

“National identity in New Zealand strongly associates with farming and meat production” 

(White & Potts, 2008, p. 337), therefore, it is possible that New Zealand-made food 

communications are influenced by this association with meat. Although plant-based diets 

appear to be growing in popularity in New Zealand (Bailey & Earle, 1993; NZ Herald, 2019a,b) 

with about two (Bidwell, 2002) to six (Health Navigator New Zealand, n.d.) percent of the 

population following plant-based diets, meat has been steadily and increasingly used and 

mentioned in different communications, especially in the recipes. It is plausible that the recipes 

aimed to cater to the other 94-98 percent who are presumably carnivores, however, the increase 

in 2012-2016 (Figure 4.4) appeared to be at odds with the current increasing plant-based trends 

in society (Bailey & Earle, 1993; RNZ, 2019; NZ Herald, 2019a,b). The magazines have also 

tried to include recipes for the needs of the plant-based diets and the covers, since 2010, 

specifically mention plant-based recipes with ‘Al Brown: meat’s off the menu’ (Cuisine, 

September 2010), ‘living on the veg: no-meat menu’ (Cuisine, September 2012), and ‘no-meat 

fest’ (Cuisine, November 2013). The first feature of these issues did not include these recipes 

which could hint at the lesser importance of them compared to the main theme of the issue. 

However, the readers attested that vegetarian recipes were found in the magazines and one 

issue was “counted [to include] 15 vegetarian recipes” (Cuisine, September 2016, p. 14).  

Yet, if the identity of New Zealanders has been historically associated with meat 

production, its consumption could also be associated with their identity while going plant-based 

would potentially challenge this notion (White & Potts, 2008). Perhaps this was another reason 

that the magazines refrained from including many plant-based recipes. 15.83% of total recipes 

and 21.65% of savoury recipes include red meat while 39.15% of meat-based recipes used red 

meat (n=186) which was the highest percentage among the animal flesh.  

Although New Zealand is famous for its lamb production and export (Clemens & 

Babcock, 2004), lamb only more commonly appeared on the covers while the recipes and 

advertisements often used or advertised different forms of processed meat (i.e. charcuterie), 

usually in form of processed pork (Figure 4.5). Since 2005, pork has replaced sheep meat, and 

since 2014, it has replaced beef and veal in the diet of New Zealand residents (OECD, 2019). 

However, with increasing interest in defining the ‘national cuisine’ (see Section 4.5.1.3), and 
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perhaps the high-status ‘local food’ movement (Johnston & Bauman, 2007), using lamb, 

especially in recipes, has increased significantly and since 2007 become almost equal to 

charcuterie. For instance, the percentage of recipe titles using lamb increased significantly from 

10.2% in 2002-2006 to 32.35% in 2012-2016 in meat-based recipes while pork recipes 

(excluding charcuterie) decreased from 10.2% in 2002-2006 to 8.82% in 2012-2016.  

Figure 4.4. Red meat in communications 

  

Although mutton was the ‘least expensive’ of red meats (Listener, July 1969) and the 

common foodstuffs for years for New Zealanders (e.g. Burton, 1982; Clarke, 2007), only three 

recipes in 1969 used this ingredient while mutton was rarely used later on. This may suggest 

that practicality was not always the focus of the recipes while hinting that the New Zealand 

domestic cook was already familiar with enough ways to cook mutton and the ‘change of 

scenery’ was what the food writers aimed for. 

Currently, lamb is commercially much more available than mutton (C.M. Hall, personal 

communications, October 1, 2019), however, domestic consumption of sheep meat has 

dropped  from 27.6 kilograms per capita in 1990 to 4.7 in 2018 (OECD, 2019)(Figure 4.6) as 

its price has hiked (Lee, 2018; Rae, 2019). This has gained lamb the status of premium luxury 

item according to Beef + Lamb New Zealand (B+LNZ), an organization representing New 

Zealand sheep and beef farmers.  
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Figure 4.5. Types of red meat in communications 

 

Moreover, though lamb was dubbed a ‘kiwi favourite’ in travel guides (Berlitz, 2016) 

and ‘traditional’ dish (e.g. Alves, 2017), according to Veart (in Lee, 2018), lamb has a short 

history in the New Zealand culinary culture. Eating lamb “was seen as a bit wasteful […] 

especially in the 1950s” due to smaller amount of meat it yields compared to mutton or hogget 

which would not feed the larger composition of families in those eras. Veart linked the 

popularity of lamb in New Zealand to the status of lamb in Britain: 

New Zealand farmers were responding to their customers in Britain, where lamb was 

very much a prestigious food, more than mutton was, which was considered 

cheaper and more cheap tasting […] people want to eat what posh people eat. People 

want to eat what's in the social circle above you. 

Therefore, the British consumer has been the trend setter validating the historic ties of 

Europe with what is considered high-status in New Zealand (Howland, 2012); their approval 

of New Zealand lamb made the ingredient ‘posh.’  

Currently, however, lamb may gain its high-status from its high price and ‘local’ and 

‘traditional’ status more than its association with the British consumer. However, it is still an 

item not commonly found in the daily diet of the New Zealanders. Therefore, the increasingly 
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constant appearance of lamb in the recipe titles, especially in Cuisine compared to the weeklies, 

could be associated with the ‘ideals’ the gourmet magazines aimed to set for the readers; both 

in the matters of taste and the ‘invention of tradition’ rather than its practical use for the reader.     

Figure 4.6. Recent trends in meat consumption in New Zealand (kilograms/capita) 

 
Note. Adapted from OECD Agriculture Statistics: OECD-FAO Agricultural Outlook (Edition 2019) 
retrieved from https://data.oecd.org/agroutput/meat-consumption.htm  

Poultry 

Poultry is the second most widely consumed meat worldwide and the fastest growing 

production sector (e.g. Edwards et al., 2019) and has, especially in form of chicken, grown in 

popularity in New Zealand from a food that was reserved for occasions such as birthdays 

(Burton, 2009) to a mundane, cheap option. Poultry consumption has doubled in New Zealand 

from 14.58 kilograms per capita in 1990 to 38.42 in 2018 (OECD, 2019; Figure 4.6). Poultry, 

however, was the least common type of meat used in the magazines (Figure 4.7); only 10.29% 

of total recipe titles, 14.08% of savoury, and 25.47% of meat-based alluded to poultry (n=121), 

most commonly chicken (n=95).  Although chicken appeared more frequently in Cuisine, its 

frequency was associated with the earlier decades (i.e. 1980s and 1990s) of chicken becoming 

commercially available and intensely farmed (i.e. when it was still a rare, more luxurious 

ingredient) indicating how novelty of the item, at the time, is of value in the gourmet food 

writing (Johnston & Bauman, 2007).  
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The peak of poultry recipe titles, therefore, was noticed in 1987-1991 when 26.44% of 

the poultry recipes of the whole timeline appeared in the magazines. This peak was due to 

recipes that were provided in form of indirect promotions by the industry in the first section of 

Cuisine (September, 1988) which was ‘in association with Tegel Poultry Company Limited’ 

(p. 10) or recipes from the gala dinner of The New Zealand Poultry Industry (Listener, 

November 1991). In these recipe columns, however, chicken was still presented as “a 

reasonably expensive protein source for everyday eating, largely due to the costs involved in 

raising chicken here [in New Zealand]. But when given some of these restaurant treatments, it 

fronts up as a reasonably priced ingredient for stylish entertaining” (p. 39). Therefore, chicken 

and poultry in general, at one time or another, were deemed more suitable for entertaining as 

they were costly and when they became common, relatively-cheap ingredients, they lost their 

place in the cuisine of the magazines (especially the gourmet). This will be discussed further 

in the Chapter Five.     

Figure 4.7. Poultry in communications 

  

Among the poultry, chicken was most commonly used and advertised and appeared 

more frequently on the covers. However, with the increase in the consumption of poultry 

(OECD, 2019; Figure 4.6), the number of advertisements declined reaffirming the position of 

chicken in the diet of the readers. Although whole birds appeared on the covers or were pictured 

more frequently (perhaps for aesthetic reasons), chicken cuts, especially chicken breast were 

more often used (n=33) while chicken wings were seldom used (n=1). Low calorie content of 
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the breast (‘Bombay chicken palliard’ [perhaps paillard?] – Cuisine, September 1988), its 

relative quickness to cook (‘quick chicken biryani’ – Listener, July 2001), and general ‘good 

flavour’ were the main reasons for preferring this cut over other cuts such as thighs or 

drumsticks. The ‘good flavour’ of chicken breast can be associated with its ‘whiteness’ of meat 

rather than its taste or succulence as the darker meat of thighs are more commonly associated 

with better taste while the colour of breast marks the meat more refined and desirable (Belasco, 

2006; 2008). This suggested that the more expensive, refined cuts which could signall better 

‘taste’, such as chicken breast, were preferred. The values of health and convenience are 

discussed further in Chapter Six.   

Seafood 

Seafood, especially different kinds of fish, have been commonly used in the recipes and 

appeared often (more often than chicken) on the covers as displayed in Figure 4.8. 14.29% of 

total recipes, 19.55% of savoury recipes, and 35.36% of meat-based recipes include a type of 

seafood. Recipes of the first part of the timeframe (i.e. 1955-1986) usually used canned fish 

such as canned salmon or tuna while recipes of the second part (i.e. 1987-2016) generally used 

fresh fish and seafood. Fresh fish, in the first part, was used when ‘the party have been fishing’ 

(Listener, January 1962) indicating that different types of fish were less commercially available 

while canned fish were more often used since the early twentieth century (Galletly, 2010). This, 

alongside the absence of recipes for chicken, a luxurious ingredient at the time, and other 

examples that were about popular trends and practical cooking (e.g. seasonal recipes or bottling 

recipes) suggested that recipes of the first part of the timeline (1955-1986), especially until the 

1980s, were more concerned with practicality and factored the limited access of a typical 

domestic cook at the time. This focus, among other factors, may have contributed to the 

disengagement with seafood noticed among New Zealanders for some time. “New Zealanders 

are remarkably unadventurous seafood eaters, which seems rather surprising given that some 

75 different seafood species are commercially fished here” (Listener, January 1992, p. 33). 

Burton (1982) also states: 

Until very recently, New Zealanders lacked the reverential attitudes of other peoples 

toward seafood. The early European settlers ate them more from necessity than from 

choice, and while toheroa, oysters and scallops were soon accepted as local delicacies, 

other more common species of shellfish have been regarded as suitable only for an after-
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match rugby social or a picnic by the beach. Nowadays, crayfish, pua and even mussels 

have entered the ranks of luxury foods, but fortunately for our stocks the prejudice against 

the smaller shellfish – pipi, cockles, tua-tua and kina – still remains (p. 54). 

Figure 4.8. Seafood in communications 

 

Although different types of fish were used in the recipes, more often, they were flexible 

towards the type of fish that was being used as ‘many varieties [of fish] are easily 

interchangeable’ (Cuisine, January 2004, p. 84) (e.g. ‘I used snapper but, blue cod would have 

been better’ (Listener, September 2010)). This could confirm that Galletly’s (2010) observation 

of historic sources, to a certain degree, held true: “despite the development of an efficient 

catching and distribution network, recipes [of 1880-1950 cookbooks] subsequently show 

diminishing interest in specificity, treating fish as a single commodity with little distinction 

between the texture and taste of individual varieties” (p. 140).  

Other seafood and shellfish has become more popular since 1987, however, its relative 

proportion to fish was decreased in the later years (Figures 4.8 and 4.9). Burton (2009) has 

noticed an increased “openness of Pakeha New Zealanders towards shellfish [which] reflects a 

cultural outlook away from Europe and an increasing appreciation of Pacific cuisine” (p. 95). 

However, at least in this study, the seafood that has been used more often were not necessarily 

manifestations of the Pacific cuisine but were more commercially available, mainstream items 
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and cockles appeared each just once in the recipes titles ‘tuatua fritters with fresh wasabi and 

basil mayonnaise’ (Cuisine, January 2006) and ‘steamed Westhaven cockles with garlic, white 

wine and parsley butter’ (Listener, January 2012) which appear to be more inspired by 

European cuisines (with hints of Japanese) than Pacific. Again, the status followed the locality 

and cost of seafood made it the ingredient of choice for the gourmet magazine while the 

association with European cuisines, which are considered as high-status, elevated the status of 

the ingredient and dish. The influence of ethnicities on represented cuisines in magazines will 

be discussed in Section 4.5.1.    

Figure 4.9. Fish and other seafood (e.g. shellfish) in communications  

    

4.4.1.2. Dairy products 

Dairy products encompassed a diverse range from milk to various types of cheese, cream, 

yogurt, or even ice-cream in the magazines. Egg was excluded from this category as it is not 

dairy. Apart from the increasing number of times different dairy products were mentioned in 

different forms of communications (Figure 4.10), no other particular trend regarding the 

general category of dairy was seen. However, this study focuses on representation of cheese as 

it is the category which has altered most vividly during the years. Moreover, cheese is also 

another ‘local’ ingredient in New Zealand whose production can have implications for food 

tourism in the country (Fusté‐Forné, 2016). 
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Figure 4.10. Dairy products in communications 

 

Cheese 

The recipe titles of the first part of the timeframe (1955-1986) use cheese (n= 8, 6.01%), 

however, until 1986, all they mention was ‘grated cheese’ without specifying the type of cheese 

that was used. This might have been in association with the limited types of commercially 

available cheese as until 1950s cheddar was the only type of cheese available in New Zealand 

(Burton, 2013).  Although the types of available cheese were limited, its use was more 

diversified and was an ingredient in sweet recipes such as ‘bran and cheese biscuits’ (Listener, 

July 1963).  

Although “gruyere and danbo [were produced] in 1960, feta in 1961, romano in 1964, 

parmesan in 1965, gouda in 1966 and edam in 1976” (Burton, 2013), and were commercially 

available, the recipes did not differentiate between different types of cheese until mid-1980s. 

The first allusion to a specific type of cheese (i.e. mozzarella) was in 1986 in ‘pork and apricot 

cheese schnitzel’ (Woman’s Weekly, January) while in 1976 cream cheese was used as the 

topping for crackers to be served with sherry (Woman’s Weekly, May 1976). Blue vein cheese 

became available in the early 1950s (Bailey & Earle, 1993; Burton, 2013), however, it only 

appeared in the advertisements of the 1950s and 1960s (n=3) and none of the recipes used this 

product. Interestingly, however, cream cheese was found earlier in the recipes than in 

advertisements (1985). Different surveys suggested that the public prefer “the milder flavoured, 

conventional cheeses” (Bailey & Earle, 1993, p. 175) such as cream cheese, colby, cheddar, 
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and perhaps mozzarella. The recipes of the earlier years, therefore, appeared to be less 

adventurous and more concerned with what the readers already liked. This viewpoint resulted 

in publishing recipes that had a better chance of recreating at home kitchens, indicating the 

importance of practicality in the era when food was considered as merely a sustenance. 

However, “a cuisine requires a sizeable crops of critical, adventurous eaters” (Freeman, 1977, 

p. 144), therefore, perhaps the assumption that the readers of these decades were ‘less 

adventurous’ resulted in communications of simple, more practical recipes which delayed 

diversification of cuisine in the magazines in those years.    

Colby and cheddar have remained the preferred type of cheese in New Zealand 

(Ministry of Health, 2006) while they both have been less commonly used in the recipes of 

1987-2016. Therefore, quite contrary to the first part of the time frame (i.e. 1955-1986), types 

of cheese that were less preferable to the readers have been more often mentioned. Moreover, 

different types of cheese have been differentiated and less often been considered 

interchangeable. There was also an increase noticed in recipes that used cheese (n= 77, 7.37%). 

Only a few recipes used different cheese types interchangeably or did not name the particular 

cheese that was to be used. For instance, ‘cheese and herb scone ring’ (Woman’s Weekly, March 

1987) uses grated cheese while ‘burgul bi jibn (bulgur pilaf with cheese)’ (Listener, November 

1997) uses ‘haloumi or mozzarella’ and ‘easy cheesy bread’ (Woman’s Weekly, July 2015) 

could be made with crumbled tasty cheese, parmesan, blue vein, cheddar, or feta. These recipes 

were only found in the weeklies while Cuisine always specified the particular type of cheese 

indicating that the gourmet preferred to express its culinary knowledge while the weeklies 

preferred practicality (i.e. the reader can use the cheese they have handy). Cuisine also 

displayed an affinity for using less popular, special cheeses such as feta (n= 11), goat’s cheese 

(n=10), and parmesan (n= 8) indicating the importance of ‘broadening the horizon’ of the 

readers and displaying taste.      

4.4.1.3. Starches 

New Zealand staple starchy foods are white bread and pasta (wheat), porridge and muesli (oat), 

and rice (Bailey & Earle, 1993; Burton, 2013) while white wheat flour has been commonly 

used for making baked goods such as cakes, buns, scones, and biscuits (Bailey & Earle, 1993). 

Staple starchy vegetables that are commonly used are potato and kumara with potato being 

labelled as “our staple starch vegetable” (Burton, 1982, p. 121). Versatility of these ingredients 
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and the products that are made with them result in difficulty organizing them into clear 

categories that would not overlap. Therefore, generalized terms of ‘cereal’ and ‘starchy roots’ 

were used to create the figures while the noticeable trends of more significant foodstuffs for 

New Zealand, either culturally (e.g. kumara) or highly used (e.g. bread and pasta), were focused 

on.  

Figure 4.11. Starchy roots in communications  

 

As shown in Figures 4.11, 4.12, and 4.13, cereals were more commonly found in the 

magazines compared to starchy roots. Potato was used in a total of 53 (4.51%) recipe titles 

while kumara (sweet potato) was used in 13 (1.1%) recipe titles (Figure 4.13). Both kumara 

and potato have been given staple status (Bailey & Earle, 1993), however, kumara was absent 

in the magazines of 1955-1986. As it was established that the magazines of these decades 

focused more often on the commonly used ingredients in the domestic kitchens, the absence of 

kumara might be linked to two possible reasons. Firstly, the limited ways to cook kumara was 

assumed to be known by the reader, although Burton (1982) suggests that there are “at least 38 

known ways of cooking the New Zealand kumara” (p. 116). This assumption was not 

considered for potato. Secondly, the food writers might not have considered kumara a common 

ingredient in the kitchens of their readers which could be disputed by the statistics provided by 

Baily and Earle (1993). The only other explanation would be the association of the ingredient 

with Māori culture, which at the time might not have been valued for many reasons including 

the disdain or indifference towards values of  ‘indigeneity’ and ‘authenticity.’ 
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Although kumara has recently been revered as an emblem of New Zealand-ness on the 

covers of magazines (Figure 4.23, Section 4.5.1.3) especially through its association with 

Māori, in the recipes and on the earlier covers, this aspect has not been noticed and both potato 

and kumara have been presented as commodity. At times, ‘sweet potato’ have been used 

instead of kumara in the earlier years (e.g. ‘soups, suppers and sweet potatoes’ Cuisine cover, 

July 1991; ‘sweet potato and bean soup’ recipe in Listener, July 2005) while lately there has 

been no mention of sweet potato.  In other words, the added status of kumara which comes 

with its association with New Zealand, through Māori, has been a recent trend noticed more 

distinctly in the 2010s. This was in accordance with Morris’s (2013) indigenous capital of 

Māori which the magazines, especially the gourmet, have recently aimed to recognize. Kumara 

was absent in the advertisements and potato was only advertised in form of crisps (n=4) while 

breakfast cereals were the most commonly advertised of cereals (n= 32). As these items (i.e. 

breakfast cereal and crisps) only appeared in the advertisements, they were excluded from the 

discussion in this section.  

Figure 4.12. Cereals in communications 

 

The majority of pasta recipes appeared in Cuisine (n=27 vs. n=7) while recipes of 

noodles appeared more commonly in the weeklies (n=5 vs. n=18). Although commercial pasta 
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2012) which will be further discussed in Section 4.5. Rice was also more commonly mentioned 

in Cuisine compared to the weeklies (n= 18 vs. n=6) and although rice is majorly produced and 

consumed in Asia (e.g. Muthayya et al., 2014) and is associated with the foodways of Asia and 

America (e.g. Wilk & Barbosa, 2012), the ‘fancy’ style of cooking the ingredient was 

associated with Europe while the ‘plain’ humble versions were hinted to be for other cultures 

(e.g. Asian): “usually I serve it [rice] plain to accompany a stir-fry or spicy chilli beans. But 

when I want to make it the star of the meal, I look to the cuisines of Europe for inspiration” 

(Cuisine, July, 2009, p. 47).  

There were other trends noticied confirming this observation. Rice recipes of the 

weeklies, which are more ‘humble’ in nature (Warde, 1997), prepared rice in Asian or Mexican 

(n=4) style more often than European (n=2), farro and polenta (Italian ingredients) appeared in 

Cuisine (n= 5) while quinoa appeared equal amounts of times in Cuisine and the weeklies (n=1 

each), and bulghur appeared more often in the weeklies than in Cuisine (n=2 vs. n=1). Both 

quinoa and bulghur appeared earlier in the weeklies as well while quinoa appeared on the cover 

of Cuisine (September 2016) following the international hype which changed quinoa’s status 

from peasant food to superfood due to its high protein content and lack of gluten (Gordillo-

Bastidas et al., 2016). High-protein and gluten-free traits have both been highly sought-after 

qualities for foodstuffs in the Western world in recent years and have contributed to the seed’s 

social prestige (Gordillo-Bastidas et al., 2016). Therefore, perhaps quite surprisingly, at times 

the weeklies were noticed to be more adventurous than the gourmet while the gourmet followed 

the trends that have already been set in the Western media.  

Figure 4.13. Main starchy ingredients in recipes 
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4.4.1.4. Fruits and vegetables 

Fruits and vegetables, in studies or statistics, are usually combined together while the focus has 

been less on the variety of fruits and vegetables available, even when focusing on the 

development of cuisines (e.g. Radd-Vagenas et al., 2017), than the patterns of consumption. 

Fruits and vegetables are also seasonal produce, and therefore, their availability and use was 

highly seasonal, too, which makes any generalization about them more difficult than other 

ingredients.  

Due to insufficient data, comparison of fruits and vegetables production and 

consumption and their appearance in food communications was not always possible. However, 

major fruits and vegetables in New Zealand have been mentioned in a few sources. For 

instance, Bailey and Earle (1993) provided a timeline for staple, semi-staple, and minor staple 

vegetables. The staple status was given to potatoes, cabbage, onions, carrots, cauliflower, 

kumara, lettuce, pumpkin-squash, tomato, and parsnip for the timeline of 1965-1985 (p. 126) 

which is the closest to the first part of the timeline of this study (i.e. 1955-1986). Potatoes, 

carrots, tomatoes, lettuce, and peas (Ministry of Health, 2006) have been the most commonly 

consumed vegetables among adults and children in more recent years. Bailey and Earle (1993) 

also asserted that fruits never gained a staple status. However, they named apple, citrus fruit, 

kiwifruit, passionfruit, tamarillo, berries, banana, orange, and pineapple as the most commonly 

supplied fruit while banana, apple, orange, mandarin, and stone fruit have been most commonly 

consumed in more recent years (Ministry of Health, 2006).  

Appearance of fruits and vegetables in recipes seemed to be associated with the taste of 

dish (Figure 4.14). Vegetables, even those with sweet taste (e.g. pumpkin, carrot, kumara), 

were generally used in savoury dishes as a comparison of vegetables in recipes and savoury 

dishes would suggest. 81.72% of savoury recipe titles included a type of vegetable while 

59.74% of all recipe titles included at least one type of vegetable (n=702). However, the same 

comparison for fruits and sweet recipe titles was not quite possible as some fruits were used 

for savoury recipes, especially in the second part of the timeframe, such as lemon (e.g. ‘lemon 

chicken’ (Cuisine, January 1990)), coconut (e.g. ‘tomato and coconut soup with fish 

dumplings’ (Cuisine, July 1999)) or raisins (e.g. ‘boneless leg of lamb with caper and raisin 

salsa’ (Cuisine, November 2015)). Still, fruits appeared in 30.29% of all recipe titles (n=358). 

However, vegetables did not generally appear in sweet recipes and appearance of fruits in 
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savoury dishes, at one point or another, was at least ‘surprising’ to the New Zealand palate as 

mentioned in the advertisement for dried fruit: ‘Chicken curry … with sultanas?’ ‘Keep this 

cunning recipe on hand to surprise them one night when they least expect it’ (Woman’s Weekly, 

November 1983, p. 68). 

Both categories of fruits and vegetables have diversified over the years suggesting that 

more options have become available in New Zealand. However, it should be noted that the 

lesser status of fruits and vegetables compared to meat, both in consumption patterns and 

elements of the meal (Douglas, 1972; Murcott, 1982), could have potentially affected naming 

of different dishes. Therefore, the recipes might have used more of these ingredients. However, 

not all of them were significant enough to feature in the title.  

Figure 4.14. Vegetables and fruits vs. sweet and savoury recipes 
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Figure 4.15. Vegetables in communications 
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a force as it used to be both in the sense of availability of foodstuffs out of season and 

availability of commercial preserves or frozen foodstuffs. Perhaps due to the increased number 

of women in the workforce as well as availability of commercial sweets, the providers have 

felt that the readers would not have time to make desserts and would use commercial 

counterparts. Therefore, they provideed recipes that had a better chance of being replicated at 

home (Warde, 1997).  

Figure 4.16. Fruits in communications 

 

The recipe sections seldom did or needed to provide recipes for ways to eat raw fruit 

which has commonly been advocated for its health benefits. The recipes most often used 

canned pineapple (n=7), passion fruit (n= 6) and boysenberry (n=4) in 1955-1986 and apple 

(n= 25), strawberry (n=23), apricot (n=21), pear (n=17), and banana (n= 10) in 1987-2016. 

Contrary to the trends noticed in other ingredients, these fruits were among those that have 

commonly been consumed, as mentioned above, in New Zealand. This may inadvertently 

suggest that fruit is of lower value and status in the cuisine in magazines. In other words, not 

only has fruit been an insignificant ingredient in the cuisine in magazine, it could not act as a 
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4.4.1.5. Section summary 

The availability or scarcity of ingredients have a significant role in the shaping of cuisine (e.g. 

Belasco, 2008; Goody, 1982). In the real world, perhaps, people commonly eat what is 

available to them. In the world of the magazines, this is not necessarily true as the magazines 

aim to educate their audience which at times include education on what is less-commonly 

known or eaten. Therefore, there are two main focuses found in the magazines when it comes 

to using ingredients; using the available for the sake of practicality in the domestic kitchens 

and using the less-available for educating the readers and differentiating the magazine as 

displaying the knowledge of food adds to the status of the magazine. 

Recipe sections of the weeklies especially in the timeframe of 1955-1986 were more 

commonly about available ingredients, introducing variations on what could be made with 

those ingredients. Therefore, these recipes focused on practicality, providing varieties of the 

accepted foods that could be made with available ingredients. This has resulted in a simple but 

very practical cuisine found in the magazines of the time. The ingredients were easily found 

and accessible while the dishes were to be nourishing, known or understandable. Since 1987, 

however, with introduction of Cuisine as the first food-focused magazine in New Zealand, the 

food education has become more complex. There were recipes written for practicality in both 

the weeklies and Cuisine, however, there were recipes written to educate the reader about new 

or less available ingredients, perhaps to disturb the routinized scenery of the domestic kitchen. 

These recipes were written by the adventurous writers for the adventurous readers to make 

cuisine more complex and elaborate (Goody, 1982). Yet, exoticism and introducing the ‘new’ 

was not the only consideration for the magazines (Johnston & Bauman, 2007). Some 

ingredients have received more attention from the magazines depending on the trends of the 

time, high or low status of the ingredient, or importance as a staple item. Following the societal, 

or ‘international’ (i.e. Western), trends has been an important factor affecting the use of 

ingredients in the magazines which at times came from the ‘novelty’ of ingredient itself (e.g. 

quinoa) or the novel uses or new information found about the otherwise mundane ingredient 

(e.g. legumes). Therefore, the popularity of ingredients in Western food communications 

affected their appearance in the magazines.  

In this part of the timeframe, the most commonly accepted ingredients were deliberately 

ignored or replaced with ingredients that were more difficult to find as availability lowers the 
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status of the food item (Johnston & Bauman, 2007). Moreover, less commonly used ingredients 

were more talked of both to inspire the readers while communicating the uncommon command 

of the writers on ‘good food’ as a distinguishing factor. In this sense, the cuisine of the 

magazines was less about what the readers eat and more about what they ‘should’ eat.   

4.4.2. Food items 

The diversity of this category has significantly increased over the years. Excluding recipes 

whose titles encompassed a few ingredients named after another (e.g. ‘boysenberries with 

yoghurt’ (Woman’s Weekly, January 1974), ‘apricot with cottage cheese and hazelnuts’ 

(Cuisine, March 1987)), which appeared more often in the 1987-2016 timeframe, or were 

vague descriptions (e.g. ‘cold chicken for picnics’ (Listener, November 1983), ‘tasty snack’ 

(Woman’s Weekly, September 1960)), which appeared more often in the first part of the 

timeframe (i.e. 1955-1986), recipes for categories of dishes (e.g. pie, risotto, kebab) became 

more diverse. It might be impossible or fruitless to go through every category of dishes when 

more than 100 were named, therefore, this section only focuses on the dishes that were named 

repeatedly on the covers as shown in Table 4.1 and those which reappeared more frequently in 

the recipe titles in the food columns. The findings are presented in an alphabetical order. 

Although pavlova has neither of the mentioned criteria, due to its cultural significance and 

history (e.g. Leach, 2008; 2010c), it was included and presented at the end of this section.  

4.4.2.1. Biscuits  

Baking has historically been an important part of women’s kitchen duties in New Zealand 

(Herda, 1991) and an extensive range of biscuits, both homemade and factory-made, were 

consumed in New Zealand (Bailey & Earle, 1993). The increase in consumption of 

commercially made biscuits from around seven kilos per head in 1950s to 10 kilos per head in 

1980s (Bailey & Earle, 1993) could suggest that there was a move away from baking biscuits 

at home to buying factory-made while there has also been a steady increase in the household 

expenditure and consumption of commercial biscuits in the 2000s (Ministry of Health, 2006). 

In other words, health trends could be less associated with the decreasing number of biscuit 

recipes in the magazines than the time restrictions of women who have been increasingly 

working outside homes. The latest statistics suggest that the labour force participation of 

women in New Zealand is 65.9% while the employment rate of women is 62.5% (Ministry for 
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Women, 2017). This trend could be vividly noticed in the number of recipe titles for biscuits 

provided in both parts of the timeframe as well as the information that was provided in their 

context.  

There were five biscuit recipe titles in 1955-1986 which all have been published prior 

to 1980 (i.e. 3.81% of the recipe titles of this part) while there were seven titles (i.e. 0.67%) in 

1987-2016. Aunt Daisy stated: “recipes for biscuits are always in demand. They are easy on 

eggs and fuel, and very handy for helping out with afternoon tea or supper” (Listener, July 

1963, p. 22). Apart from the importance of biscuit, this statement indicated how economic 

values were of more importance at the time while convenience, though still an issue, came 

second (see Chapter Six) as it was assumed that the ‘housewife’ had enough time for baking.  

In 1987-2016, however, biscuits were at times labelled ‘nostalgic’ (Listener, January 

2010) and made for occasions such as Christmas holidays (e.g. ‘creamed sugar biscuits with 

dried fruit’ – Listener, January 2010) or mother’s day (e.g. ‘biggie chocolate chip cookies’ – 

Woman’s Weekly, May 1994) or for gift-giving (‘forgotten cookies’ – Woman’s Weekly, March 

2013). These all could suggest that although biscuits may still very well be a part of New 

Zealand diet, biscuit baking has moved from homes to factories. Homemade biscuits also are 

no longer low-prestige everyday items; their rarity, in practice rather than from ingredient, have 

gained them higher status, suiting high celebrations and gift-giving.  

However, the iniquitousness of biscuits, even with the added status, has not gained them 

enough prestige to be commonly mentioned in the gourmet food communications. One reason 

would be that such recipes would not be ‘new’ to the reader of the gourmet magazine nor would 

they communicate the tastefulness of the gourmet food writer to the readers. In fact, although 

the food writers generally refrained from using store-bought ingredients, stigmatizing 

convenience items and praising cooking ‘from scratch’, they encouraged the readers to buy 

European gourmet, imported items which would replace biscuits or other desserts (e.g. rum 

babas and nougat – Cuisine, January 1994). In the context of home entertaining, therefore, to 

the gourmet magazine, and perhaps the readers as well, food is a non-negotiable item; ‘good’ 

food has to be made at home as it is the main meal (Marshall, 2005). However, biscuits or even 

desserts which are of lower status, could be replaced by store-bought items that are of a certain 

‘quality’ (i.e. expensive, gourmet, European, imported). These values are further discussed in 

Section 4.5 and Chapter Five.      
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Advertisements of commercial biscuits appeared equal number of times in both parts 

of the timeline (n=8), however, their percentage significantly decreased from 2.14 to 0.51 

percent. Perhaps the companies found additional advertisements unnecessary with the 

successful replacement of homemade biscuits with the commercial counterparts. In the later 

decades, too, the advertisements were for ‘new’ products (e.g. toffee pops desserts) rather than 

the commercially made replicas of established items (e.g. Afghan or Anzac biscuits). Taglines 

such as ‘just like mother used to make’ (Listener, November 1959) or ‘which are the home-

made afghans?’ (Listener, July 1963), indicating that commercial biscuits are as good as 

homemade, disappeared in the 1970s hinting that since the 1970s baking biscuits was no longer 

a value and homemade biscuits were no longer the standard that the commercial biscuits needed 

to aspire to. Although there were no letters found indicating the practice of baking biscuits at 

home by the readers, promotional recipes for biscuits were commonly found in the 1960s (n= 

6) and 1980s (n=5) and were replaced with recipes for cakes, at times cakes made with 

commercial biscuits such as cheesecakes, for instance.      

4.4.2.2. Pies 

Apart from the historic ties of pies and pie carts in New Zealand culture (e.g. Neill, 2013), pies 

appeared in both parts of the timeframe of this study with almost equal percentages (n=4, 3.05% 

& n= 38, 3.63%) suggesting the constant significance of this dish in the magazines. While half 

of the pies in the first part were sweet, only almost a quarter of them (n=9) in the second part 

remained sweet which is a finding consistent with the sweet to savoury ratio of the recipes in 

general (Figure 4.2). It could also suggest the decline in baking activities historically associated 

with women. Therefore, pie as a food has remained constant in the diet, however, pie as dessert 

may have moved from the domestic to the commercial kitchens.   

In 1955-1986 pies are just another dish with no stories or background. There was no 

recipe for their pastry as they ask for ‘pre-baked pie shells’ (Woman’s Weekly, March 1961) or 

‘flaky pastry’ (Woman’s Weekly, January 1968) which may be store-bought (i.e. convenience 

food). Savoury pies have been presented as smart ways to use up leftover foods such as 

Christmas ham in ‘ham and apple pie’ (Woman’s Weekly, January 1968) or leftover roast and 

gravy for ‘shepherds/cottage pie’ (Woman’s Weekly, September 1978). Shepherd’s pie was 

hinted to be an old-fashioned, forgotten recipe as the writer asked “how long has it been since 

you made a cottage pie or shepherds pie?” (p. 90). Indeed, shepherd’s pie only appeared one 
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more time as ‘luxury shepherd’s pie’ (Listener, May 2012). Therefore, although pie is a 

significant food in the magazines, the instances above could suggest that savoury meat pies 

made with pastry, similar to those sold in the pie carts (e.g. Neill, 2013), are what the magazines 

prefer.  

In 1986-2016, pies could be divided into two categories; the common everyday items 

(much similar to the pies of the previous years) and the high-status, celebratory items. Pies in 

the weeklies, especially in Woman’s Weekly, belonged to the first category as they were not 

elaborate and were almost similar to the pies of the previous years (i.e. 1955-1986). For 

instance, the recipes used convenience items without any legitimization by the recipe writers, 

purely for added convenience. They also encouraged the readers to use “leftover veges” 

(‘picnic pie’ in Woman’s Weekly, November 2013), making the recipes more everyday (i.e. 

lower status and ordinary). Pies, especially in Cuisine, are not everyday items they were before 

due to the inconvenience of making them, including the pastry, from scratch. This suggests that 

effort and time is what makes a dish worthy and extraordinary enough for entertaining (see 

Chapter Five) and different from the ones “at your local dairy” (Cuisine, July 2005, p. 69). 

‘Little lamb pies’ (Cuisine, May 1988) was a course for an elaborate menu or ‘oxtail and 

beetroot pie’ (Cuisine, July 2007) was suitable as “a first course for a grand dinner” (p. 60). 

The recipes in Listener stanood between these two categories; one was a smart way to use up 

seasonal ingredients that the reader might have a surplus of such as tamarillo (July 1987) or 

apricots (January 1998). The other way, especially when they were made ‘from scratch’ and 

time consuming, was for ‘summer holiday […] nostalgic baking’ (Listener, January 2010) such 

as Christmas mince pies.    

The writers knew that the importance of convenience for the reader and tried to 

convince the reader to spend the required effort for the pies with statement such as “don’t be 

put off by the number of steps involved in making this delicious rabbit and marinated pork pie. 

It is well worth the effort just for the aroma, let alone the end result” (Cuisine, July 2005, p. 

72). They also aimed to invoke the links to memory and nostalgia in an attempt to appeal to 

the reader. However, at times the writers aimed to reduce the inconvenience by suggesting 

using high-quality convenience items which have been legitimised by being expert-approved 

in statements such as “even as a professional I hardly ever bother to make flaky pastry as 
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excellent flaky pastry – made using butter, not baker’s margarine – is available these days” 

(Cuisine, July 2007, p. 59).  

Like biscuits, the status of pie is somehow elevated from an everyday item to use up 

leftovers to an item for grand dinner parties. The status of pies, however, comes from three 

distinct sources; firstly, the inconvenience that is associated with making pies ‘from scratch’ 

renders both sweet and savoury pies an item with higher status. Secondly, the status of pies, 

especially the savoury, comes from meat as the main ingredient for the filling, other high 

quality ingredients, or relatively rare combination of ingredients used in making them. Finally, 

the history, ‘tradition’, and nostalgic feelings that the reader might have towards pies both add 

to the value and present the dish as ‘authentic’ (Johnston & Bauman, 2007). Perhaps, this is 

why ‘foreign’ variations of pies, though found in both Cuisine and the weeklies, did not possess 

the status that ‘traditional’ pies have, even when they appeared in Cuisine. For instance, 

‘eggplant pie Saracen-style’ (Cuisine, March 2001) was just “a filling, tasty meal to prepare 

ahead” (p. 73). 

4.4.2.3. Preserves 

Home preserving recipes were usually for preserving cheap, abundant, seasonal fruits and 

vegetables to be used when they were expensive, unavailable, and out of season. Making jam 

or conserving fruits as well as pickles and chutneys was a significant element of domestic 

cookery so much that a second ration of sugar was allowed during the bottling season during 

WWII (Burton, 2013). In other words, preserving was an activity done out of necessity. 11.45% 

of the recipes in the 1955-1986 timeframe are for preserves (n= 15). Tomato, passion fruit, and 

berries were the most common ingredients for preserving while jam (including marmalade) 

was the most common item made (n= 9).  

Preserving declined since the 1970s as more women joined the workforce (Burton, 

2013). Moreover, the introduction of cheaper and more convenient commercial replicas 

(Burton, 2013) was a direct result of the enhancement of food production technology. The deep 

freeze and refrigeration technology also became more available in the food industry (Goody, 

1982; Leach, 2014) as well as homes, rendering preserving less of a necessity. For instance, 

tomatoes, though seasonal at the time, were versatile ingredient and preserving them was 

necessary, by the housewife, to ‘enhance our winter meals’ (Listener, March 1961). Apart from 
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tomato based chutneys, ‘tomato soup’ and ‘tomato sauce’ (i.e. ketchup) (Listener, March 1961) 

were bottled at homes. Although tomato ketchup was imported to New Zealand and made 

locally in 1870s and Wattie’s tomato sauce production started in 1934 (Fryer, 2016), tomato 

sauce was mentioned to be a new addition to the New Zealand foodways and a ‘much nicer 

condiment [than vinegar] for common use’ (Listener, March 1955). With the increasing 

popularity and availability of the commercial counterparts, however, recipes for tomato sauce 

did not reappear in the magazines.  

The decline in preserving (out of necessity) could be seen in the changes that occurred 

in advertisements of preserving goods. In the 1950s and 1960s, the most commonly advertised 

products were preserving equipment such as specialized preserving pans, jars, and seals (n=4) 

while in the 1970s, canned ‘jam base’ or ‘marmalade base’ (i.e. canned sliced and cooked fruits 

to boil with sugar and water) were advertised to save effort, time, and money (n=3). This 

change could suggest that although preserving items, especially jam and marmalade, from 

scratch, declined (Burton, 2013), jam-making remained a significant part of women’s duties 

and jams and marmalades were a notable part of the diet at the time.  

In other words, the time restrictions of working women resulted in outsourcing about 

half the process of jam making to the commercial kitchens, however, outsourcing the whole 

process was still unacceptable. Moreover, although it was more socially accepted for women 

to use convenience items, as oppose to the 1950s, it was still expected of them to add their 

personal touch by using commercial jam base to make jam at homes rather than buying ready-

made jams. A sketch of a woman in Listener (March, 1956) suggested that purchasing 

convenience items was not appropriate at the time (Figure 4.17).  

Figure 4.17. A sketch of a woman eyeing a can of plums suspiciously 

 
 Note. From Listener (January 1956) 
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Preserving recipes still appeared on the covers of Woman’s Weekly in the middle to late 

1970s such as ‘delicious beetroot and raising relish’ (March 1979) suggesting that preserving, 

though declined, did not disappear. These recipes also appeared in 1986-2016 timeline, 

however, apart from the significant decline in the numbers (n= 39, 3.73%), there was also a 

significant move from jam (n=10) to pickles, chutney, and relish (n=26) which appeared to be 

consistent with the sweet/savoury ratio of recipes as depicted in Figure 4.3.   

Apart from effects of convenience, technology, and changes in the gender composition 

of workforce, there has been a significant decline in the number of New Zealanders who 

reported eating breakfast while there has also been a move from cooked breakfast and bread 

and jam towards breakfast cereal or other items (Leach, 2014). Other sources, such as a tourism 

website, claimed that “a typical New Zealand breakfast consists of cereal (especially the iconic 

Weet-bix for kids) and some toast” (New Zealand Global, 2019) while only two-thirds of New 

Zealand residents have been reported to eat breakfast (University of Otago & Ministry of 

Health, 2011), including toast (Horizon Poll, 2013), or leftovers including fish and chips and 

pizza (results from Sanitarium survey in NZ Herald, 2016). Therefore, the effects of changes 

in the dietary habits of New Zealanders could also be associated with the decline in making 

and using jams and marmalades at home. Breakfast was certainly not ‘incomplete’ (Aunt Daisy 

in Listener, July 1957) without marmalade anymore. This could further validate the claim that 

practicality was one of the most important values of the time.  

Consequently, in the 1987-2016 part of the timeline, preserves and preserving were 

found on six covers with pickles appearing more often (n=2) than the rest. Generally, preserves 

appeared to be a sub-section of a recipe title when they were found in Cuisine (n= 16 vs. n= 4) 

while the weeklies included stand-alone recipes titles for preserves more often than as a sub-

section (n= 17 vs. n=2). For instance, ‘barbecued quail with peach and tamarind chutney, 

saffron rice, barbecued peppers and red onions’ (Cuisine, November 2001) or ‘ginger glazed 

pork belly with pickled pear and spinach salad’ (Cuisine, March 2015) were recipes with a few 

steps, one of which, was the instructions for the preserve.  

Therefore, preserves are not a significant item on their own right anymore and are more 

auxiliary in the diet in recent years, perhaps because of the dominance of convenience items in 

the market or health concerns regarding excess use of sugar or salt. Moreover, although the 

activity of bottling and preserving has gained much status as a hobby in recent years (Watson, 
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2017), the stand-alone recipes appeared more often in the weeklies (in 1980s, 1990s, and 

2000s) suggesting that the activity is yet to be recognized a high-status activity in Cuisine. 

Burton (2013) notices a comeback in such recipes in cookbooks of early 2000s as well. This is 

another instance, along with the use of quinoa, suggesting that the gourmet magazine is more 

of an international trend follower than a trend-setter.    

4.4.2.4. Pudding        

Although there are both sweet and savoury puddings, the majority of puddings in the magazines 

were sweet. Baily and Earle (1993) also only considered sweet puddings in their study and 

stated a few reasons for their decline in consumption over the years in New Zealand. There 

were two main pudding types noticed in the magazines; the milk-based pudding (e.g. rice 

pudding) and the slow-cooked cake-like pudding (e.g. Christmas pudding). Recipes for the 

latter were more commonly found in the recipe sections of the magazines throughout the whole 

timeframe while milk-based instant puddings were often commercially promoted, especially in 

the 1955-1986 timeframe.  

According to Baily and Earle (1993), the number of pudding recipes declined 

significantly in the cookbooks published since 1950. This decline, or rather scarcity, has been 

noticed in the magazines as well. There was a total of four pudding recipe titles in 1955-1986 

part of the timeline (3%) with only ‘baked chocolate pudding’ (Woman’s Weekly, July 1957) 

found in the 1950s and 1960s whereas the majority of instant pudding advertisements were 

also found in these two decades (n= 6). However, it should be noted that there were five other 

advertisements for jelly or custard powder (i.e. total convenience dessert advertisements = 11) 

indicating the general and increasing preference for colder (Bailey & Earle, 1993) and instant 

desserts. The increase in the number of women working outside homes, availability of cheap 

refrigeration technology, and changes in the cooking technology (i.e. the availability of electric 

stoves) could be attributed to this preference. Therefore, the values of convenience and 

thriftiness (see Chapter Six) appealed to the domestic cooks while the lighter texture of the 

cold, instant, milk-based puddings would appeal to the consumers who, following the 

Americans, demanded colder desserts (Burton, 2013; Bailey & Earle, 1993). The 

advertisements, however, usually used appeals to convenience and thriftiness than taste to 

entice the readers. ‘Gregg’s very latest minute-quick treat. […] all one shilling for a six serving 

size’ (Woman’s Weekly, July 1957), or: 
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One minute to make – five to set! Get a Gregg’s Instant Pudding today … and tonight? 

SEE [emphasise in the original] how much time you save in the kitchen … time you can 

spend with your family … time to “welcome them home” (Woman’s Weekly, November 

1959). 

Although switching from homemade to convenience items, at times, requires a transition 

product or period (e.g. the case for jams above), switching from homemade to convenience 

puddings appears to be more acceptable (Leach, 2014) as dessert is not one of the main 

elements of a meal (Douglas, 1972). Moreover, the inconvenience involved with serving hot 

puddings which stems from the need to serve them immediately (Law, 1988), the need to grate 

the suet (C.M. Hall, personal communications, November 3, 2019), as well as the availability 

of cheap refrigeration technology and changes in cooking technology from slow cooking on a 

wood or coal stove to a gas or electric one may have contributed to this transition. However, 

the effects of American food culture should not be ignored as acceptance of such items in the 

American culinary culture, which is considered of high status (Morris, 2013), rendered hot 

puddings less desirable (Bailey & Earle, 1993) at the time.  

It should also be noted that if cookbooks prior to the 1950s had a substantial section 

dedicated to recipes for hot puddings (Bailey & Earl, 1993), the magazines might have assumed 

that the readers already had access to enough recipes and did not see the need to include them 

in their few food pages. In fact, Listener’s food columnist stated that growing up not having 

puddings was an anomaly; “steamed pudding making seems to run in families. My mother 

never made them […]. It’s very different in other families where soft, moist, steamed puddings 

are part of family legend, either loved or hated” (Listener, September 1992, p. 40).   

Health concerns, as puddings are usually rich and heavy; high in fat, carbohydrates, and 

sugar, have also been associated with the decline in the consumption of puddings (Bailey & 

Earl, 1993). However, this did not seem to be strictly the reason for their demise in the 

magazines as other rich and heavy desserts have frequently appeared in the food sections. 

Therefore, the change might be more associated with changing tastes and ebb and flow of food 

fashions or the inconvenience of making and serving puddings. For instance, although health 

concerns and awareness increased since the 1980s (see Chapter Six), so did the number of 

pudding recipes (n= 26), and the decline was only by 0.51 percent (from 3% to 2.49%). 

Puddings still appeared on six covers, especially in association with winter time or Christmas, 
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suggesting that the tradition of consuming hot puddings in appropriate season (here, cold winter 

time as well as warm Christmas time) was still advocated. Moreover, the unavailability of the 

item which comes from the inconvenience of making has gained the dish additional status.   

4.4.2.5. Salad and Soup   

Salad, excluding fruit salad, had a strong presence in the second part of the timeline (i.e. 1987-

2016) with 113 explicit mentions in the recipes (10.82%) while it appeared only in 4.51 percent 

of the recipes (n= 6) in the previous years (i.e. 1955-1986). Eating raw vegetables appeares to 

be relatively newly accepted in New Zealand while cooking vegetables, especially boiling 

them, has a longer history (Bailey & Earl, 1993; Burton, 1982). Although recipes for raw 

vegetable dishes appeared in the cookbooks of 1920s (Bailey & Earle, 1993), eating raw 

vegetables was uncommon and overcooking them was often mentioned to be the general 

practice (e.g. Burton, 1982; 2009). The recipes titles of 1955-1986 could confirm this claim as 

five of the salad recipes were made with ingredients which could not often be eaten raw (e.g. 

potato). For instance, ‘frank[furter] salad’ (Woman’s Weekly, September 1966) contained 

boiled potatoes and sautéed onions and celery. Potato and green peas were the common 

ingredients in these salads, while the only other salad with raw vegetables was more of a cold 

sauce than a salad to accompany cold lamb (‘mint and onion salad’ in Listener, January 1962).       

In the second part of the timeframe, salad appeared to be either a meal by its own merit, 

a part (component) of a recipe for a dish, or a course for a dinner menu. However, the notion 

of salad as a meal by itself is relatively new as until the 1990s, salad was essentially a side dish; 

one of the trimmings for the meal (Marshall, 2005) or an additional component to the ‘proper 

meal’ of ‘meat and two vegetable’ formula (Murcott, 1982). As an additional component, salad, 

does not challenge the notion of meal but extends it, indicating how the elements of ‘proper 

meal’ have developed and diversified from the formula of ‘meat and two vegetables’ (Murcott, 

1982). For instance, ‘pork and clam salad’ (Cuisine, January 2008) “can be turned into a main 

course by accompanying it with some steamed jasmine rice” (p. 50). Salads, on their own, were 

generally considered suitable for lunch rather than dinner, suggesting that other elements of 

meal (e.g. its warmness) have remained constant. The earliest salad as a meal or main course 

found in the recipe titles was ‘Catalan broad bean and prawn salad’ (Cuisine, September 1996) 

which could “turn into a main course by adding extra seafood” (p. 49).  
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Salads appeared slightly more often in Cuisine than the weeklies (n= 65 vs n= 48) and 

as both ingredients, especially vegetables, and cooking methods have diversified, there were 

various types of salads with raw, cooked, and mixed raw and cooked ingredients found. Salads 

specially appeared on the covers of magazines in the 1990s (n= 2), 2000s (n= 2), and 2010s 

(n= 7) in summer and spring issues indicating that salads were becoming more important with 

a strong association to season and seasonality. The recipes titles, too, were more commonly 

found in November (n=28), March (n= 25), and January (n= 19). The seasonality aspect could 

be both due to the inclination to eat colder dishes in warm weather and the use of seasonal 

ingredients which could be seen in the recipes. The seasonality that was associated with the 

inclination to eat season-appropriate dishes (i.e. cold dishes in warm weather) was more often 

and increasingly noticeable, compared to the seasonality of ingredients, as improvements in 

technology have resulted in the availability of out-of-season ingredients all year round. 

However, the food writers, when possible, still encouraged the readers to use fresh, seasonal 

vegetables for their better taste than out of season varieties. For instance, asparagus that still is 

a highly seasonal ingredient, available during September to December, was found in the recipe 

titles of September and November and January. Moreover, the health trends that encourage the 

increase of daily vegetable intake, especially in the raw form, should not be ignored (e.g. 

Woman’s Weekly, March 2009).  

Soup had a slightly stronger presence in the first part of the timeline (i.e. 1955-1986) 

with 6.01 percent of the recipe titles (n=8) while this percentage declined to 4.98 in the second 

part of the timeline (n= 52). While the majority of recipes for soups were warm dishes suitable 

for colder months, there were a few cold soups for warm weather in the second part of the 

timeline. Although Leach’s (2010a) study of cookbooks claims that cream-of-vegetable soups 

started to fade in the 1950s and minestrone became fashionable in the same decade, cream-of-

vegetable soup remained the dominant form in the magazines of the 1950s and minestrone was 

found in the 1980s. This is another example suggesting that the food trends in magazines and 

cookbooks sometimes appeared to be contradictory. Moreover, there was little to no context 

given about the setting for soup consumption in the magazines whereas in the cookbooks, at 

least since the 1960s, soup was presented as a course in the context of ‘home entertaining’ 

(Leach, 2010a). Soup was also presented as an economical dish in the magazines, especially 

the women’s, to replace the ‘meat and two veg’ formula (Woman’s Weekly, May 1982; 
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November 1983) of the proper meal (Murcott, 1982) or to increase the vegetable intake (e.g. 

Woman’s Weekly, May 2004). 

Although curried vegetable soups were the common type of soup in the 1980s (Leach, 

2010a), they were not found in the magazines. ‘Meatball cabbage soup’ (Woman’s Weekly, 

May 1982) and ‘minestrone’ (Woman’s Weekly, November 1983) were the only soups found 

in the 1980s and since 1990, the most common types of soups were broth or water-based (i.e. 

not cream based or chowder). Soups had two main functions and types; the heavier ‘hearty’ 

versions such as those made with legumes, dumpling, and noodles, were ‘comfort foods’ for 

winter time and a meal on their own right. The delicate, light soups, which were preferably 

made with seafood, were suitable as the first course of dinner menus for home entertaining. 

Although it should be noted that salads with seafood had a stronger presence as the preferred 

first course. For instance, ‘chilled lettuce soup’ which was to be served with cooked prawns 

(Cuisine, March 1993) was mentioned to be a ‘delicious light entrée for formal summer meals 

(p. 111) while ‘Pierre’s oyster soup’ (Cuisine, July 2003) was ‘more of a dinner party affair’ 

(p. 82). This, suggests that the rarity of ingredients was, to a certain degree, more important, 

and therefore, more impressive than the type of dish that was used for entertaining (see Chapter 

Five).  

Both salads and soups have changed from part-of-meal to a meal category on their own, 

depending on their ingredients and serving accompaniments. For instance, soups needed to 

have legumes, meat, or dumpling to qualify as a meal and were suggested to be served with 

bread-type accompaniment while salad had to include a type of meat (at times seafood) and a 

form of starch to constitute a meal. However, these dishes were not generally considered 

appropriate to be the main course for the dinner party or at high holidays. Therefore, salad and 

soup both are of lower status, as mainly vegetable dishes, and will only be enhanced when a 

high-status ingredient is present.     

4.4.2.6. Pavlova vs. meringue: a curious case  

Pavlova is a major dish in New Zealand which has been the centre of a ‘war’ between Australia 

and New Zealand, both claiming to be its country of origin (Leach, 2008). What is known as 

pavlova today is not the original gelatine pavlova (Leach, 2008) but a meringue-based dessert 

topped with whipped cream and fruit whose origin is still disputed between New Zealand, 
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Australia and maybe even the USA (Eleven, 2015). Although the dessert is associated with 

New Zealand culinary history and culture, it was surprisingly underrepresented in the 

magazines. It appeared twice on the covers under ‘pavlova’s back’ (Cuisine, May 1998)’ and 

‘sweet [Christmas] feast: pavlovas, mince pies, puddings & gifts’ (Cuisine, November 2015). 

The first title suggested that pavlova had become unfashionable, at least, for some years. In 

fact, the only time that a pavlova-like dessert appeared in the magazines prior to this time was 

in 1974 and was named ‘boysenberry meringue nest’ (Woman’s Weekly, January 1974) rather 

than boysenberry pavlova suggesting that indeed pavlova was out of fashion.  

Later on, pavlova appeared only twice in the sample; once in the context of historic 

recipes as a recipe from 1933 (Woman’s Weekly, January 2000) and once in the context of 

Christmas and as a Christmas dessert (‘strawberry pavlovas’, Cuisine November 2005). In 

Woman’s Weekly, however, pavlova was noted among other dishes that have had “major 

influences which changed our [New Zealand] food habits” (p. 78). However, pavlova was 

absent on the cover of Cuisine in 2016 (May) which headlined ‘home grown’ and ‘our people, 

our stories, our food’ (Figure 4.23) although dishes such as ‘pies’ have been mentioned.  

‘Meringue’ appeared much more often than ‘pavlova’ in the magazines (n= 8 vs. n=3) 

and although historic analysis of recipes as done by Leach (2008) may suggest that meringue 

and pavlova, at least when whipped cream is present, can be used interchangeably (see p. 58-

61), meringue was the preferred term used for the desserts rather than pavlova. However, 

historically speaking, meringues and meringue cakes were called pavlova in New Zealand 

(Leach, 2008, p. 69). Therefore, ‘caramel meringues filled with coffee cream’ (Listener, May 

2006) and ‘mocha filled meringues’ (Woman’s Weekly, November 1991) are variations of little 

‘pavlova cakes’ (Leach, 2008, p. 58) while ‘hazelnut brown sugar meringue cake’ (Cuisine, 

November 2015) can certainly be called pavlova. Therefore, pavlovas were still being made in 

the magazines, however, the historic ties of the name may present the dish as old-fashioned 

and the magazines, especially the gourmet, aimed to avoid this. Moreover, as pavlova is well-

known, relatively easy to make, and ubiquitous perhaps, the magazines may have found it a 

less significant topic of conversation, while meringue, with its European connotations, appears 

to be less ‘available’, and more ‘chic’ (see Section 4.5) (Howland, 2012).   

The readers, however, embraced the historic longevity of pavlova and made them for 

their Christmas day dinners (n=2) which could suggest that pavlova, though out of fashion for 
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the magazines, is a part of celebratory dinner of the readers (see Chapter Five) while hinting 

that the traditional aspects of highly ritualized celebrations, such as Christmas, are more 

resistant to change. Margaret Stuart (Cuisine, May 2008) found an issue which included a 

section/recipe titled ‘pavlova paradise lost’ a “great nostalgic reading” (p. 20).  

4.4.2.7. Section summary 

The food items and dishes that are the result of combination and manipulation of ingredients 

were so diverse the cuisine in magazines that it was not possible to clearly categorize them all. 

This section dealt with the few items that were more commonly mentioned in both the weeklies 

and Cuisine throughout the whole timeframe. The main distinction was from the difference of 

focus between the two parts of the timeframe (1955-1986 and 1987-2016) and between the 

weeklies and Cuisine. The cuisine of the first part of the timeframe was focused on practicality 

with dishes and items that would be made and eaten in the ‘typical’ homes of the readers. At 

times, these recipes were provided by the readers or were ‘tried and tested’ in the magazines’ 

kitchen. These values, alongside the general focus on the sustaining and nourishing attributes 

of food, rather a platform for expression of taste for instance, suggested that cuisine of the 

magazines was more affected by the changes in society. For instance, the increase in the 

number of women in the workforce alongside the changes in domestic and commercial 

technology had implications for the development of cuisine in the magazines. Such changes 

also reshuffled the degrees of importance of values of the domestic cooks from monetary issues 

to convenience and issues associated with time and energy restrictions.     

The focus of the second part of the timeframe, observed more noticeably in Cuisine 

than the weeklies, was on less available, routinized dishes. However, all these magazines, to a 

certain degree, aimed to inspire and broaden the horizon for the readers. At times, the weeklies 

were more adventurous in their choice of ingredients while the gourmet was more inclined 

towards following the international trends. In this era, food has transformed and become a 

venue for expression of taste, status, and cultural capital. Knowledge of food was no longer 

solely in the realm of women, but men were also interested in food. ‘Good food’ of this eara 

was more than just a nourishment; it had to be ‘authentic’ which was often achieved by using 

less available ingredients (Johnston & Bauman, 2007). It could also be a known and ordinary 

dish that has been prepared using lesser known cooking methods or combinations of 

ingredients. It could also be the result of introduction of lesser known or less-frequently made 
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dishes at homes. These items maight be very well-established in the society, however, have 

gone out of fashion, due to many reasons including impracticality, inconvenience, or 

unhealthiness, and are having a ‘come back’. Hence, the culturally significant dishes remained 

of value, however, their status was higher when the ‘typical’ reader was not able to make them 

often at home. In other words, the ability to make and consume dishes that are known but are 

inaccessible in the ‘typical’ kitchens, due to time and money restrictions for instance, elevate 

the status of the dish and therefore elevate the status of the person who can afford to make and 

consume them.   

4.4.3. Alcoholic drinks 

Communications about alcoholic beverages have increased over the years (Figure 4.18). This 

study categorizes the beverages into three categories of wine, beer, and spirits and liqueurs as 

they were most commonly found in all communications. However, it limits its focus mostly to 

wine and beer as spirits and liqueurs have seldom been found in any communications other 

than promotions. Moreover, the consumption of beer and wine has more significantly changed 

over the years (Figure 4.19) for many reasons including changes in licencing laws (Wagenaar 

& Langley, 1995), wine lifestyles (Mitchell & Hall, 2001b), behavioural changes towards 

alcohol (especially wine) consumption (Fountain & Lamb, 2011) such as linking wine with 

food (Mouret et al., 2013) and socio-political and religious climate (Howland, 2019) to name 

a few. Therefore, focusing on these two range of alcoholic drinks, which both were used as 

ingredients and drunk with food, is appropriate for the purposes of this study.  

Figure 4.18. Communications about alcoholic beverages in the magazines 
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4.4.3.1. Wine and beer 

Seventy-nine percent of New Zealanders (aged 15 and above) consume alcoholic beverages 

(Ministry of Health, 2015). Beer has been the dominant drink in New Zealand (Figure 4.19) 

while the supply of wine also increased “nearly four-fold from 7 g/day in 1961-1963 to 26g/day 

in 2000-02” (Ministry of Health, 2006, p. 15). The consumption of wine has become closest to 

consumption of beer in 2010 (beer: 3.67 Litres and wine: 3.08 Litres; Figure 4.19) indicating 

that although wine has found its place among the consumers, beer still remains the drink of 

choice in New Zealand. 

Wine has been increasingly and more often, compared to beer, found in all the 

communications in the magazines. The attention paid to wine is only appropriate considering 

the stance of New Zealand wine industry with total export value of $1.83 billion and $3.26 

billion spending by wine tourists in 2019 (New Zealand wine, 2019). Although export has 

steadily increased over the years, domestic sales and consumption of domestic wine per capita 

decreased while most domestically consumed wine is imported (New Zealand wine, 2019). 

Figure 4.19. Alcohol consumption (Litres/head) 

 
Note. Adapted from Phillips (2016a & 2016b)  
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Figure 4.20. Wine in communications 
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advertisements of white wine were more commonly found than red (n= 7 vs 3). Moreover, 

white wines were classified into more diverse categories earlier than reds with riesling in 1970s 

(Listener, September 1978) and velluto rosso in 1980s (Listener, September 1984). This 

perhaps is not surprising due to the dominance of white wine (e.g. Sauvignon Blanc) in the 

New Zealand wine industry (e.g. Gibb, 2018; Moran, 2016; New Zealand wine, 2019). 

Moreover, wine was often associated with food consumption as ‘perfect partners for every 

meal’ (Listener, September 1966) or ‘a refreshing, lively pink [rosé] to complement all foods’ 

(Listener, January 1974). Beer was only present in the advertisements (n= 21), however, it was 

‘the natural choice for every occasion [emphasis in the original]’ (Listener, July 1957). Wine 

seldom appeared in the recipe titles indicating that cooking with wine was not an appropriate 

or common conduct in 1955-1986 while beer did not appear at all. 

Figure 4.21. Information on wine-pairing in a wine advertisement 

 
 Note. From Listener (September 1966, p. 25) 

Figure 4.22. Beer in communications 
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1987-2016 

Magazines were generally dismissive of beer and very interested in wine. Among many 

different forms of communications, wine has had a steady presence on the covers (Figure 4.20); 

there were 35 indications of red wines including pinot noir (n=6) and 40 indications of white 

including sauvignon blanc (n= 14) which seemed proportionate to the production trends of 

New Zealand wine (New Zealand wine, 2019). Only three of the sampled covers mentioned 

beer, all of which were found in the 1990s. 

Beer has been used as an ingredient in a total of four recipe titles (0.38%) of these years. 

However, wine essentially remained a drink than an ingredient. There was a total of 14 recipe 

titles (1.34%) indicating that cooking with wine, perhaps under the influence of French 

(Burton, 2009) or other European cookery and restaurants, has become more common in 

magazines. Cooking with red wine (n=7) occured more often than white (n=5). Moreover, these 

recipes were found more commonly in Cuisine (n= 10) than in Listener (n=3) and Woman’s 

Weekly (n=1) indicating that cooking with wine was not a ‘typical’ mundane method in the 

magazines (Warde, 1997). As wine became a more complex matter, its use as an ingredient 

also at times became very specific. Commonly, the recipes demanded ‘red wine’ (i.e. a generic 

description) while a few specified the grape (e.g. ‘pinot noir’). Therefore, although drinking 

wine might have become a common practice, cooking with wine was still rare and an 

expression of taste and knowledge (Johnston & Bauman, 2007) of the food writer, and by 

extension, an indication of higher culinary status of the magazine.      

The relative uncommonness of wine consumption compared to beer along with the 

‘high status’ of wine that is “associated with cultural legitimacy, savoir faire, sophistication, 

and high culture” (Maguire & Lim, 2014, p. 229) rendered wine a high-status product in the 

magazines, especially Cuisine, and worthy of attention. Wine appeared most often in the 

context of the recipes to be paired with food and has been noticed increasingly as, in New 

Zealand, wine drinking is very much associated with food and is a part of the dining ritual 

(Mouret et al., 2013). Pairing has also become more specific and complex. For instance, the 

January issue of Cuisine (1988) is focuses on ‘three old bottles and an Italian dinner for six’ 

and did not pair each dish specifically with a type of wine. However, the number of recipes 

with wine pairing suggestions steadily increases and in the 2010s, almost all sampled recipes 

in Cuisine offered wine pairing suggestions and this trend was also picked up by the Listener 
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recipes. This, in turn, indicates that drinking wine has increasingly become more ‘typical’ in 

the magazines (Warde, 1997) and may affect the high-status connotation of wine. Moreover, 

the increase in domestic consumption of wine (Figure 4.19) indicates that drinking wine is 

becoming more ordinary and common (Johnston & Bauman, 2007; Warde, 1997). Both of 

these occurrences could potentially contribute to the decline in the status of wine in the eyes of 

the gourmet magazine.  

This decline could be and has been to the advantage of beer, more specifically the local, 

craft beer whose status come from its micro-scale of production and locality (Johnston & 

Bauman, 2007). Therefore, since 2010, beer and food pairing was presented only in Cuisine 

(n= 10). Until 2009, beer was an option provided to the reader alongside of wine pairing. For 

instance, ‘pork and clam salad’ (Cuisine, January 2008) was to be paired with ‘a glass of beer 

or chilled Sauvignon Blanc’ signalling the low status of beer which was not as worthy of 

differentiation as wine. This dismissive attitude towards beer also indicated that, to the writer, 

all types of beer could be drunk interchangeably while wine was a more sophisticated item to 

be paired with the dish. In 2015, however, ‘ginger-glazed pork belly with pickled pear and 

spinach salad’ (Cuisine, March 2015) was to be paired with ‘American-style pale ales’ as:  

Pork belly is a rich an unctuous cut that needs a hoppy ale to cleanse the palate. 

American-style pale ales perform this task magnificently, while also highlighting the 

sweetness of the pears and the pork’s honey glaze. My mind turns to ParrotDog 

BitterBitch, Epic Armageddon and Liberty Oh Brother Pale Ale (p. 88). 

The focus on craft beer while dismissing wine and commercial beer, especially when 

the consumption of wine has been reaching that of beer, confirms that the less available, micro-

scale, high-quality products were of more value to the food journalists (Johnston & Bauman, 

2007). These values could highly affect the cuisine of the magazines. The amount of 

information given on craft beer, relative to wine or commercial beer, may suggest that the 

authors felt their readers had less knowledge about these drinks and such information would 

be educational. This, in itself, suggests that the writers valued the less available. Moreover, 

with the growing awareness among consumers, there is a risk involved with the enterprises, 

especially in hospitality, that do not incorporate artisan and local items in their repertoire 

(Alonso & O’Neill, 2010). Therefore, to minimize such risks, the gourmet magazine has to 

follow the new trends and set the trends for the local competition.  
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Apart from wineries and wine collections (n=114) which were the most common type 

of wine advertisements, there were 38 red wine advertisements, including eight for pinot noir, 

while there were 67 white wine advertisements, including 32 for sauvignon blanc. Sauvignon 

blanc was also one of the dominant wines of New Zealand’s wine industry (e.g. New Zealand 

wine, 2019; Parr et al., 2010). This, therefore, poses the question as to why sauvignon blanc 

was replaced by pinot noir on the cover of Cuisine when it was about ‘our place: for the love 

of New Zealand food’ (Cuisine, May 2016) as displayed in Figure 4.23.  

Although drinking alcohol, at times at any amount, has been linked with decline in 

physical and mental health (e.g. Mehta & Sheron, 2019) and jeopardizing or harming the 

society (e.g. Room et al, 2019) and family (e.g. Jokinen et al., 2019), alcohol, especially in 

form of wine, has been associated with ‘good’ food both by the writers and the readers. There 

were a few letters (n=2), only found in the Woman’s Weekly, in which the writers considered 

the effects of alcohol consumption on personal health and the well-being of family and children 

while drinking wine, especially in the letters in Cuisine, was generally associated with ‘good’ 

food and parties at home and in restaurants (n= 23). Hence, health messages (see Chapter Six) 

have been confusing, not mentioned, or not heard. 

 4.4.3.2. Section summary 

In New Zealand, alcoholic drinks are usually saved for serving with food among the people 

(Mouret et al., 2013) and in the magazines and were seldom used as ingredients in recipe titles. 

There has been an increase in the amount of communications about alcohol while the 

consumption has noticeably decreased (Figure 4.19). This decrease has been at the expense of 

beer and to the advantage of wine, however, local wine of New Zealand has been increasingly 

produced for export rather than domestic use (e.g. New Zealand wine, 2019). Focusing on the 

local wine of New Zealand for domestic use, neglecting mainstream, commercial beer, which 

are opposite the consumption patterns, alongside the increasing attention paid to micro-

breweries and craft beer, can confirm the higher value placed on the ‘authentic’, local, and 

small-scale products in the gourmet magazine (Johnston & Bauman, 2007). These observations 

also suggest that what is less often used among the audience or is less accessible to them is 

more valuable and worthy of conversation.      
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The trends of alcohol-focused communications also suggested that while while Cuisine 

may be following the international trends which have already been set by the Western media, 

it is of immense influence and power in setting the trends for other publications, including 

Listener, and is influential on matters of taste. Moreover, drinking and alcohol is still associated 

with genders. In other words, the views of magazines on alcoholic drinks, as well as other 

issues related to gender, are more inclined towards the traditional. The absence of 

communications on alcoholic drinks in the recipes or covers of Woman’s Weekly suggested 

that drinking is considered to be of less value and less practical to women and is to be saved 

for occasions while the current affairs and the gourmet increasingly mention alcohol in their 

communications.    

4.4.4. Technology and techniques 

Technology affects food in two major ways; industrialization of the food chain and 

industrialization of the home (Goody, 1982). ‘Manipulative techniques’ (Rozin, 1982) are 

diverse and include particulation (e.g. cutting), incorporation (e.g. mixing) and marination 

(Belasco, 2008) which are sensitive to changes that occure in many factors including 

technology (Belasco, 2008; Goody, 1982; Leach, 2014). In this study, technology is the issue 

of homes as magazines’ food communications are for the domestic use. Although newer 

technology was added to the homes with the promise of reducing women’s work, multiple 

studies suggest that women’s work, especially in the kitchen and during specific timeframes, 

was increased as well (see e.g. Brewer, 2000; Hardyment, 1988). The timeframe of this study 

does not cover dramatic changes in cooking technology such as introduction of gas stoves 

which revolutionized domestic cooking and “transformed the kitchen for young middle class 

housewife” (Kingston, 1975, p. 97). However, subtle changes such as transformation in electric 

stoves, refrigeration technology, or introduction of microwave, for instance, were possible to 

note. Technology was mainly considered through the advertisements of appliances and the 

changes they captured and, where possible, in transformations of the cooking techniques and 

information communicated within the recipe titles and columns. This section, therefore, aims 

to display the reactions of the ‘manipulative techniques’ to changes in kitchen technology as 

represented in the communications. In doing so, the techniques that were most commonly 

found in the recipe columns and titles were compared with the technologies present in other 

communications.        
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4.4.4.1. Stoves and ovens 

Ovens and stoves, as the most essential kitchen item, dominated the advertisements of both 

parts of the timeline with eleven advertisements in 1955-1986 and 37 advertisements in 1987-

2016. The vast majority of these advertisements were for electric stoves. Electric stoves and 

ovens of the 1950s most commonly used efficiency, both economic and convenience by saving 

electricity and fast heating, of radiant heating of the hobs and insulation of the oven as their 

main appeal and providing thermostat as an optional feature ‘to do your cooking while you’re 

out’ (Woman’s Weekly, May 1958, p. 69).These stoves also boasted of their large size which 

allowed the domestic cook to ‘cook everything at one time’ (Woman’s Weekly, May 1958, p. 

69) promising women with saving time in the kitchen. These indications can confirm the 

variety of tasks the housewife was expected to do, indicating that the introduction of such 

technologies, to increase the efficiency of the housewives’ work, resulted in an increase in the 

amount of chores to be done (Brewer, 2000). In other words, the tasks might have become 

easier by the help of technology, however, planning (e.g. to put all the components of dinner 

at one time in the oven) and shopping, rather than having ingredients delivered for instance, 

was added to the chores of the housewife. Ovens with transparent screens on the door and wall 

ovens also became available in the late 1950s. 

Electricity has been the dominant source of energy for cooking according to the 

advertisements, however, Teal (2010) states that electric ovens were not, or indeed any one 

particular type of technology, was not evenly spread. By 1956, 56.9%, and by 1961, 69.1% of 

all households in New Zealand used electric stoves and oven (Leach, 2014). The recipes also 

provided reasons to believe that at least in the 1950s and 1960s, the available ovens in most 

kitchens were varied while thermostat was indeed an additional feature. The recipes, especially 

for baked goods, usually indicated relative heat (i.e. from ‘slow’ to ‘sharp’ heat) and less 

frequently mentioned the exact Fahrenheit degree. One rare set of instructions was for the 

recipe of ‘milk loaf’ (Listener, January 1962) which was to be baked in a ‘fairly sharp oven 

(about Regulo 7 or 420 deg. [Fahrenheit])’. Therefore, although these advertisements promoted 

the idea of reducing the time spent by the housewife in kitchen, in reality, constantly controlling 

the process of cooking was still a task as there was no thermostat or timer to rely on. 

“Increasingly consumers wanted thermostatically controlled ovens instead of manual control 
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of top and bottom oven elements” (Leach, 2014, p. 154) which would make the cooking process 

more efficient, enabling the ‘housewife’ to multitask. 

 Not much changed in the stoves and ovens of 1960s, however, faster hobs and 

thermostatically controlled ovens were no longer extra features, indicating the tight 

competition among the manufacturers (Leach, 2014). Yet, until 1969, the recipes still used 

imprecise measurements (e.g. ‘moderate oven’). Therefore, these new technologies might not 

have found their ways in ‘typical’ homes. Leach (2014, p. 165) argues that the kitchen 

technology and material in New Zealand were revolutionized in 1950s and clear signs of 

interest in cosmopolitanism in food and dishes began to show in this decade. The recipes of the 

magazines in this decade, however, were more conservative both with regards to food and 

technology. This could indicate that the openness towards the ‘other’, ‘new’, and ‘foreign’ was 

not as widespread among the readers and writers of magazines as perhaps of cookbooks and 

manufacturers in the 1950s. Therefore, such notions started to appear in the magazines only in 

the 1960s and especially in the 1970s. This may also indicate that food journalism of the 

magazines did not aim to challenge the readers and was following the trends rather than setting 

them.     

The sampled recipes of the 1970s also always included the exact oven degree, in Celsius 

as well as Fahrenheit in the early 1970s, and only in Celsius since late 1970s with the adoption 

of metric system which started in 1969. Wall ovens and ceramic cooktops were introduced in 

the 1970s with multifunctioning ovens, full glass doors, giving the domestic cook ‘4 sq. ft. of 

extra bench space’ while the hobs were ‘easier to clean’ (Woman’s Weekly, May 1976). Recipes 

took advantage of these changes and introduced ways for the domestic cooks to distribute the 

cooking chores throughout the day. ‘Beef casserole’ (Listener, May 1976) was to be cooked in 

the oven during the night. Once more, although the technology was adapted in the kitchen to 

ease the workload of women, who were increasingly joining the workforce, it did not 

particularly reduce the work but altered the distribution throughout the day.   

Various types of ovens and stoves were advertised in the 1980s, especially in the late 

1980s. Gas stoves (Listener, November 1989), combination microwave and fan ovens, separate 

ovens, one on top of the other (Cuisine, March 1989), were introduced while ‘wood-burning 

cookers’ (Listener, November 1989) returned for ‘economic reasons.’ Additional features such 

as defrosting was added to ovens in the 1980s indicating that changes in food production and 
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distribution technologies affected household food practices. Supermarkets had already started 

to replace the grocers in the 1960s (Leach, 2014) which had isles of frozen foods handy to the 

consumers, therefore, having frozen food items at hand was the norm. Interestingly, although 

barbecuing has been introduced since 1959 in the magazines and was added as a feature to 

ovens and grills in the 1980s and 1990s, barbeques did not appear in the advertisements until 

1989. This, potentially suggests that barbecuing, at least in the beginning, was a part of the 

women’s domain and moved on to men’s territory later on.  

Apart from technological advancements in the stoves and ovens in the 1990s (e.g. 

automatic timers) and combination cooking technology (e.g. grilling, roasting, and rotisserie in 

one appliance) to accommodate the omnivore, as ‘today we eat a greater variety of foods which 

require different methods of cooking’ (Cuisine, September 1990), easy-to-clean or self-

cleaning features (Cuisine, November 1993) was also added while there was a strong move 

towards gas stoves (with or without electric ovens) in the 2000s and 2010s. Therefore, as Leach 

(2014) noticed, there has been a move from multi-fuelled kitchens to single-fuelled and again 

to multi-fuelled. Leach (2014), however, does not discuss the reasons beind this move. In the 

magazines, this move might be associated with the cost difference between gas and electricity, 

the two main types of energy used in the domestic homes, as gas itself is cheaper than electricity 

(Daly, 2017). It might also be associated with the increasing presence of professional 

‘celebrity’ chefs and commercial kitchens in the media (Abbots, 2015) which has resulted in 

the change in wants of the market. Moreover, as food has increasingly gained status and 

become a serious matter, the consumers demand access to ‘new’ technologies, for instance, 

those that others in North America have access to (Connor, 1994). Therefore, when ‘woodfired 

ovens’ return in the 2010s, the tagline read ‘never be without the taste of wood fired cooking’ 

(Cuisine, March 2015). This has resulted in the introduction of home appliances based on their 

commercial counterparts for domestic use. Taglines such as ‘what we learn here [in the 

commercial kitchen], we apply here [in the domestic kitchen]’ (Cuisine, September 2008) can 

summarize this trend.    

4.4.4.2. Microwave ovens 

The microwave arrived as early as the early 1970s in New Zealand (Teal, 2010). However, the 

earliest appearance of microwave recipes in community cookbooks and commercial cookbooks 

was in the 1980s (Teal, 2010, p. 92). Microwave ovens do not have a strong presence in any of 
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the sampled communications. However, the earliest advertisement in 1988 stated that they were 

‘no longer a luxury’ but an ‘affordable’ and ‘essential’ item in the kitchens (Cuisine, January 

1988, p. 101). Fast cooking time and programmability were the main appeals that the 

advertisements used to promote microwave ovens.  

However, microwave limitations have been increasingly noticed in the advertisements 

and the manufacturers also stated that the microwave oven was better suited for defrosting or 

reheating food rather than cooking. For instance, two models boast of the ‘3 menu weight 

defrost’ (Woman’s Weekly, January 1996) while the ‘autocook’ feature was only available for 

cooking pizza and coffee. Although an advertisement for another brand came with ‘over 270 

recipes’ for microwave cooking (Listener, September 1998) and while microwave ovens’ 

‘trouble finding its place in the kitchen’ was attributed to lack of space (Cuisine, March 1989), 

they acknowledge that microwave ovens are less reliable than conventional ovens which might 

have been the main reason behind their short term lifespan as a serious cooking appliance.  

For instance, the advertisement for microwave/fan oven advised the readers ‘to save 

time, use the microwave to start cooking then finish it in the Multifunction fan oven’ (Cuisine, 

March 1989) or advertisements for a newer microwave model stated the deficiency in ‘no more 

cold centres or overcooked edges. […] conventional microwave ovens can blast 100% power 

for 60% of the time, often ruining a perfectly prepared dish’ (Cuisine, September 2004). 

Therefore, it is not surprising that only one cover (Woman’s Weekly, May 1988) was found 

with a specific section for ‘microwave soups’ while there was a limited number of recipes in 

the sample (n= 8) that were specifically designed for microwave cooking, all appearing 

between 1988 to 1990. These indicate that microwave cooking did not have a profound impact 

in cuisine of the magazines. Microwave ovens are not considered very impactful on the process 

of cooking in general (Belasco, 2008).   

4.4.4.3. Refrigeration technology  

Mechanical household refrigerators first appeared in the 1920s while domestic deep freezing 

became available in late 1950s (Bailey & Earle, 1993). There was a dramatic rise in the 

production and use of refrigerators in the 1950s, 91% of the households owned a refrigerator 

by 1966 and later censuses excluded refrigerators as a household item (Bailey & Earle, 1993) 

indicating the widespread acceptance of this appliance in homes. Earlier refrigerators in the 
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advertisements were small, suggesting that the technology was not advanced enough to make 

them larger and cheap and that there was an issue with fitting the new appliance in the domestic 

kitchens. For instance, a refrigerator ‘that will fit in any [emphasis in the original] kitchen’ 

(Listener, September 1960) suggested that not all kitchens were equipped or were able to fit a 

refrigerator (Leach, 2014). 

Indeed, recipes for dishes that were supposed to be served chilled did not appear often 

prior to 1960. Refrigerators steadily grew in size while fridge-freezers were first found in 1965 

in the sample providing ‘much more space inside’ and costing ‘less than ever before’ (Woman’s 

Weekly, November 1965). The improvement in refrigeration technology in the domestic realm 

made storing food more convenient, altered the shopping venue from grocery to supermarket 

(Leach, 2014), and essentially reduced the number of trips the housewife had to make to the 

shops or supermarket (Brewer, 2000; Symons, 2007). At the same time, however, other task 

such as driving and planning were added to the workload (Brewer, 2000). 

This availability of refrigerators in the kitchens also resulted in diversification of 

desserts, especially, the colder desserts in the recipes such as ‘pineapple sherbet (Hawaii)’ 

(Listener, September 1960) or ‘passionfruit tart delite’ (Woman’s Weekly, 1961). The 

technology did not dramatically change but improved to ‘frost free’ freezers in the 1980s. There 

was no advertisements found in the sample in the 1990s and refrigerators and freezers were 

noticed in the 2000s and 2010s with improved design or additional features (e.g. ice-maker, 

wine conditioner) which, though convenient, would not have affect magazines’ cuisine 

drastically.    

4.4.4.4. Small appliances    

There were various types of small kitchen appliances advertised; from yogurt maker to toastie-

maker or toaster to sophisticated mixer/cooker in later years. However, the effects of these 

items were not significantly noticed in the magazines. If the magazines advocated using a 

specific appliance, at times, it was mere a suggestion in case the reader already had one handy. 

For instance, in the food section of Woman’s Weekly (May, 1982), the writer stated: 

Both these dishes [‘meatball and cabbage soup’ and ‘passion apple pudding’] are 

relatively long in cooking. This can be speeded up by using the microwave oven or the 
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pressure cooker. Those who frequently use such equipment will be able to modify the 

cooking procedures for both recipes (p. 151).      

The pressure cooker had been widely available since the 1950s (Leach, 2014) and 

microwaves since 1980s (Teal, 2010). However, other appliances, such as food processors or 

electric mixers have been more freely used in the recipes, and at times, no alternative has been 

provided for the reader indicating the assumption that they were available to the reader or the 

reader would know how to manage the recipe without the particular equipment. For instance, 

the recipe for ‘chocolate cheesecake’ (Woman’s Weekly, July 1987), ‘New York style 

cheesecake’ (Woman’s Weekly, July 1997), and ‘baked vanilla cheesecake with rhubarb and 

yoghurt’ (Cuisine, March 2011) used food processor to make the crust without providing an 

alternative to the reader. This was one of the many assumptions by the recipe writers who 

generally estimated the cooking knowledge and skill of the reader and their access to different 

technologies based on no particular information (Hörandner, 1981). In the section on slow 

cooking, the writer stated ‘I must be about the last person in the world to buy a slow cooker!’ 

(Woman’s Weekly, July 2009, p. 38) indicating the assumption that the slow cooker was a 

widely used appliance in homes.    

Another small appliance that has been increasingly noticed in the advertisements was the 

home espresso machines. Coffee machines were absent in the 1955-1986 while instant coffee 

was the dominant form of coffee (n=7), replacing coffee and/or chickory essences of the 1950s 

and 1960s (n=3). However, the advertisements for espresso machine (not regular coffee 

machines/brewers, nor coffee plungers or drip coffee makers) were found since late 1990s 

(n=2), during the 2000s (n= 7), and peaked in the 2010s (n= 14) which is consistent with the 

growth of coffee culture in New Zealand. This increasingly strong coffee culture has mentioned 

as a sign of ‘culinary progress’ in New Zealand. In a letter, Thomas Molitor, quoted a book 

review stating “moving from a tea-drinking nation to a coffee culture in little more than a 

decade has been one of the most significant developments in New Zealand’s culinary progress” 

(Cuisine, September 2004, p. 24). There is no doubting the significance of this transition, but 

one wonders why it is described as progress? Maybe the acceptance of North American 

consumer culture (e.g. Starbucks) (e.g. Cristovam et al., 2000) with its ties to Europe, and more 

specifically Italy (e.g. Morris, 2013), is regarded as signalling ‘progress’? The notion of 

cultural and ethnic influences has been discussed in Section 4.5.     
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4.4.4.5. Techniques 

In both parts of the timeframe, baking and roasting, i.e. methods that use dry heat of vessels 

such as ovens, were the most explicitly mentioned terms used in the recipe titles (n= 75). 

However, baking appeared more often than roasting in the first part while roasting appeared 

more often in the second. Although it may appear that this is due to the strong culture of baking 

sweets in the first part of the study (i.e. 1955-1986), the recipes that explicitly use the term 

‘baked’ in their titles were mostly savoury items such as ‘savoury spaghetti bake’ (Woman’s 

Weekly, November 1977) and ‘potato bake’ (Woman’s Weekly, March 1979) hinting the 

technique of using dry heat rather than the taste composition of the dish. In the second part of 

the study, too, only five ‘baked’ recipes were sweet and the majority were savoury. Roasting 

has remained for savoury dishes applying to vegetables and meat. Regardless of the sweet or 

savoury nature of these dishes, therefore, using dry heat in the oven has remained the preferred 

technique of making dishes in the cuisine in magazines indicating that oven was the most 

important cooking vessel in the kitchens and justifying the number of advertisements in the 

magazines. It should be noted that roasting and baking can be combined with other cooking 

methods. In other words, the cooking process can start on the stove and finish in the oven or 

vice versa, however, the oven remains an integral part of the magazines’ cuisine repertoire.      

Leach (2014) notices a move from oven-baked recipes to stove-top-cooked recipes in 

the cookbooks, such as stir-fries, since the late 1960s which are mentioned to be the result of 

internationalization as well as adoption of the ‘wisdom of cuisine’ (Farb & Armelagos, 1980) 

of ‘others.’ This trend could also be associated with the increasing need for quicker (i.e. more 

convenient) recipes for women who worked both inside and outside the house. However, the 

emphasis on using the oven noticed in the recipe titles suggested that the magazines of 1955-

1986 did not generally consider this need and did not alter their repertoire.       

Barbecuing or grilling was the second common technique explicitly named in the title 

of the recipes (n= 37). Although most of the grilling has been done for savoury dishes on grills 

or barbeques, a few times, the term has been used interchangeably with roasting. For instance, 

the lamb in ‘corn gnocchi with grilled lamb rack and roasted tomato salsa’ (Cuisine, July 1991) 

was to be oven-roasted. Given the cultural significance of barbecuing and relative common 

appearance of the term in the sampled recipe titles, the advertisements for grills or barbeques 

were rare (n=3). Moreover, the barbeque party was mentioned to be old-fashioned, boring, and 
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ubiquitous (see Chapter Five). Although many of these dishes were used in the context of the 

barbeque party, this could also suggest that the context of the recipe is as important as the 

recipe itself. Grilling in the context of a barbeque party is boring as it is naturally expected, 

however, it is an approved method in everyday cookery, when grilling less often occurs, or in 

the context of other parties. For instance, ‘grilled tomatoes’ (Listener, January 1988) was a 

breakfast for one, or ‘grilled asparagus with anchovies and lemon’ (Cuisine, September 2006) 

was ‘a starter or lunch dish’.  

Braising was the third explicitly mentioned cooking method in the recipe titles which 

appeared since the late 1990s in 17 titles, and at times, have been used interchangeably with 

slow cooking. Braising was usually done in wintertime and was more often associated with 

meat and vegetables while the convenience of this method has been praised. For instance, 

‘braised pieces of fish with haricot beans’ (Listener, September 2010) was mentioned in the 

column for easy 30 minute dishes or ‘braised veal shanks with pumpkin purée and fried greens’ 

(Cuisine, May 2006) which was a ‘slow-cooked, comforting, tasty dish that can be prepared 

ahead, giving you time to orchestrate the remainder of the meal.’ Braising is most often done 

in the oven, though its process may start on the stove, indicating that the oven has remained an 

integral part of the magazines’ kitchen. Pan-braising and pan-roasting that is to be solely done 

on the stove were much less often mentioned in the recipes (n=2) confirming the importance 

of the oven in the magazines’ kitchen and cuisine. The disregard for an appliance such as slow 

cooker, which only appeared in the Woman’s Weekly and, in general, the limited appreciation 

expressed towards convenience at least in the context of cooking techniques, suggest that 

‘good’ food in the magazines is time consuming (Warde, 1997) signalling the ambivalence 

towards the needs of the audience when it comes to matters of taste.  

4.4.4.6. Section summary 

Technology and techniques both affect cuisine and cuisines tend to prefer a distinct manner of 

food preparation over others (Belasco, 2008). In the cuisine in magazines, ovens and using dry 

heat to bake and roast ingredients have been preferred to the other available methods. Cuisine 

is sensitive to changes in the society such as economic and time restrictions (Warde, 1997), 

health messages (Mitchell, 2010), gender norms (Neuhaus, 2012), immigration and travel 

experience (Hall & Mitchell, 2003), internationalization (Leach, 2014) and cosmopolitanism 

(Pilcher, 2017; Symons, 1993) and food preparation also have been affected by such 
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alterations. For instance, shortage of ingredients and fuel would result in favouring a technique 

that is more frugal (Farb & Armelagos, 1980) as it was seen in low-fat stir-frying in the Asian 

cuisines (Belasco, 2008).  

Although there are societal changes prompting adaptation of ‘new’ techniques in New 

Zealand, the cuisine in magazines, for the most part, remained ambivalent towards them. For 

instance, the increase in the number of women in the workforce should have been mirrored or 

affected in the number of quick recipes using methods such as stir-frying, or technologies such 

as slow-cooker. Yet, the magazines, apart from Woman’s Weekly, often preferred the time-

consuming ‘traditional’ oven baking. In this sense, therefore, the magazines were not in touch 

with the demands of the wider society and prefered to use their platform to express ‘good’ taste 

and the idea that preparing ‘good’ food is time-consuming. This presents a dichotomy to the 

reader which could result in anxiety and guilt (Warde, 1997). It is worth mentioning that the 

(female) readers of Cuisine, which normally advocated inconvenient ‘good’ food, more often 

praised the Quick Smart section that, as its title suggests, is on convenient dishes presumably 

created by easy, convenient techniques. 

Quite contrary to the observations about ingredients or accompaniments of meals (e.g. 

alcoholic drinks) for which the magazines of the later years prefer the lesser known and lesser 

available, but more commonly talked of and fashionable, the technology and techniques that 

have been used were generally those that the writers feel were available and known to the 

readers. In other words, the writers imparted more knowledge on ingredients and foodstuffs 

than they did on various cooking technologies or different techniques. In this sense, perhaps 

the writers find introduction of new technologies of higher risk as it involves a higher risk for 

the reader, should they choose to purchase the appliance, while introduction of new ingredients 

involve much lesser risks as ingredients are relatively cheaper and of lower risk. If the reader 

does not particularly enjoy an ingredient, they might not choose to purchase it again while a 

mishap with a relatively expensive appliance would result in dissatisfaction of the reader with 

the magazine.  

Therefore, the writers do not generally specify the type of appliance they use. A food 

processor is essentially a food processor, however, there seems to be a recent subtle move 

towards commercial-kitchen inspired home-appliances which seem to dominate the 

advertisements of recent years. This might be the associated with opening the backstage, 
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commercial kitchens, through celebrity chefs, to the audience in other media, particularly 

television, and not necessarily the choice of magazines.     

4.5. Ethnic diversity  

Cuisine in New Zealand has historically been associated with immigration as it has been highly 

and historically dominated by the British migrants (Simpson, 2008) which resulted the 

tendency to ignore the foodways of indigenous populations (Hall, 2013; Morris, 2010; 2013). 

Therefore, what is known as ‘historic’ New Zealand cuisine is based on the cuisine of the 

British settlers (Simpson, 2008). However, there are two major forces that have been noted in 

shaping todays New Zealand cuisine; the cuisine of Māori and the cuisines of the newer 

immigrant populations (Morris, 2010). Naturally, these forces have to be visible in the cuisine 

in magazines as the magazines are the products of New Zealand society.     

4.5.1. Geography, culture, and ethnic influence 

References to geography, cultures, and ethnic backgrounds in food writing is commonly found 

(Johnston & Bauman, 2007), especially with the decline of the idea that a single traditional 

cookery (i.e. French cuisine) is the standard with which other culinary repertoires have to be 

compared (e.g. Kuh, 2001). Although these themes were studied in the context of gourmet food 

writing as elements signalling omnivorousness and higher cultural status (e.g. Johnston & 

Bauman, 2007), they were not studied within the context of other aspects of food writing such 

as recipes. Therefore, analysing different forms of communications especially recipes, and in 

different genres of magazines (i.e. not just gourmet food writing), can signal how and to what 

degree the food cultures of ‘others’ have been accepted in the cuisine of the magazines. 

4.5.1.1. 1955-1986: internationalism, the British familiar, the ‘continental’ exotic 

Although the timeframe of this study was divided into two parts of pre-Cuisine (1955-1986) 

and post-Cuisine (1987-2016), for the purposes of this section, each of these parts had to be 

further broken down.  

1955-1969 

Food communications in these decades were very much focused on what was assumed to be 

familiar to the readers. The writers did not want to shock the readers with using new or exotic 
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items from cultures of ‘others’. Britishness and Englishness were mentioned to be the standard 

both by the writers and the readers while New Zealand-ness was closely associated with them. 

The recipes for ‘marmalade’ (Listener, July 1957), for instance, called the food item a ‘part of 

the British constitution!’ and mention that in ‘New Zealand we are blessed with our home-

grown grapefruit, which makes a specially fine-flavoured marmalade.’ Here, the local New 

Zealand ingredient was used to create the British dish as ‘the Britishers in almost every part of 

the world, even in the outposts of Empire [including New Zealand] consider breakfast 

incomplete without it’. A reader provided a letter on ‘properly pickled onion’ (Listener, January 

1962) stating that his professional recipe “from a firm which has, for the last 80 or 90 years, 

preserved fruit, jam and pickles in England” was the proper pickling recipe as along with its 

historic and professional background, has been used in England. 

French cookery was the other accepted standard, however, its presence had less to do 

with identifying as French and more with the widespread value that was given to the French 

repertoire of cookery. Although explicit references to French cookery was mentioned more 

often (n=4) than the British (n=2) in recipe titles, the British was emphasized, owned, or 

identified with while the French was an additional flavour with minor references (e.g. 

‘schnapper Nicoise (French)’ in Woman’s Weekly, March 1955; ‘varied salad dressings from 

following French basic recipe’ in Woman’s Weekly, January 1956).        

The advertisements of these years presented ‘the continent’ and Britain as the standards 

for ‘good’ food and products while presenting New Zealand as the place for consumers of what 

was made in Europe. Taglines such as ‘prefer a continental style beer?’ followed claims of 

‘New Zealand’s most popular beer!’ (Listener, November 1959) or ‘regular shipments from 

England!’ (Woman’s Weekly, March 1961, p. 63) and ‘English ‘Pyrex’ is naturally good for 

cooking and serving’ (Woman’s Weekly, May 1964, p. 29) suggested the value that was placed 

on what was European or English. The earliest time that a New Zealand-made food product 

was deemed well enough or superior to its European counterparts was ‘pure New Zealand 

honey’ in 1966 (Listener, September 1966). However, the touchstone for the superior quality 

of New Zealand honey was that it was “regarded as a delicacy in the United Kingdom 

[emphasise added] and is keenly sought by shoppers [in the UK]” (p. 27).  

Although the advertisements showed a broader focus on Europe (including the UK), 

the recipes valued Britain and France and dismissed food cultures of other countries, even 
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European. In this sense, the knowledge of Anglo-American cookery had the greatest value 

(Morris, 2010) which could suggest that the French cookery was accepted as it had already 

been accepted and valued in the Anglo-American cookery and mass media (e.g. through Julia 

Child in the USA and Graham Kerr in New Zealand). Although the overseas travels of New 

Zealanders to Britain, France, and other European countries have been associated with changes 

in food tastes at the time (Hall & Mitchell, 2003), this impact was more noticeable in the 

advertisements than the recipe titles of 1955-1969. In other words, recipes tended to respond 

to the trends considerably later than advertisements.  

Table 4.4. Explicit mentions of geographic regions and cultures  
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Oceania New Zealand  4 41 3 49 43 327 7 474 477 35.16 35.39 

Māori      1 1 1  3 0.22 
Australia   5  17  41  63 4.67 
Other Oceania   1  2 2   5 0.37 

Europe   1 6    15  22 1.63 
 Italy  3 3  12 46 96 7 167 12.39 

France  8 4  9 34 50 3 108 8.01 
Britain  2 18 1 2 12 30 2 67 4.97 
Spain   2  3 24 7 1 37 2.74 
Germany    3   1 16  20 1.48 
Greece  1   1 9 6  17 1.26 
Other Europe  1 5 1 3 9 30 4 53 3.93 

Asia      3 16 15  34 2.52 
 Thailand     2 9 11 1 23 1.71 

India     1 4 15 3 23 1.71 
China     6 7 4 2 19 1.41 
Japan     3 7 4 1 15 1.11 
Other Asia     10 18 11 1 40 2.97 

America USA   5 1 3 15 17 1 42 3.12 
Mexico   2  3 12 8  25 1.85 
Other America   3   10 14  27 2.00 

Africa       1 1 1 3 0.22 
 Morocco      3 3  6 0.45 

Other Africa   2   4 6  12 0.89 
Regions Mediterranean 

region 
    1 16 6 3 26 1.93 

Middle East     2 10 2  14 1.04 
Tropics     1 1 1  3 0.22 

Total 1348 100 
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1970-1986 

Recipe titles of these years referred to French (n=4), Italian (n=3), and Greek (n=1) 

cuisines. This could be in part associated with the overseas experiences of the New Zealanders 

in the 1950s and 1960s (Hall & Mitchell, 2003), manifesting itself a few years later in the 

recipes, as New Zealanders had already started exploring Asia (Hall & Mitchell, 2003) in these 

years. This could also be the impact of immigration of the French, Italian, and Greek to New 

Zealand who brought their foodways with them to the new country (Burton, 2009). However, 

the effects of internationalization (Leach, 2010a) could not be ignored. Leach (2010a) argues 

that the adoption of ‘other’s’ foodways in New Zealand was simultaneous to the adoption of 

the almost exact foods and foodways in Britain and other European countries (p. 63) as well as 

the USA.  

Regardless of the reasons behind this evolution, the result was to ‘appeal to novelty’ 

(Warde, 1997) through what was less familiar (not unfamiliar or absolutely new). In other 

words, the changes that the recipe titles advocated were not disruptive, nor were they 

challenging the domestic cook, but were added to extend the knowledge and improve the 

variety and quality (Warde, 1997) of what was already accepted, made, and eaten. The section 

on green peas, a well-established ingredient with the status of staple (Bailey & Earle, 1993) in 

New Zealand, in Woman’s Weekly (May 1970) stated ‘you can do more with green peas than 

boil them to death!’ and provided recipes such as ‘petit pois a la francaise (peas, French style)’ 

and ‘petit pois [a la] paysanne (peas, country style).’ The recipe for ‘Greek lamb marinade’ 

(Listener, January 1986), another known or staple ingredient in New Zealand, explained 

“marinating foods before cooking imparts flavour and helps to tenderise. The Greeks make 

excellent barbequed lamb kebabs, in which the meat I skewered and then put into an easily 

concocted marinade for several hours before it is barbequed” (p. 28).  

The 1970s could also be seen as the starting point for the growing confidence of New 

Zealanders in New Zealand-made products. In the decades before, the New Zealand-made 

products stated this matter-of-factly, usually at the bottom of the advertisements. Additionally, 

the emphasis on the UK was downplayed and ‘Englishness’ was not the touchstone anymore. 

The advertisement for ‘pure New Zealand Honey’ in 1972 (Listener, September 1972, p. 54), 

for instance, has replaced the UK with overseas when stating that New Zealand honey was 

‘regarded as a delicacy Overseas’.  This was in-line with the changes in the culture and 
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formation of New Zealand identity as a separate entity from the British identity, which was 

previously popular, and the changes in immigration laws (Mitchell, 2003b).   

Gradually, this divergence turned into expressions of pride over New Zealand-ness of 

the products and New Zealand-made turned into a badge of honour, at times literally, in the 

1980s. For instance, a recipe in an advertisement for butter asked the readers to ‘cook it with 

good New Zealand butter’ (Listener, November 1983). ‘Choose a fine New Zealand wine for 

a fine New Zealand celebration’ (Woman’s Weekly, May, 1970), ‘the great New Zealand 

mayonnaise’ (Woman’s Weekly, January 1980), ‘the quality that makes New Zealand best’ 

(Woman’s Weekly, November 1983), or ‘The Captain [Captain Cook] would have been proud 

of us’ (Woman’s Weekly, November 1983) appeared constantly while the ‘New Zealand Lamb 

Award’ (Listener, January 1986) was given by the ‘New Zealand meat producers’ and asked 

the readers to ‘award yourself and your overseas visitors to the best of New Zealand cuisine’.   

4.5.1.2. 1987-2016: multiculturalism, ‘Euro-chic’, and the weak exotic 

“The appeal to ‘foreign’ cuisines” (Warde, 1997, p. 59) in the magazines has significantly 

increased over the years which has been attributed to multiculturalism in New Zealand. “It is 

widely perceived that migration has led to the widespread transfer of foodways from the old to 

the new country” (Hall & Mitchell, 2003, p.192) while there is an agreement among New 

Zealanders that “immigrants had a positive impact on cuisine and food” (Gendall et al., 2007, 

p. 11). In other nations with strong immigration policies such as the USA, too, it is also said 

that the “newer immigrant groups have become the source of substantial innovation in 

American cuisine” (Ray, 2016, p. 106). However, Symons (1993) argues that multiculturalism 

“follows the new cuisine, and not the other way around” (p. 12) while Pilcher (2017) also notes 

the growth in the number of the Mexican restaurants in the US in the 1970s preceded the 

migration of Mexicans by almost two decades (p. 179). Moreover, it should be noted that not 

all immigrated foods and foodways become accepted in the new country. Hence, although 

migration alone might not be the cause for multiculturalism in the perceived cuisine in 

magazines, it can be said that both migration and globalization and global trends, especially 

those started and perpetuated in the USA and UK, had an impact in the cuisine of the New 

Zealand magazines.  
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Magazines advocated the foreign, but “not so foreign that [it] cannot be comprehended” 

(Johnston & Bauman, 2007, p.190). They also seemed to distinguish between what could be 

made at homes and what should be eaten in restaurants. For instance, the covers encouraged 

the readers to ‘go Italian’ (Cuisine, March 2001) while Chinese food was to be tried outside 

the home kitchens in ‘Auckland best Chinese [restaurants]’ (Cuisine, September 2014) or 

‘Wellington’s best Chinese [restaurants]’ (Cuisine, September 2012). The first notion of going 

or doing Italian at home kitchens was in-line with the effects of global trends to which Italian 

food has become a major contributor. The second notion, however, could be both an example 

of effects of immigration as well as the global trends of consuming Chinese food which is 

based on the Western trends of consumption of the exotic. However, it should be noted that the 

restaurants that the magazines, especially the gourmet, introduce, more often, are not the 

‘typical’ establishments run by ‘typical’ immigrants (see Ray, 2016).  

Foreign in the recipes 

Much the same as the previous decades (1955-1986), appeal of the ‘foreign’ cuisines has 

remained Euro-centric. In fact, 31.95 percent of the explicit mentions in food-focused 

communications on the covers, in recipe titles and columns, letters, and advertisements in this 

part of the timeframe included explicit references to at least one European cuisine (Table 4.4) 

while Europe was the most commonly mentioned region in the recipes of 1986-2016 (Table 

4.5). This might be because of the value that middle-class New Zealanders place on European 

culture as “among New Zealand’s middle-classes notions of contemporary European style, 

design and flair are bywords for refinement and sophisticated taste” (Howland, 2012, p. 123). 

Table 4.5. Explicit mentions of regions in the recipe titles (1986-2016) 
Regions in recipes N % 

Europe 135 42.59 
Asia 61 19.24 
America 37 11.67 
Africa 8 2.52 
Oceania 2 0.63 
Mediterranean region 16 5.05 
Middle East 10 3.15 
New Zealand 48 15.14 
Total 317 100 
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However, not all European cuisines have been represented equally in the magazines. 

Following the international culinary trends that popularized Italian cuisine (Thoms, 2011) and 

classical French culinary training (whose popularization began in the 1960s by pioneers such 

as Julia Child in the USA and Graham Kerr in Australia and New Zealand), New Zealand 

magazines most commonly referred to the Italian and the French cookery and cultures. This 

focus on French and Italian cookery has also been picked up by the readers as evident by the 

number of letters in which they refer most commonly to the Italian and then to the French 

cookery (Table 4.4).  

Apart from the issues that were specifically on the Italian cuisine (n=3), there were 

various hints and references to Italy and Italian food and foodways in the magazines and at 

times, the world cuisine has been reduced to a combination of Italian, French, or at best 

European cuisines. For instance, The section ‘home cooking’ (Cuisine, March 2005, p. 82-89) 

was ‘inspired by the world’s domestic cuisine [emphasis added]’, however, its recipes were 

mainly Italian or French while one recipe was ‘Mediterranean’; ‘zuppa de ceci (chickpea 

soup)’, ‘black olive, bacon and goat’s cheese tarts with red onion confit’, ‘insalada di mare’ 

(seafood salad), ‘quail with saffron, onions, lemon and fregola’ and ‘chocolate granita with 

raspberry sauce and whipped cream’.  

Moreover, engagement with Italian and French culinary cultures has occurred at a 

deeper level than for other cuisines. Although the French has a longer longevity as the high-

status cookery, since 1981, “the popularity of Italian cuisine is given a fillip by accumulating 

prestige, as it begins to lose its ethnic status and acquire haute markers in major markets” (Ray, 

2016, p. 78). This was noticed in the engagement with the Italian culinary culture in the 

magazines in various levels while other cuisines were not usually treated with the same interest. 

In other words, high status was given to a few cuisines (e.g. French and Italian), while other 

‘ethnic’ cuisines have been placed in an spectrum of low status depending on many variables 

such as current trends, international acceptability (especially in the USA and UK), which might 

be associated with socio-economic status of the country or of the immigrant community that 

was associated with the cuisine (Ray, 2016). The magazines differentiated their constant 

association with high-status cuisine, such as Italian, in a few ways: 

In the 1980s, the title of Italian recipes were often in Italian language such as ‘fettuna 

al pomodoro (Tuscan garlic bread)’ or ‘sugo alla cacciatore (wild mushroom sauce) (Cuisine, 



140 
 

January 1988, p. 12) while in the 1990s and early 2000s the association was with the geographic 

location within Italy which manifested itself in recipe titles such as ‘Genovese spring pasta’ 

(Cuisine, September 1996), ‘thin pizza with Sicilian greens and prosciutto’ (Cuisine, 

September 2000), or ‘melanzane Palermo-style’ (Cuisine, March 2001). This association with 

geographical location was heightened when the food writer travelled to the location to provide 

‘authentic’ recipes from a specific place. In the March issue of Cuisine (2003), for instance, 

‘Julie Biuso heads to the island of Sicily’ as ‘the first image that springs to mind when thinking 

of Sicily is its exotic cuisine’ (p. 83). The last indication was when the food writers used the 

‘authentic’ and hard-to-find ingredients (Johnston & Bauman, 2007) which at times gained 

them complains from the readers. Christine Hall (Cuisine, January 1990), for instance, found 

it hard to “track down supplies of porcini mushrooms and Italian rice” (p. 4).  

This level of association was, however, only afforded and offered by Cuisine and the 

weeklies usually could not afford or chose not to engage with such practices. Therefore, this 

engagement of Cuisine with manifestations of authenticity was a strategy to differentiate itself 

from other ‘mainstream’ and ‘inauthentic’ magazines such as the weeklies and was commonly 

used by other gourmet magazines (see Johnston & Bauman, 2007, p. 179). The weeklies 

usually did not go further than associating the dish with elements of cuisine in the particular 

region or country. Therefore, titles such as ‘Italian fish sauce [for pasta]’ (Woman’s Weekly, 

July, 1993) or ‘Italian chicken’ (Woman’s Weekly, July 2009) was more commonly found in 

them. This does not mean that the food writers of the weeklies were necessarily less 

knowledgeable than Cuisine’s. The writer of ‘roast three grain risotto’ (Woman’s Weekly, 

November 2011) stated that ‘to the Italians, this may not exactly be a risotto but it uses a similar 

method and takes roughly the same time to cook when made with brown rice’ (p. 30). 

Therefore, the weeklies’ writers did have the knowledge to distinguish what is more 

‘authentic’, however, the weeklies policies were more focused on practicality. 

The constant association with one cuisine will end in routinalization of aspects of the 

cuisine. Therefore, Italian or Italian-inspired recipes have become routinized in the 2010s, 

however, they still appeared in form of full menus. The twist introduced to add to the novelty 

of these recurring variations was the newer spin of associating with traditions such as extra-

long lunch that was introduced as an Italian tradition (Cuisine, May 2014) or Italian-inspired 

Christmas menu (Cuisine, November 2015) which was novel in the context of routinized 
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Christmas dinner (see Chapter Five). The readers also appeared to be cooking Italian more than 

any other style as per the number of letters explicitly mentioning Italian cooking compared to 

the rest (see Table 1.4). Therefore, the weak exotic (Johnston & Bauman, 2007) or routinized 

exotic (Warde, 1997) was re-introduced over and over to the readers in the recipe sections as 

one of the assumptions of the writers was that the typical reader was more inclined to be 

attracted to these notions. This, rendered food writing strongly European and Northern 

American (Janer, 2005) while “other global food cultures [were] added intermittently in ways 

that do not fundamentally challenge a Eurocentric culinary canon” (Johnston & Bauman, 2007, 

p.192). 

Thus, although the writers attempted to educate the readers on food, their attempts were 

limited to revisiting what was already known and accepted. Both the writers, as much as the 

readers, following the steps of their international counterparts (see Johnston & Bauman, 2007), 

adhered to the notion of ‘euro-chic’ (Howland, 2012). However, as mentioned by Ray (2016) 

about the American tastemakers, i.e. food journalists, restaurant critics, and professional chefs 

(p. 27), the writers have venerated a few European cuisines more than the rest. This, also 

suggest that although the food writers find it their duty to introduce the lesser-known to their 

readers and educate them (Johnston & Bauman, 2007), much like the previous decades (i.e. 

1955-1986), they still produce recipes that have a better chance of being reproduced at home 

kitchens (Warde, 1997) as the ‘long list of ingredients’, for instance, for ‘Mexican bean pie’ 

(Woman’s Weekly, September 2016) might be off-putting for the readers. 

The other non-Western regions and cultures, especially those of immigrants, have been 

intermittently presented as lower-status ethnic foods (Morris, 2013; Ray, 2016). The level of 

engagement with these culinary repertoires, too, were seldom with the depth that was left for 

the high-status food cultures of Italy, for instance. The dishes were rarely presented in their 

original language unless there was no English equivalent (e.g. congee, kimchi, manti). The 

geographic references remained vague or imprecise, even in the gourmet writing; for instance, 

‘Mediterranean [emphasis added] fish broth with mussel dumplings’ (Cuisine, January 2004) 

or ‘lamb manti with yoghurt and harissa’ which was introduced as Middle-Eastern stuffed pasta 

(Cuisine, May 2008).  

However, this content analysis uncovered that since the mid-2000s, there has been a 

gradual decline in appeal to European cuisines, though not in relation to other foreign cuisines, 
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while the explicit mentions of New Zealand culinary culture has increased. It should also be 

noted that although 35.71 percent of the communications included explicit references to New 

Zealand, a minority of these mentions were for foods. For instance, of the 49 references to New 

Zealand on the covers of the magazines, only six were about food (12.24%) while the rest were 

most commonly about New Zealand wine (n= 28, 57.14%). Moreover, there was also a gradual 

increase noticed in the explicit references to Asian culinary cultures, especially those of South 

East and East Asia which mirrored the recent immigration trends from countries such as China 

and India (Stats NZ, 2014b; ENZ.org, n.d.) hinting the effects of the immigration (Hall & 

Mitchell, 2003) as well as international trends (e.g. in the USA mentioned in Ray, 2016). 

However, when the writers engaged with dishes of other non-European cuisines, they asserted 

that these dishes were ‘unusual’. For instance, the text along with ‘cumin lamb noodle’ 

(Cuisine, September 2014) reads: ‘I love cumin lamb dishes that you get at some Chinese 

restaurants – on skewers, with steamed buns or combined with noodles. It may seem unusual, 

but is common in Xinjiang cuisine and has spread to other parts of China’ (p. 69). This indicates 

that the exiting and exotic food was not necessarily what was eaten outside the country and 

could be found “among groups of people and immigrant communities who are socially and/or 

geographically distant from the [Euro-centric] culinary core” (Johnston & Bauman, 2007, p. 

193) of urban middle-class New Zealand, and was found in the immigrant communities, or 

rural New Zealand, and among the indigenous. 

Therefore, in the realms of this study, it cannot be said that cosmopolitanism followed 

immigration or vice versa. This study can only assert that both international trends as well as 

migration could impact the cuisine of the magazines. However, perhaps the international trends 

have more influence but these trends were also, at some level, affected by migration trends.  

Māori food culture in the magazines’ cuisine 

Māori food and food culture was long absent in the magazines. In the 1980s (Byrnes, 1990) 

bicultural nationhood was developed in New Zealand in which the indigenous and settler were 

both considered ‘founding people’ of the nation (Bell, 2009). Thus, significant aspects of New 

Zealand identity are based on ideals of egalitarianism and lack of racism (Liu et al., 1999). 

However, this did not allow for expressions of Māori food and food culture in the magazines 

of the 1980s, not to mention the prior decades. The earliest and only explicit expression of 

Māori food culture in the sample was in 1992, in form of the recipe for ‘steamed marae 
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pudding’ (Listener, September 1992) that was copied from Māori Food and Cookery by Fuller 

(1978) and was a steamed pudding that served 260.  

This recipe was positioned alongside other pudding recipes that would yield four to six 

servings. The recipe is among what Beaton (2008) considers contemporary versions of pudding 

that do not show the typical characteristics of Polynesian Puddings (p. 83) and use European 

ingredients (e.g. wheat flour, golden syrup). Beaton (2008) states that marae puddings are 

commonly named after the marae (i.e. community) they are associated with “signifying that 

different rohe [i.e. district, region] have different recipes for similar dishes” establishing that 

“the importance of these dishes is not allocated to just one iwi [i.e. tribe]” (p. 84). For instance, 

“'Whakaue Marae Steamed Pudding' presumably comes from Whakaue Marae in Maketu 

which is situated in the Western Bay of Plenty” (Beaton, 2008, p. 84).  

This recipe provides an interesting case for a few reasons. Firstly, it appears to be 

included for the sake of ‘novelty’ that is less associated with ‘exotic’ or ‘rare’ ingredients and 

more with the yield of the recipe (C.M. Hall, personal communication, November, 4, 2019). 

This is especially significant, as in the Fuller’s cookbook (1978), there was a variation yielding 

eight servings. Therefore, the version in the magazine was appealing to the reader for whom 

“steamed puddings are part of family legend” and presumably have grown up with them 

(Listener, September 1992, p. 40) as it is ‘novel’ yet understandable.  

Secondly, the disassociation from the specific rohe through the omission of the name 

of the marae in the original source and the magazine only provides limited associations with 

Māori. Hence, this recipe was distant enough to be ‘weakly exotic’ but also close enough to 

suggest that they (the indigenous Māori) are not so different from us (the readers and writers; 

white middle-class (see Guthman & Dupuis, 2006) New Zealanders who are the closest to the 

culinary core with more access to economic capital).  

Finally, the choice of this particular pudding over other puddings that would have been 

more ‘exotic’ and used Māori ingredients (e.g. Māori plum pudding; a variation of European 

plum pudding that is made with yeast and is closer in texture to the Polynesian Pudding 

(Beaton, 2008)) tacitly suggests that the recipe was provided for the certain reader which might 

find the other alternative too strange (Heldke, 2015). It should be noted that this recipe was the 

only pudding recipe available in the original source which can highlight the scarcity of 
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published Māori sources at the time (see Morris, 2013) as well as the distance between the 

Māori and the culinary core visible through the inability of the tastemaker to provide other 

recipes.  

There has been an interest noticed in the magazines in the 2010s, yet, any explicit 

mention of Māori food culture has remained very limited. Even hāngī is absent in the sampled 

communications although commercial hāngī cookers of different scales (e.g. “MultiKai Hāngī 

Cookers”, n.d.) are accessible while the dish can also be made in a slow cooker (King, 2013) 

or pressure cooker (Bird & Bird, 2019). Slow cookers are widely used in New Zealand while 

pressure cookers are also available (see Section 4.4.4.4).  

The attention that was paid to the Māori cuisine in Cuisine is similar to what Morris 

(2013) found in the cookbooks; the focus was on local ingredients and as Māori has an 

indisputable claim to indigeneity, therefore, they have an indisputable claim to ‘authentic’ New 

Zealand cuisine.  

There were recipes that use ingredients traditionally associated with Māori (e.g. 

karengo [a seaweed Pyropia columbina, otherwise known as Southern laver], kumara [sweet 

potato]), yet, the dishes were not particularly or explicitly Māori; for instance, ‘kumara gnocchi 

with spinach, peas, and preserved lemon’ (Cuisine, September 2016) or ‘potato and karengo 

bread with extra mature gouda and salad’ (Cuisine, May 2016). In this way, the indigenous 

cuisines were “gentrified” (Grey & Newman, 2018, p. 719) for the reader, who is the urbanite 

white (i.e. Pākehā) middle class (Guthman & Dupuis, 2006; Johnston & Bauman, 2007; Ray, 

2016), for whom, Morris (2010) argues, Māori food has become “unpalatable” (p. 7) due to 

their decades-long political actions which have challenged Pākehā’s dominance. In this sense, 

the indigenous cuisine, with all its claims to authenticity and locality (Grey & Newman, 2018; 

Morris, 2013), is treated similarly to the ethnic cuisine of the immigrants (Ray, 2016); it is “just 

another tile in the […] mosaic” (Wolfe, 2001, p. 874). 

Therefore, engaging with Māori cookery on a deeper level than ingredients has 

remained almost unrepresented. There was one cover which specifically mention kai (i.e. food) 

(Cuisine, May 2016) in the context of New Zealand home-grown food, however, the mention 

was unspecific and abstract (Figure 4.23). This dismissiveness, in the magazines and for a large 

part of their publication history, towards the food culture of Māori hints at the common spirit 
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that the middle-class members of the colonizing communities share in regarding the non-white 

sources as ‘resources’ to be extracted to enrich one’s experiences (Heldke, 2012). Moreover, 

the socioeconomic position of Māori is much lower than the middle-class audience of the 

magazines with the median personal income of $6,000 less than the national median of $28,500 

and $8,400 less than the European New Zealander’s median in 2013 (Stats NZ, 2014a). 

Therefore, although Māori’s claim to authenticity, because of the indigenous connection to the 

land (Grey & Newman, 2018), is undisputable (Morris, 2013), the status associated with 

indigenous authenticity is much lower than that of other communities with higher income (Ray, 

2016) especially those of Euro-American origin that enjoy the international high status as well 

(Johnston & Bauman, 2007).  

Apart from the ‘too exotic’ status of Māori food compared to the preferred ‘weak 

exotic’ (Johnston & Bauman, 2007), there also might be an underlying double standard when 

it comes to dealing with Māori food. In Morris’s study (2010) on the absence of Māori 

restaurants, she states: 

My friends and I ate at a lot of different kinds of restaurants, and though we talked 

about Te Ao Kohatu [in central Auckland], we did not go. I remember comments that 

the food was not “proper Māori food” as it contained what we considered to be non-

Māori ingredients such as cream— it wasn’t authentic (p. 12). 

However, not only do non-Māori ingredients have a long history of being used in Māori 

food culture, this is an unrealistic standard that other cuisines do not have to abide by while its 

opposite has resulted in the emergence of fusion cuisine (see kumara gnocchi example above). 

Based on such standards, the ‘marae pudding’ above is not ‘Māori enough’. Therefore, it has 

remained for Māori to provide ingredients while the ‘audience’ decide what is authentically 

Māori and what is not (Morris, 2010). 

Therefore, the value of Māori food was highlighted often in tastemakers’ attempts at 

creating or defining the authentic New Zealand cuisine, while on its own merit, Māori food has 

not been deemed worthy of attention. This neglect might be associated to the socio-economic 

positon in the society (Ray, 2016) as well as reminiscence of the colonial attitude towards the 

indigenous which is not a phenomenon limited to New Zealand (see e.g. Grey & Newman, 

2018; Heldke, 2015). This neglect has also been found in the cookbooks which, until the 
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1970s’s at least, generally ignored Māori food and cuisine (Leach, 2010a; Morris, 2013) while 

at times, especially in earlier decades, portrayed “Māori cookery as uncivilised and alien in its 

own homeland” (Leach, 2010a, p. 51). Moreover, the underrepresentation of Māori ingredients 

in the weeklies compared to Cuisine, alongside the focus of the weeklies on practicality, may 

suggest that Māori cuisine is a less-familiar territory in the domestic kitchens as well, 

confirming the exotic status of Māori food in the cuisine in magazines. However, the attempt 

to include a Māori pudding recipe in the 1990s when considered alongside the more open 

attitude of the weeklies regarding newer ingredients (e.g. quinoa before the international hype) 

could suggest that the weeklies were at times more adventurous while the gourmet followed 

the international trends.  

4.5.1.3. New Zealand cuisine, New Zealand ingredients 

There has always been an interest in defining the New Zealand cuisine. Although New Zealand 

food culture is heavily influenced by the British cuisine (a term that incorporates elements of 

regional cuisines found within Great Britain), the magazines’ communications refrained from 

stating this in their attempts at defining the New Zealand cuisine. In fact, over the years 

although the elements of British food culture have undoubtedly remained (e.g. Christmas 

dinner, ‘meat and two veg’, Sunday roast) the mention of British food culture has significantly 

declined. Furthermore, the influence of other food cultures, especially European and American, 

has increased over the years which later included the influence of other countries following the 

global trends and fashions in gourmet food writing (see Johnston & Bauman, 2007). 

While in the 1950s Aunt Daisy, a radio host who was the authority on food writing at 

the time, insisted on Britishness as the standards with which New Zealand foodways were to 

be compared; Graham Kerr in the 1960s insisted on influences of locality, especially in form 

of availability of ingredients, to be the force shaping the New Zealand cuisine. Although Kerr 

was adamant about finding the New Zealand way based on local ingredients, he did not specify 

what would shape the New Zealand combination of ingredients or cooking and manipulation 

techniques, or what dishes would be made of the local ingredients. 

I suppose by now my feelings on the need to create an identifiable New Zealand cuisine 

are well known. As with most countries that have a comparatively short history, such as 

Canada, the United States and Australia, we in New Zealand tend to take a lot of highly 
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evolved recipes from many different countries, and in the United States this has created 

a hotchpotch of food habits and there are few dishes that can be grouped together as an 

identifiable national cuisine. In New Zealand for example we have such dishes as curry, 

Hungarian goulash spaghetti bolognaise, filet mignon, fish mornay, and pizza pie. These 

dishes can never form a foundation for a New Zealand cuisine simply because they are 

all quite different in their approach. One of the great deciding factors on a national food 

habit is the ready availability of raw materials, though in some cases it is the lack of 

availability of raw materials. In Italy the lack of meat for most people caused the 

introduction of the Chinese noodle. Which proliferated into a wide variety of different 

spaghetti and vermicelli. This helped the meat to go further. The same thing happened in 

Asian countries where rice was used. In New Zealand we have a ready supply of high 

quality meat and its cost, though we grizzle about it, is still reasonable enough for it to 

take up a major part of our diet. We have then no need to stretch it by adding other 

starches. You may see from this that while it may be exciting to attempt “continental 

dishes” it is leading us into a situation similar to that in the United States, and we can, if 

we fail to think of the implications, wind up without any food that we can call our own. 

This I submit is a very bad thing for such a famous food-producing country (Graham 

Kerr, Listener, 1966 September p.24). 

In 2016, Grant mentions ethical production and consumption and effects of indigenous 

food cultures among influences shaping the New Zealand cuisine.  

New Zealand is a culturally young country with an emerging food culture. The oldest 

food cultures with the most diverse range are ones that incorporate new ingredients and 

techniques to develop their own style. We have become more aware of the cost of 

growing our food and of locality, seasonality and ethical produced, socially responsible 

food. These are trends that will not be going away. I’m heartened by the opening of social 

enterprise café Kākano in Christchurch; an exciting venture bringing traditional Māori 

foods to the greater public while at the same time engaging with local community groups 

through its cookery school and gardens. Our chefs and restaurants have led the charge 

for change. They are celebrating provenance on their menus – whether that is from 

foraged ingredient or a food product or wine specific to their location, or the ceramics 

your dish is served on, the tableware or indeed your seat. They are incorporating 
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previously unheard of (or unavailable) ingredients that our newest citizens are bringing 

to the food landscape. Online shopping has meant that we can order exotic ingredients 

no matter where we are, while our artisans are making delicious drink, cheeses and much 

more, and putting a modern twist on ancient techniques of fermenting and pickling. And 

everywhere, we are seeing terroir and regional specialties emphasised (Ginny Grant, 

Cuisine, 2016 May, p. 52).    

Naturally, there are similarities and differences between Kerr’s and Grant’s views; they 

both value locality, yet, although Kerr acknowledges influences of other cultures along with 

availability of ingredients as forces that shape cuisine, he does not find other cultures’ 

influences necessary in shaping New Zealand cuisine. However, Grant acknowledges the 

influence of others but still in form of ingredients or techniques in making the ingredients rather 

than cooking techniques. In this sense, the cooking techniques of New Zealand cuisine are to 

remain what they are, which have not been explicitly described, and not change while addition 

of the ‘new’, in form of ingredients, is more tolerated. Moreover, these attempts have been 

silent on the acceptable methods of combination of ingredients or tastes (e.g. what is the ideal 

state of cooked vegetables? Can sweet and savoury be mixed?). The comparison of these 

viewpoints to find the similarities between them suggests that New Zealand cuisine has been 

vaguely described as any combination of ingredients that are found in New Zealand based on 

the ‘grammar’ that the cook adheres to. Therefore, perhaps Kerr’s nightmare of the ‘hotchpotch 

of food habits’ has finally been realized.  

A cuisine is determined by the type of ingredients used, the order of the meals and the 

etiquette of eating (Goody, 1982, p. 151), therefore, these attempts or any attempt that focuses 

on one of these aspects rather than all three is insufficient in defining a cuisine; be it regional 

(Mintz, 1996, p. 114) or ‘national’. If we agree that one of the aspects of cuisine is a distinct 

cooking technique, such as the Belgians have in preparations with beer (Scholliers & Geyzen, 

2010) or the Swiss fondue, it can be argued that, based on the data found in the magazines, that 

a distinct New Zealand cuisine does not exist. However, Māori do have a cuisine with Hāngī 

being its most famous example. Nevertheless, the assertion that cuisine is a particular kind of 

talk about food and cooking (Ray, 2008; Mintz, 2002) rather than cooking food suggests that 

New Zealand has a cuisine. Therefore, perhaps there would be no need in aiming to define a 

New Zealand cuisine, as denying a national cuisine does not equal denying a national culture 
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(Avieli, 2017; Mintz, 1996). Still, a good starting point for attempting to define the New 

Zealand cuisine, if such attempts are deemed necessary, can be found in one of the letters: “we 

forget that, unbound by centuries of tradition to blinker our thinking, we are free to cherry-pick 

the world’s best ideas, and to fearlessly improve them” (Grant & Joanne Robertson, Cuisine, 

November 2011, p.18).  

Figure 4.23. Cuisine cover dedicated to New Zealand food 

 

 Note. From Cuisine (May 2016) 

4.5.1.4. Section summary 

New Zealand food writers followed the steps of the American tastemakers in two distinct ways 

(Ray 2016), both of which resulted in the introduction of the weak exotic to the reader. Firstly, 

they have chosen high-status foreign foods (Ray, 2016) such as the Italian and French and 

revisit these cuisines often while engaging with geographic references of rather deep levels of 

specifity. “Such precise geographic specificity signals authenticity by letting the reader know 

that this food is valuable in part because of its specific geographic origins, which sets it apart 

from more generic versions” (Johnston & Bauman, 2007, p. 180). Secondly, the low-status 

ethnic food of the immigrants (Ray, 2016) are combined into regions and highly specific 

references are much less often found in them.  

[Underneath the tag: Seafood, 
Lamb, Kumara], Game, Cheese, 
Kai, Honey, Pies, Pinot noir 
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It can also be hypothesized that the high status of a cuisine is directly associatied with 

attempts to delve into its ‘authentic’ version. In other words, when a particular cuisine 

accumulated a high status and is assumed to have wide acceptability, more and deeper 

information is provided on that particular cuisine. So, the magazines seldom move on from the 

high-status cuisines to the lower and try to educate the readers on them. Rather, they stick with 

the high status and season it with the lower status cuisines intermittently. In doing so, they use 

strategies to introduce more ‘authentic’ version of the high-status cuisine with recipes, at times 

specific to a city or state, and compose a relatively shallow collection of information and 

recipes on a country or a few countries combined. For instance, the recipes specific to the 

cuisine of Sicily were more often found while there were general references and sections for 

Middle Eastern or Asian cookery.           

Therefore, although highbrow culinary snobbery (i.e. accepting French cuisine as the 

absolute standard) is supposedly in decline and is being replaced by the notion of 

omnivorousness (Johnston & Bauman, 2007; Peterson & Kern 1996), this notion does not 

encompass many cuisines in the magazines. In other words, although French cuisine might not 

be the standard anymore and high-status is now shared among a few more cuisines, still not all 

cuisines have been accepted equally and some are more valued than others. Moreover, Māori 

cuisine is valuable when its claims on indigeneity is necessary for creating the authentic New 

Zealand cuisine, while at other times, it has been dismissed or dealt with as another ‘ethnic’ 

cuisine (Morris, 2013). 

4.6. Summary and conclusion 

Focusing more on recipes, more specifically recipe titles and columns, than other forms of 

communications, this chapter examined the elements of cuisine as they were portrayed in the 

magazines. The first four sections focused on ingredients, food items, technology and 

techniques, and serving of alcoholic drinks with food and was able to notice two distinct trends 

in the cuisine in magazines; the cuisine of the earlier years (i.e. 1955-1986) generally prefered 

to validate what was supposedly accepted and preferred by the audience, and therefore, would 

remake at their kitchens. The standard was the British foodways and what was accepted in the 

Anglo-American canon was accepted and reiterated in the magazines. This had resulted in a 

more homogenous cuisine being advocated in those years. Hence, culinary developments 
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slowed down as the readers were deemed unadventurous. The cuisine of the later years (i.e. 

1987-2016) aimed to educate the readers and broaden their understanding on what constitute 

‘good’ food. There was an inclination towards using what was less available, exotic or not, in 

the magazines which at many times contradicted the most supplied and consumed foods in the 

society. Although there was a penchant for using the less-available ingredients, the dishes or 

food items that are to be made with said ingredients were generally known or understandable 

to the readers. In other words, the dishes seldom challenged the established palate of the 

‘typical’ reader while the challenge was often in locating, accessing, and affording the 

ingredients. Technologies and cooking techniques were also those which were particularly 

available or known to the readers. This further confirms that though the magazines aim to 

broaden the reader’s taste and horizon, they refrain from introducing the ‘too new, too fast’ as 

these would induce anxiety (Warde, 1997) and may not be appreciated.  

Representation of cuisine has not remained constant as values have changed over the 

years. In the previous decades, what was known, familiar, and associated with Britain and 

France was revered. The cuisine of the magazines later valued what was rare and exotic, 

however, not the so exotic that it cannot be comprehended (Johnston & Bauman, 2007). Hence, 

the foods of some European countries were added. The choice of ingredients moved away from 

‘the preferred’ by the audience (i.e. most commonly used because of availability or taste) to 

almost the opposite of consumption trends in the society. Therefore, the replicability of the 

recipes and practicality was, to a certain degree, of lesser value in later years while appealing 

to ‘novelty’ (Warde, 1997) to educate the readers was of more importance. In this way, the 

magazines challenged the accepted cuisine of the readers, however, they still valued 

practicality and refrained from introducing the ‘too exotic, too often’. This trend was also more 

noticeable in Cuisine as the weeklies, especially Woman’s Weekly, still valued practicality 

more. In a sense, the food writing that is done for women deals with their daily chores of 

cooking while the food writing that is done with both men and women in mind, perhaps 

especially men, is about the more sophisticated aspects of the knowledge of cookery and good 

taste (see Section 6.1).  

As the high status, weak exotic, is often revisited, the cuisine of the magazines has 

remained Eurocentric. Moreover, as the Anglo-American canon is highly valued (Morris, 

2013), it is inevitably accepted in the cuisine of the magazines. Based on the similarities 



152 
 

regarding the ethnic influences on the cuisine of the magazines of New Zealand and the 

American counterparts (Johnston & Bauman, 2007), it can be argued that the trends that are 

identified in the magazines are not independent from those of Anglo-America. In other words, 

the cuisine of New Zealand magazines follows the steps of the cuisine of Anglo-American 

magazines. This does not mean that the cuisine of the magazines is an absolute copy of what 

is presented in the foreign counterparts, however, the main trends noticed in both are similar. 

For instance, the way the Americans deal with Korean and Thai cuisines (Ray, 2016, p. 86) 

appears similar to the way the New Zealanders deal with Chinese cuisine. These all are the 

ethnic foods that, though never reaching the heights of foreign food, do better than others due 

to the better socio-economic stance of their retrospective communities in the society. Perhaps, 

the socio-economic stance of other immigrants’ communities in New Zealand as well as Māori 

has also contributed to the lower value the magazines place on these ‘ethnic’ cuisines. So, 

although the claims of Māori on values such as authenticity is indisputable (Morris, 2010), their 

cuisine might not get its due attention until the community gains a higher socio-economic 

position (Ray, 2016).    

Finally, the cuisine in magazines, especially the gourmet, is very much concerned with 

the notion of ‘high status.’ High status can come from cultural and economic capital; the 

‘exotic,’ ‘authentic,’ ‘small scale,’ and ‘local’ (Johnston & Bauman, 2007) usually owns both 

these capitals as it is both rare and expensive. This cuisine also is sensitive to international (i.e. 

Western) trends and hypes. This is noticed in all the sections and aspects of cuisine that this 

chapter has gone through. ‘Good’ food of the gourmet, therefore, remains inaccessible to the 

reader with limited disposable income and free time. The cuisine of the woman’s magazine is 

generally low status and ‘mundane’ (Warde, 1997) and uses ‘everyday’, inauthentic, 

convenience, and available ingredients and methods and often is dismissive of trends. This 

cuisine is more adaptable in the ‘typical’ kitchen and for the women who essentially, and more 

commonly than men, work two shifts inside and outside their homes, facing both economic 

and time restrictions, and earn significantly less than men. However, at times, the ‘new’ is 

presented in the woman’s magazine much earlier than the gourmet. Hence, the stance of the 

woman’s magazine is not accidental nor is it out of lack of knowledge, it is more due to the 

value placed in practicality and convenience which will be discussed in Chapter Six.   
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CHAPTER FIVE - CELEBRATORY MEALS: RESULTS AND 
DISCUSSION  

5.0. Introduction 

The third theme of cuisine encompasses the views of food experts (i.e. the food journalists), 

food manufacturers, and to some extent, the audience on meals. Due to the differences between 

the views, policies, and heterogeneous target market of these three magazines which affected 

their respective cuisines, this section focuses on the notion of celebratory meal that has been 

shared among them all. Meals are defined as specific culturally recognized eating events, 

often combining particular dishes with social rules and a ‘grammar,’ which includes order of 

presentation, and rules of combination and separation (Douglas, 1972). Unconstructed food 

events, such as snacks, that do not follow a particular set of rules, therefore, are not considered 

‘meals’ (Douglas, 1972). This chapter focuses on the combination of ingredients to form dishes 

and combination of dishes to form meals that are befitting the most commonly mentioned 

celebrations in New Zealand print media. This chapter, therefore, aims to answer the following 

question which are sub-questions to the first research question (i.e. what is the advocated 

cuisine in the three select magazines of New Zealand representing the gourmet, current affairs, 

and women’s genre?): 

 

1. What are the celebratory meals of the magazines?  

2. Are there any feast-specific foods (i.e. special ingredients and food items used for 

celebrations) in New Zealand magazines? 

3. What are the rules associated with preparation and presentation of the celebratory meal 

in the magazine? Are there any rules declared associated with consumption?  

 

To answer these questions, this chapter focuses on home entertaining and Christmas. 

There are other events that are important in New Zealand culture such as Easter, Anzac Day, 

Waitangi Day, birthdays, and so on. However, Christmas celebration is culturally significant 

in New Zealand (Clair et al., 2005), and has a longer presence in the magazines compared to 

“the new holidays of the twentieth century – Anzac Day and Waitangi Day – [that] were local 

creations and have a more ‘nationalist’ flavour” (Clarke, 2007, p. 3). Having the main cultural 

events in New Zealand in mind, the sampling plan of this study was deliberately designed to 
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cover major events and celebrations which involved food consumption (e.g. Christmas, New 

Year’s Day, and Easter holidays). However, the generated data from the magazines led the 

investigation towards these two particular celebrations (Table 5.1) as the data on Christmas 

and home entertaining, especially in form of dinner parties, were much richer than the rest of 

the events. The data presented in Table 5.1 provides an overview of the number and frequency 

of the events considered for this study which will be broken down further in this chapter and 

Section 6.1.  

Table 5.1. Number of celebrations in the sampled communications   
1955-1986 1987-2016 Total  
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Christmas 1 3 2  11 102 31 6 156 35.54 

Home entertaining (indoors/outdoors)  4 10  19 54 31 14 132 30.07 

Picnic 2 6 3  5 29   45 10.25 
Mother’s Day  3 3  1 17 15 1 40 9.11 

New Year's      15 1 2 18 4.10 

Father’s Day     1 9 5 
 

15 3.42 

Other events (e.g. Easter, birthdays, 
food festivals, etc.) 

 3 2  3 16 9  33 7.52 

Total 439 100 

 

The frequent recurrence of Christmas and home entertaining, along with the sparsity of 

communications about other events suggested that Christmas has been a more established and 

important annual event in New Zealand. The longer history of Christmas celebration could 

display the ‘standard’ and ‘traditional’ fare that is bound to a certain time and season. Home 

entertaining, however, is to a much lesser degree bound to ‘tradition’, and therefore, may be a 

better venue, compared to Christmas, to display ‘individuality’ and ‘novelty.’ Both of these 

fares, nonetheless, are designed in a way to impress the readers (and diners or guests). 

Therefore, both these events and the food communications about them can capture the changes 

that, over time, have occurred in the standards associated with being a ‘good host’ (Lashley et 

al., 2007). The traditional and highly ritualised aspect of Christmas which is celebrated with 

cooking certain ingredients in a certain way (Marshall, 2005) cannot fully display expression 

of taste through the choice of ingredients and cooking methods. Moreover, Christmas is an 

annual event with a fixed date, and therefore, bound, to a degree, by seasonal availability of 
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ingredients and ‘calendrical’ aspects of eating (Mintz, 1992). Home entertaining, though less 

ritualised, have enough structure and form for interpretation of what is appropriate (Marshall, 

2005), can occur year-around, and therefore, is not heavily influenced by certain rules as 

themed events are. What is deemed luxurious and impressive, therefore, may be explored 

through the food sections that were designed for entertaining.  

Christmas dinner is a ritualised consumption (Marshall, 2005); a high feast that is 

historically continuous (Goode et al., 2003). Christmas dinner was also a ‘tradition’ more 

constantly upheld by the audience, as expressed in their letters and the advertisements, while 

the recipe columns, at times, distanced themselves from the rules of cooking and serving that 

are associated with Christmas dinner in New Zealand. The extraordinariness of entertaining, 

though less regulated, mirrors the conventions associated with consumption of food, usually 

what is different from  the everyday fare (Gronow & Warde, 2001), and therefore, can be the 

context of consuming ‘luxury’ food (Van der Veen , 2003). The advertisements find 

preparation and consumption of rare items unnecessary, aiming to entice the audience to 

consume their products for all occasions. Recipe columns and letters clearly distinct between 

the ‘everyday’ and ‘occasional’ fare even when the everyday fare they advocated was rather 

luxurious and expensive (see Chapter Four). Figure 5.1 displays the main themes that will be 

discussed in this chapter. 

 
 Figure 5.1. Cuisine’s third aspect (meals) 
 

 

5.1. Home entertaining 

Home entertaining is the chance to impress the ‘outsider’ involving certain degrees of formality 

and lavishness (Fox, 2003) while reinforcing the bonds between families (Cappellini & 

Parsons, 2012) and friends (Mellor et al., 2010) who may not be in the immediate circle of the 

Cuisine 4. Celebratory Meals 

Home entertainment

Christmas dinner 
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family. There may not be many rules to follow and the choice of foods might be rather 

subjective, however, social and cultural factors shape what is eaten whether mundane or 

occasional (Marshall, 2005). Food that is served with friends or people who are outside the 

immediate circle of closeness is richer (i.e. more luxurious) and more elaborate than everyday 

family fare (Appadurai, 1981) and the food that is suitable for entertaining needs to fit certain 

criteria to impress the guests (Fox, 2003, p. 16). Therefore, foods that were designed for the 

purposes of entertaining in the magazines can be considered the more luxurious choices 

compared to what was designed for everyday consumption. As home entertaining is an activity 

most associated with the middle class (e.g. Fox, 2003; Mellor et al., 2010), the magazines’ 

choice of food can also describe what is deemed good enough for the New Zealand middle 

class to feed and impress their guests with. 

5.1.1. Entertaining in 1955-1986: family’s simple and guest’s glamorous fares are one 

The concept of home entertaining was non-existent on the covers of the magazines, nor was it 

found in the letters. The recipes of this era, too, were generally more focused on everyday fare 

of the family as this perhaps befitted the more ‘humble’ nature of the weeklies (Warde, 1997). 

There were recipes found that served more than three or four people, the common overall 

family size was four (3.7 people on average in 1951) or three (average in 1981) (Stats NZ, 

2016), which might hint that such recipes were designed for larger groups (i.e. guests). 

However, the message that was conveyed in the context emphasized that these recipes were 

still for the consumption of the family, and therefore, not particularly suitable for entertaining 

as they may not be impressive enough (Fox, 2003). For instance, ‘cold-weather compote’ 

(Woman’s Weekly, July 1981) yielded six to eight servings, however, it was published under 

‘family meal: winter breakfast’. 

Apart from the recipes for entertaining the extended family during the holiday season 

(i.e. Christmas time), which will be discussed in the following section, the data on entertaining 

was scarcely found. This scarcity of data suggests that home entertaining was not a topic for 

the weeklies; either it was too important, formal, complex and elaborate at the time (Fox, 2003) 

to fit into the few food pages of women’s magazines and the one column of current affairs 

magazines or not as important as other topics might have been. Although Leach (2010a) finds 

elaborate menus for entertaining in the cookbooks of 1970s, the findings of this study can assert 
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that, at least in the cuisine in magazines, the ordinary food that was good enough for the family 

was good enough for the guests. 

The few recipes that were found on entertaining, implied that hosting was simple, 

especially when children were among the guests, and not much different from everyday 

cookery. For instance, the simple dinner of ‘milk-based cheese fondue’, albeit for a children’s 

party (Listener, November 1997), was so ‘simple’ that its leftovers could be served as ‘sauce 

for cauliflower’ to feed the family. In other words, the leftover food of a dinner party was far 

from a ‘proper meal’ (Murcott, 1982) by itself and could be only considered as the sauce for 

the side vegetable and not even the main stressed item (i.e. meat) (Marshall, 2005). However, 

what makes this dish special was the ‘novel’ or fashionable way it was served (i.e. fondue).     

The recipe for ‘beef casserole’ (Listener, May 1976) was for ‘the young and 

inexperienced’ who could not easily double the recipes to feed large numbers, indicating that 

the experienced cook could very well double their regular recipes to feed the guests. In other 

words, the food that is suitable for dinner parties is just what the family eats only in larger 

quantity. This luxury that came with the quantity of food may suggest that New Zealand at the 

time was a society “without strong social stratification” (Van der Veen, 2003, p. 405) as 

“though there was a large and varied middle class … until the 1960s and 1970s the income 

difference between men in different jobs were not great” (Phillips, 2018).  

The advertisements and recipes of these years conveyed a message to the readers that 

the ingredients of ordinary family food and ‘extraordinary’ party food were the same. In other 

words, the party food was the ‘plain’ family fare of every day. The advertisement of sandwich 

paste stated that it was ‘perfect for party savouries’ as well as everyday ‘snacks’ (Woman’s 

Weekly, January 1962). Advertisements, however, suggested that the setting and presentation 

is what makes the fare suitable for the ‘others’. In other words, spending effort made the food 

extraordinary (Cappellini & Parsons, 2012) as everyday family fare was to be convenient (see 

Chapter Six).The advertisement for ‘Irvines puff pastry’ vividly described how ordinary family 

food is transformed to ‘extraordinary’ party food with added ‘glamour’; the title of ‘wine and 

fish, a royal dish’ (Woman’s Weekly, September 1966) suggested that the combination of these 

two ingredients, in the recipe for ‘fillets of schnapper (i.e. snapper) in pastry’ with ‘white wine 

sauce’, suited entertaining guests when the pastry is glamorously shaped like a fish. This dish 

was good enough for the family with the simple unshaped crust. 
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In the advertisements, having or serving alcoholic drinks was more associated with 

entertaining per se than food. This signals the special nature of alcohol at the time, the public 

consumption of which was relatively more regulated prior to the mid-70s (Phillips, 2016c). 

Alcohol, at least certain types of it, became less special when it was associated with everyday 

serving (see Chapter Four) later on. 87.5% of the advertisements of the products with 

indications to party or home entertainment were for alcoholic drinks (n=7) including beer 

(1950s and 60s), fortified wine (1970s), and wine and spirits (1980s) while only two 

advertisements were for foods that was suitable for everyday use as well as party fare. Although 

women were usually in charge of food and did not focus on drinks, i.e. providing drinks and 

serving them is usually men’s responsibility (Mellor et al., 2010), providing and serving drinks 

at the parties were still the hostess’s work and alcoholic drinks were an integral part of formal 

entertaining depicted in the advertisements (Figure 5.2).   

Figure 5.2. Formal setting of entertaining in the alcohol advertisements 

 
 Note. From Listener (September 1960, July 1957)   

5.1.2. Entertaining in 1987-2016: the art of entertaining    

The notion of entertaining had re-emerged (Figure 5.3) in the magazines in the late 1980s with 

the publication of Cuisine and has been called an art (Cuisine, September 1988) on the covers 

which usually involved serving different types of food (n= 12; 63.15%) and sparkling wine 

(n=7; 36.84%). The recipes were not usually named on the covers, however, using terms such 

as ‘party platter’ suggests assortment of dishes would suit hosting a party. In this sense, the 

notion of party food in Cuisine was more elaborate than what was found in the weeklies in the 

prior decades. Only 0.76% (n=1) of the recipes in 1955-1986 made reference to entertaining 



159 
 

compared with 5.17% (n=54) in 1987-2016. Moreover, the fact that entertaining appeared on 

the covers of Cuisine suggests that the complex matter of entertaining required dedication of 

at least a few pages which could not always be afforded by the weeklies (especially Listener). 

Hence, most of the recipes and food sections dedicated to party food for entertaining were 

found in Cuisine (8 food sections: 42 recipes; 76.36% of recipes for entertaining) rather than 

in the weeklies (4 food sections: 12 sampled recipes; 21.81% of recipes for entertaining). 

Quite contrary to the observed simple fare of the child-centric parties in the previous 

decades, the adult guests of these decades were impressed by the party foods made of more 

extraordinary (e.g. rare), expensive, or ‘new’ ingredients that were made with ‘new’ styles of 

cooking. In other words, complexity was one of the desired attributes of the dinner (Spence, 

2018). The emphasis on quality and style that were found in the recipes and on the covers may 

suggest that social stratification and social ranking has been enhanced (Van der Veen, 2003) in 

New Zealand compared to the previous decades. Indeed, in the late 1980s and 1990s inequality 

increased while in 2014 New Zealand became the eighth most unequal society by income in 

the OECD countries (Phillips, 2018). These recipes were also venues for expression of taste 

(Mellor et al., 2010), capability, and knowledge of the writers. In other words, the writers aimed 

to inspire the readers for their home entertaining, and simoultenously, they themselves acted 

as hosts trying to impress the readers (i.e. guests, outsiders) with their choice of food. 

 Figure 5.3. Entertaining in communications 
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5.1.2.1. Recipes: the elaborate dinner, passé barbeque, and good old roast   

The elaborate dinner, rather than lunch or brunch for instance, was what the magazines usually 

prepared and barbeque was the most common style of party on the covers and in the recipe 

sections although two covers mentioned festive brunches (Cuisine, January 1990; Listener, 

November 1987). No meatless (i.e. plant-based) dinner menu or main meal was found inside 

the magazines within the context of home entertaining although a cover indicated a ‘no-meat 

feast’ (Cuisine, November 2013). This indicates that meat (i.e. animal flesh) has been an 

important ingredient and the focal point of the proper meal (Murcott, 1982; Marshall, 2005) 

that was prepared for home entertaining symbolizing wealth, success, and power (Belasco, 

2008). Meat is so significant an ingredient and so associated with New Zealand national 

identity (White & Potts, 2008) that parties were, at times, themed over how the meat is cooked 

such as barbecue party or Sunday roast. The inclusion of ‘no-meat feast,’ therefore, could be a 

response to the growing demand of plant-based food in society (Akoorie, 2019; Bailey & Earle, 

1993; NZ Herald, 2019a,b). Moreover, although meat is a significant ingredient, hosting plant-

based parties and following plant-based diets, which can stem from moral motivations (e.g. 

animal welfare, sustainability and environmental impacts of meat production), could be an 

expression of tastefulness of the host and magazine (Johnston & Bauman, 2007; Mellor et al., 

2010), showing off the cultural capital.  

The theme of the dinner party is one of the notions that suggests how trendy and 

therefore ‘tasteful’ a host is (Mellor et al., 2010) enabling the host to impress the guests by 

showing off the cultural knowledge as well as a means for “displaying of concerns and effort 

for the welfare of the guests” (Fox, 2003, p. 6). In turn, it can also indicate how ‘tasteful’ and 

‘trendy’ the magazine is, expressing their culinary and therefore cultural capital (de Solier, 

2005; Naccarato & LeBesco, 2013). For instance, although barbeque parties are a well-known 

part of New Zealand food culture and are widespread (Clayworth, 2013), they did not appear 

in the home entertaining section of the magazines after the year 2000 indicating that barbecue 

has no longer been considered fashionable or tasteful enough, as alfresco dining has in more 

recent years, and therefore was not impressive enough anymore.  

In the magazines, however, barbecue parties started as sophisticated parties in 1959 and 

became ‘ubiquitous’ and rather ‘boring’ by 1994. The barbeque party of 1959 (Woman’s 

Weekly, November 1959) to celebrate Guy Fawkes Night (November 5th – a celebration that 
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has lost its meaning in New Zealand culture with its gradual decolonization) with a bonfire, 

was said to be ‘sophisticated versions of the old campfire grill’ with ‘sizzling steaks, chops or 

sausages’ (p. 10). This new, sophisticated style of entertaining, imported from the USA (Leach 

cited in Christian, 2011; Taber, 2011), in which the ‘hamburger platter’, ‘hot dog and potato 

salad’, and ‘beef and prune patties’ were served alongside ‘traditional steak, chops and sausage’ 

(p. 10) later became ‘ubiquitous’ [emphasise added] (Cuisine, January 1994, p. 22) and ‘boring’ 

(Cuisine, January 2000, p. 67). With ‘boring’ food framed as ‘charred-to-cinder steak and 

iceberg lettuce salad’ (Cuisine, January 1994, p. 22) and ‘sausages, chops and steak’ (Woman’s 

Weekly, March 1993, p. 60) which the magazines aimed to enhance with their new, less-

common, and interesting recipes, thus distinguishing their fare from the mainstream. Therefore, 

in the context of a barbeque party, fish, minced meat, or rougher cuts of meat (e.g. skirt steak), 

which are usually of less value than steak for instance, were presented as better choices because 

they were unexpected, new, and therefore more impressive. The cost of the ingredient, as 

shown through preferring cheap skirt steak over expensive chops or steak, was not enough to 

impress the guest anymore and other attributes (e.g. the relative rarity of the ingredient in the 

situation it was used) were displayed (Mellor et al., 2010).  

Roast dinner, especially Saturday or Sunday roast which was another culturally 

significant food event until the 1970s (Burton, 2013; Ministry for Culture and Heritage, 2016), 

was absent in the magazines of 1955-1986. However, it has made a return more recently 

(Cuisine, July 2013) showcasing how authenticity, by evoking the historic links with ‘good old 

roast dinner’ (p. 80), makes the food ‘tasteful’ (Johnston & Bauman, 2007), and therefore, 

suitable for guests (Mellor et al., 2010). The scarcity (Newman, 2000) of roast dinner as a 

theme for dinner parties (which was essentially shared with the inner family circle), along with 

its authentic historic ties, and the change in the serving time from “middle of the day” (Burton, 

2013) to dinner time (i.e. in the evening) made it impressive enough for the other. Therefore, 

the modernity and rarity (i.e. extraordinariness) of barbecue in the 1950s (contrary to the roast 

dinners) and the history and rarity of roast dinners in the 2010s (contrary to the barbeque party) 

in the context of home entertaining was another reason for these events and/or cooking methods 

to be impressive to the guests (Fox, 2003). 

Dessert is also an important part of the dinner that is made for entertaining and 25.92% 

of the recipes (n=14) were recipes of desserts, usually fruit-based, indicating that dessert is an 
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integral course, though less stressed (Marshall, 2005; Murcott, 1982). Moreover, fish and 

seafood (n= 11; 20.37%) appeared to be impressive enough to feature in different menus, 

however, it was either served as a starter or was a part of assortments of dishes (especially for 

the barbeque party) and was very seldom served alone or as the main course, showcasing that 

fish and seafood was not considered appropriate as a main meal centrepiece (Marshall, 2005, 

p. 72) which should be the meat of a warm blooded animal (Murcott, 1982). 

Because of the diversity of the recipes and sections, the structure of the meal cannot be 

fully known. However, the recipe columns suggested that at least one main course, which was 

usually meat-based (i.e. the major meal) (Douglas, 1972), and at least one smaller course, 

usually in the form of dessert, were needed for the dinner party. The starter, however, was more 

discretionary and, more often, was found in the recipe sections of the gourmet magazine than 

in the weeklies. This may indicate than serving a starter might not be as significant as dessert 

or perhaps rather new in the New Zealand food culture.  

5.1.2.2. Entertaining in the advertisements: impressive though convenient 

The products that were advertised for home entertaining were varied, ranging from ingredients, 

to drinks, convenience items, and even shops or supermarkets. Yet, the message they conveyed 

was that their advertised party fare is impressive, however, ‘impressiveness’ did not need to be 

difficult or expensive to achieve. This message is similar to what was conveyed in the 

advertisements of 1955-1986; then there was an emphasis on spending effort and forming the 

simple everyday fare into impressive party fare whereas in 1987-2016 the message was that 

the products are already impressive enough (i.e. the work is done by the manufacturers 

(Belasco, 2008)). Therefore, the effort and, at times, expense could be spared. Effortlessness 

(i.e. convenience) is more appealing (Warde, 1997) to the contemporary ‘host’ (i.e. gender-

neutral term used rather than ‘hostess’ of the previous era) who probably does not have enough 

time but has enough disposable income as she is probably in charge of catering the food (see 

Chapter Six) while also working both inside and outside the house. Statements such as ‘simple 

and perfect meals’ (wine and cheese advertisement – Cuisine, September 1992), ‘a wonderful 

solution for easy entertaining that is sure to impress’ (smoked seafood advertisement – Cuisine, 

January 2002), ‘impress your guests with less’ (supermarket advertisement – Woman’s Weekly, 

September 2014), or ‘the party show off!’ (cake shop advertisement – Woman’s Weekly, 

September 2016) reflected this.  
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The most common advertised products for entertaining were still alcoholic drinks (n=6; 

14.63%) including wine (1990s-2010s), liqueur (2000s), and beer (2010s). Still, alcohol played 

an integral role in entertaining, however, commercial, macro-scale, ‘European’ beer, especially 

in the 1950s and 60s, has been replaced with wine since the 1980s suggesting that wine was a 

more impressive and complex drink. The advertised beer in the 2010s, however, was micro-

scale craft beer marked by high-cultured and expensive associations with localness and small 

scale (Johnston & Bauman, 2007). Chicken and smoked fish (salmon) were the only type of 

meat that were directly advertised for home entertaining.2Although chicken is not an expensive 

meat in New Zealand anymore, it has historically been associated with special occasions (e.g. 

Veart in Lee, 2018), and its advertisements were found in the 1990s, before chicken became a 

cheap ‘everyday’ ingredient (see Chapter Four). Hence, although the impression in the context 

of the advertisements is that it is more convenient, it is still expensive and not available to 

everyone, everyday (Blake et al. 2010; Bugge 2003; Johnston & Baumann 2007) and, with the 

exception of craft beer and wine at the time, not including elements rendering them culturally 

‘high’ (e.g. exotic, ethically produced, etc.). There were no other ‘rules’ associated with the 

products and the advertisers have left the rules to the discretion of the readers preferring not to 

restrict the reach of their products.  

5.1.2.3. Entertaining in the letters: collaboration and effort 

A limited number of letters (n=14; 5.09%) were about audience’s experience with entertaining. 

Perhaps to keep the letters relevant, many of them involved making the recipes that were 

presented in the magazines. Regardless of how good or bad the experience of the audience was 

with the recipes that were provided in the magazines, they confirmed that they would try the 

magazines’ recipes, especially Cuisine’s, to impress their guests. For instance, H. Harrison 

(Cuisine, May 2016) stated “I had guests arriving later in the day and thought I could impress 

them [by baking an upside-down toffee and peach cake from an old Cuisine]” (p. 14). It could 

be inferred from the letters that effort involved in making a dish is one of the main notions that 

renders the recipes special, and therefore, suitable for entertaining as more effort can be 

synonymous to more complexity which is a desired quality (Spence, 2018). In other words, the 

                                                           
 

2 Advertisements for supermarkets included recipes that used other meat such as beef or pork, 
however, these were not the main product that was advertised.  
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readers do not skip on effort for the special occasions while they might do so when cooking for 

their families everyday (Cappellini & Parsons, 2012) while the ingredients might not be as 

important or impressive. Jane Ludeman (Cuisine, March 2013) stated that “I served the food 

[that was made using the Cuisine’s recipe] with some trepidation, unsure if it would live up to 

the effort involved” (p. 18). These letters also indicated how the audience is influenced by the 

knowledge imparted to them by the magazines confirming the influence of food media.   

The parties of the readers were at times based on collaboration, in the form of potluck 

dinners, or a group working together and sharing the burden and the food, or rotating the events 

between the members of their circle. The food sections generally did/could not acknowledge 

this particular need, nor did/could they usually encourage collaboration, and often put one 

person in charge. This tactic has been used by the audience who at once deals with shortage of 

time and resources, who has to mix reality with the standards presented to her (see Chapter 

Six) by the magazines that ‘good’ food is time consuming (i.e. inconvenient) (Warde, 1997). 

Juliet Thorpe (Cuisine, May 2006), for instance, mentioned a gathering of eight female friends 

and their team effort in cooking “four courses accompanied by wine [chosen and prepared by] 

two Queens per course” (p. 23). Charlotte Gerrard (Cuisine, March 2009) mentioned cooking 

mussel fritters from a recipe in the magazine and taking it “to friends for dinner that night” (p. 

16). Interestingly, the concept of potluck food was found in the Listener, however, the audience 

of Cuisine were the ones trying similar ideas. This can indicate how the weeklies, perhaps due 

to their more ‘humble’ nature (Warde, 1997), are more in touch with the realities their readers 

have to face. This consideration of and sensitivity to the taxations of ‘everyday’ life might be 

one of the reasons humbling them.    

Such collaborative tactics also hints at the women’s engagement with food activities as 

serious leisure. Women might not have as much time or resources as men might (see Chapter 

Six), yet, they still come together “in either a satisfying or a fulfilling way (or both), use their 

abilities and resources” (Stebbins, 2007, p. 4), and endeavour to enjoy food-focused activities 

by sharing the responsibilities of cooking and hosting. In her letter, Heather Salmon (Cuisine, 

May 2014) stated:  

seven of us take turns going to each other’s houses, with the host responsible for the 

main course and the others providing starters and desserts. The only rule is the dishes 

must come out of the latest cuisine magazine and those responsible for each course must 
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also bring a matching wine. As we work our way through the menu, each “chef” 

explains why they chose the dish and how they made it. The accompanying wine is also 

introduced, sampled and discussed (p. 16).  

The mentions of food for dinner parties in the letters were quite limited but too diverse 

to provide enough data for interpreting the rules for preparation, serving, and consumption. 

However, serving a few ‘impressive’ (i.e. time consuming and inconvenient to make) dishes 

including sweets along with alcoholic drinks (i.e. wine) were essential elements of parties, 

collaborative or otherwise, for the audience of the magazines.  

5.1.3. Section summary 

The ‘extraordinary’ food in the magazines that is suitable for entertaining changed dramatically 

over the years. The meal served to the guests of 1955-1986 was essentially the everyday family 

fare and the ‘extraordinariness’ came from added flare such as more elaborate garnish. The 

elements of the meal were not explicitly mentioned. These indicate how the society of New 

Zealand was, at the time, without strong social stratification (Van der Veen, 2003) and the 

magazines were ambivalent towards attributes of food other than its nourishing qualities.  

The ‘extraordinary’ food of 1987-2016, however, was transformed to a menu of 

courses, often a three course meal with elements of the proper meal (Marshall, 2005; Murcott, 

1982), which included at least a type of meat (stressed item), sides of vegetables (varied 

unstressed items), and a sauce for its main course. Although vegetarianism and veganism have 

grown in New Zealand, meat has remained the centrepiece of the event as meat is an ingredient 

signalling prosperity (e.g. Belasco, 2008) and closely associated with New Zealand identity 

(White & Potts, 2008). Although the high price and locality of seafood and fish, among other 

reasons, has rendered them ‘tasteful’ ingredients, their status has essentially remained below 

meat. Hence, their position in the menu was limited to the starter course. Unless vegetables 

were a part of plant-based menus, they essentially remained trimmings while baked and fruit-

based desserts were deemed more impressive than chocolate desserts. The elaborate menu of 

these years could hint at how the society of New Zealand has become more complex (Van der 

Veen, 2003). The only item whose association with home entertaining has remained strong and 

relatively unchanged was alcoholic drinks. Beer of 1955-1986 was both for everyday use and 

parties. However, this has been replaced with various types of wine in 1987-2016 and with 
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craft beer in the 2010s. Both craft beer and wine were suitable for entertaining when they were 

less commonly drunk in the everyday context and in the country (according to the statistics – 

Figure 4.19) while this did not apply to beer especially in the earlier decades of 1955-1986.    

The food that was served to the ‘other’ (i.e. guest), here, in the context of home 

entertaining, has grown more extraordinary, lavish, and elaborate (i.e. complex) which, at 

times, was associated with the cost of the ingredients. Therefore, local, rare, small-scale, and 

‘morally superior’ (Johnston & Bauman, 2007) ingredients were chosen as they were, first and 

foremost, expensive (Blake et al. 2010; Bugge 2003; Johnston & Baumann 2007; Mellor et al., 

2010). However, this did not mean that these standards only applied to the ‘extraordinary’ fare 

of home entertaining and not to the everyday as the gourmet magazine (Cuisine) held these 

standards for the recipes that were not necessarily for entertaining either (see Chapter Four). 

Therefore, more value was placed on ‘newness’ that followed using unconventional ingredients 

for the occasion (i.e. the impressiveness of ingredients can depend on the occasion). 

Finally, throughout the whole timeframe of this study, the magazines, advertisements, 

and audience declared effort (i.e. spending time and energy) as the most compelling factor to 

impress the guest, though in different ways. The audience used complex recipes for entertaining 

which they had found in the magazines; the magazines provided elaborate menus; and the 

advertisements stressed that they have spent the effort on behalf of the consumer (see Chapter 

Six).   

5.2. Celebrating the ‘traditional’: Christmas  

“Food and drink have always starred in Christmas celebrations” (Kaufman, 2004, p. 17) and 

have historically been a notable part of Christmas celebration in New Zealand (Clarke, 2007). 

The Christmas dinner, therefore, is one of the occasions, if not the most significant occasion, 

which would showcase the ‘extraordinary’ food in the ‘traditional’, i.e. historically continuous 

(Goode et al., 2003), context represented in New Zealand magazines. Few studies were found 

that focused on New Zealand Christmas dinner, however, the event was considered to be the 

most significant culinary event of the year by the audience, editors, and writers of the studied 

New Zealand magazines since the mid-1980s (Figure 5.4). For instance, 8.93% of all the 

sampled recipe titles (n=105) were particularly for Christmas time with the significant increase 

from 2.29% (n=3) in 1955-1986 to 9.77% (n=102) in 1987-2016. 
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The magazines have refrained from highlighting the religious aspects of Christmas 

celebrations and have more often focused on the food-centred rituals, gift-giving, and spending 

time with families. The religious aspects that have been observed in the sample were limited 

to a depiction of Virgin Mary serving a platter of seafood (Cuisine, Novemver 2007) indicating 

that Christmas, though inherently Christian (Flynn, 1993), has the airs of a more secular 

celebration and is more closely associated with consumerism (Arya, 2009). It is worth noting 

that consumerism has been viewed as a religion itself (Deacy, 2016).    

There is no particular formula to the Christmas dinner and sources suggest that “roast 

turkey with trimmings of sausages, bacon and bread sauce, roast potatoes and green peas” 

(Burton, 1982, p. 88) and a whole ham with tomatoes and potato salad (Burton, 1982, p. 114) 

are the ‘traditional’ dishes for contemporary New Zealand residents. The colonial Christmas 

dinner, however, was a copy of traditional mid-winter feast of British origin (Clarke, 2007) 

with roast beef and plum pudding (Clarke, 2007). Those who could not or did not wish to have 

beef chose other “traditional favourites” such as goose (Clarke, 2007, p. 49). Christmas cakes 

and mince pie were popularized in the early twentieth century (Clarke, 2007; Leach et al., 2011; 

Leach & Inglis, 2003). Drinking was an important part of the celebration (Clarke, 2007) and 

alcoholic drinks were served with the dinner including wine, beer, and spirits (Swarbrick, 

2016). Newly harvested vegetables of the season such as peas, new potatoes, and cabbage were 

added to the trimmings and summer fruits, especially strawberries, and ‘exotic’ fruits (at the 

time) such as pineapple, banana, orange and desserts that were made with these fruits were 

served alongside the plum pudding (Clarke, 2007).  

Later in the 19th century, however, roast beef was replaced by lamb, and then, by 

chicken and turkey among other poultry showcasing luxury (Clarke, 2007) while “local 

delicacies such as eel were provided at Māori Christmas hākari (feasts)” (Swarbrick, 2016).  

The New Zealand Christmas dinner might have “included as little mutton as possible […] as 

the great treat is the complete change of fare” (Lady Barker’s dinner (1883) in Simpson, 2008, 

p. 135) as mutton was the everyday fare of many New Zealanders (Burton, 1982; Simpson, 

2008). ‘The complete change of fare’ seemed to be the standard of shaping the Christmas dinner 

in the magazines and although sources mention different types of meat and sides (i.e. 

trimmings), the existence of at least one main roasted meat-based dish and one baked dessert 

appears to be non-negotiable while the choice of ingredients are more discretionary. 
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What makes the proper Christmas meal different from the everyday fare, apart from the 

choice of more ‘extraordinary’ (i.e. not everyday) ingredients, is the abundant amount of food 

that is to be prepared for this occasion. Although the abundance of foods at New Zealand 

Christmas dinner was and remains “a symbol of success” (Clarke, 2007, p. 55), there has 

always been an emphasis on quality and style (Van der Veen, 2003). In other words, although 

Christmas food has to be abundant, the mere amount of food has not been deemed suitable if it 

did not include the right luxurious, rare, exotic, or traditional items. In this sense, the experience 

or the expectations of New Zealanders differ from the experience of migrants who have found 

their Christmas celebrations, experience, and feasts simpler than in their country of origin 

(Garry & Hall, 2015).   

Contrary to entertaining whose purpose is to be extraordinary to impress the outsiders 

(see Section 5.1. above), Christmas dinner is the annual event to be extraordinary for the family 

with the purpose of gathering the insiders together to reconstruct and strengthen the 

contemporary “family” (Lupton, 1996, p. 38). In this sense, Christmas dinner becomes the 

venue to express the family identity through cooking and eating of favourite dishes (Herda, 

1991) that are not cooked or eaten throughout the year. However, continuing family food rituals 

from one generation to the next does not seem to clash with trying new dishes for New 

Zealanders (Claire et al. 2005) nor the new immigrants in New Zealand (Garry & Hall, 2015). 

In other words, New Zealanders are open, to a certain degree, to trying ‘new’ dishes. Therefore, 

this section aims to find how these seemingly contradictory values (i.e. keeping the traditions 

alive, satisfying the predilection for trying new recipes, providing an extraordinary fare, and 

expressing taste) were represented in the magazines.   

Figure 5.4. Christmas in communications 
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5.2.1. Christmas dinner in the recipes: in search of a formula  

The study of historic sources (e.g. Clarke, 2007) suggested that the Christmas dinner is more 

of a spread (i.e. many different dishes spread out on the table) rather than a course-based dinner. 

Not many sources were found in the magazines of 1955 to 1986 which focused on Christmas 

food and therefore no particular details were expressed in the magazines about the Christmas 

dinner.   

The magazines of 1987-2016 provided information, and at times full menus, for ‘easy’ 

(Cuisine, November 1993), ‘cook ahead’ (Cuisine, November 1991), ‘traditional’ (Cuisine, 

November 1987), ‘light’ (Cuisine, January 1990), ‘classic’ (Cuisine, November 2011) and 

‘perfect Kiwi’ (Cuisine, November 2009) Christmas dinner. However, they did not tend to 

mention a standard formula or protocol for the dinner. This does not mean that the event was 

less important but rather less predictable (Kaufman, 2004). The closest idea to a formula for 

Christmas dinner was Ray McVinnie’s “seafood, a serious meat dish and preferably both hot 

and cold puddings” (Cuisine, November 2007, p. 54) which essentially is a three course dinner 

in which the meat course is emphasized. Therefore, the New Zealand Christmas dinner, similar 

to the British Christmas lunch/dinner is said to be consisting of “A (stressed course) + 2B 

(unstressed course)” (Marshall, 2000, 2005, p. 76). 

As the magazines of the whole timeline did not include menus for Christmas dinner, 

nor any menus were found in the weeklies, this study was unsuccessful in finding a formula. 

However, the basic dinner plan always included the traditional main meat dish served with 

trimmings including vegetables and a starch (e.g. potatoes, stuffing) and a type of dessert (i.e. 

pudding). The main meat dish had elements of Murcott’s ‘proper meal’ (1982) with strong 

links to the British proper meal. However, there were enough variation to distinguish the New 

Zealand ‘traditional’ proper meal of Christmas in the magazines. For instance, ham was the 

main meat while sauce or gravy was toned down whereas in the British proper meal it is 

claimed that “the gravy makes the meal” (Murcott, 1982, p. 682).    

5.2.1.1. The Christmas spread before Cuisine (1955-1986): the traditional 

The magazines of 1955 to 1986 did not include much food related information about Christmas. 

This, does not mean that Christmas was less significant, however, it may suggest that the 

women who were in charge of preparing the Christmas dinner and provisions were competent 
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enough (Claire et al., 2005) and had access to other (perhaps more valued) sources of 

information, such as family recipes or various cookbooks, community or otherwise, to create 

the dinner as Christmas was not “the occasion to get adventurous with food [… but] a 

celebration of familiar [emphasis added] treats, a happy repetition of feasts past” (Burton, 

2009, p. 258). Therefore, the magazines may have simply felt there would be no need to provide 

information that would not have been very useful for their readers. 

The few times that there were Christmas-related recipe titles found, they were to ‘use 

up leftover Christmas ham’ (Listener, January 1962; Woman’s Weekly, January 1968) or to 

deal with ‘unexpected problems’ (Listener, January 1962) such as running out of bread or ‘not 

even have enough time to make scones’! Therefore, it was assumed that the readers were well 

aware of how to prepare the elaborate Christmas dinner in a “thrifty, practical, and modest 

way” (Claire et al., 2005, p. 336) and were well-prepared for the annual event. Although there 

were no recipes in the sample to indicate what the actual dinner was, the recipes for leftovers 

could suggest that ham was the first choice of dinner. The extraordinariness of ham for the 

Christmas meal was also highlighted with the everyday recipes refraining from using this 

ingredient throughout the rest of the year. If recipes used pork, which seldom occurred (n= 2; 

1.52%) for everyday food, it was in form of bacon or schnitzel, never a whole leg of ham.  

In the 1980s, one of the advertisements and covers urged the readers to start baking 

their Christmas cake ‘now’ (Woman’s Weekly, November 1983). Later 1980s was the starting 

point of providing recipes and menus for the occasion. These communications may affirm that 

plum pudding, plum being the generic term for dried fruit rather than prunes (Clarke, 2007), 

has been replaced, with Christmas cake as asserted by studies of cookbooks (Leach et al., 2011; 

Leach & Inglis, 2003), or other types of desserts for the New Zealand Christmas.    

5.2.1.2. The Christmas spread after Cuisine (1987-2016): ‘novel’ vs. ‘traditional’ 

Food-related communications about Christmas, especially Christmas dinner are abundant in 

the magazines of 1987 to 2016 (Figure 5.4). However, the weeklies included standalone recipes 

while Cuisine’s menus were more often for the full dinner. Moreover, the recipes found in the 

weeklies were usually for the ‘traditional’ (i.e. familiar) fare either in form of recipes for 

traditional foods (e.g. fruit mince pie) or for using up the leftovers of traditional Christmas 

dinners such as ham. Cuisine’s menus were less predictable and more diverse. The familiarity 
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of Christmas recipes in the weeklies and the diversity of Cuisine’s recipes, both, indicate 

extraordinariness of the Christmas fare in different ways. The weeklies reaffirmed the 

legitimate, traditional, extraordinary, foods and cooking methods while Cuisine used special 

ingredients and processes (unusual for Christmas) and introduced ingredients and cooking 

methods that were exceptional in general (i.e. not used for everyday) or for the time (i.e. not 

strictly used for Christmas celebrations). In this sense, the familiar that has continuously been 

used (i.e. the traditional) is more ‘humble’ in association with the weeklies, especially the 

Woman’s Weekly, while the relatively ‘novel’ dishes of Cuisine are more valued and can 

express ‘good taste’. For instance, fish and seafood that have not been typically used for 

Christmas dinner were found in 17 recipe titles featured in Cuisine while game birds and duck, 

traditionally but more rarely used for Christmas dinner (Clarke, 2007), and Cervena (venison) 

which are not everyday ingredients were found in the Christmas recipes of Cuisine. 

The exceptionality of ingredients is so integral to this feast that any use of more ordinary 

ingredients, especially ingredients of the main dish (i.e. meat), had to be legitimised. Therefore, 

although Christmas dinner in Cuisine might be unpredictable, it still could not be as ‘free’ from 

tradition as menus for entertaining were. For instance, a leg of lamb, an item for the ‘standard 

Sunday roast’, was presented with ‘a tangy sweet and sour dressing [caper and raisin salsa]’ to 

make it ‘more special’ and therefore, suitable for Christmas dinner (Cuisine, November 2015, 

p. 62). Chicken was also legitimized as a Christmas dinner choice with statements such as 

“Lemon Chicken, another ‘easy on the cook’ treatment that makes a very special dish” 

(Cuisine, January 1990, p. 15) or evoked historic ties (i.e. longevity) to the times when the 

ingredient was special or rare, rendering it nostalgic, and therefore, special in statements such 

as “when I was a child, chickens were not raised commercially as they are today, so a roast 

chicken was considered a very special dish, often the centrepiece for Christmas and birthday 

dinners. I still consider eating roast chicken a luxury” (Cuisine, November 2001, p. 74). 

However, the ‘rules’ of the ‘proper meal’ still apply; fish was very rarely the main, stressed 

item of the dinner and its position was only valid as a starter.  

Therefore, change is not always tolerated, especially when it comes to traditional feasts, 

and the appeal to novelty that might be appreciated in other contexts may not have been very 

well-received within the context of traditional events such as Christmas. Although tradition is 

of less consequence to the newly immigrated communities (Garry & Hall, 2015), the increasing 
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focus on traditional food, apart from the links to nostalgia and memory, can implicitly hint at 

the national belonging and expectations (Guthman & Dupuis, 2006; Johnston et al., 2010) of 

the tastemakers from all communities in New Zealand.  

This is perhaps why that there was only one year (1989) when the cover of the 

November issue of Cuisine3 included no indication to Christmas and its first feature was on 

salads. This, alongside the non-traditional, more modern approaches to Christmas dinner that 

were found in the ‘Christmas lunch: a light approach’ (Cuisine, January 1990) suggests that 

constant ‘appeal to novelty’ (Warde, 1997) and perhaps altering the taste of the readers 

regardless of the time, showcasing the superiority of taste and knowledge (Johnston & Bauman, 

2007), was a short-lived focus.  

Hence, the writers were aware of the importance of the ‘familiar’ and the anxiety that 

comes with trying the ‘new’. “Variety is not universally desirable. Sometimes, familiarity 

breeds not contempt, but comfort and security, ease and facility” (Heldke, 2015, p. 11). 

Especially at a traditional (i.e. known and familiar) feast, the writers did not absolutely 

disregard the traditional fare, but hinted that the familiar fare is not suitable for the time and is, 

therefore, unfashionable. This attitude was also noticed in other sources (e.g. Burton, 1982) 

suggesting that the fashion in this decade was to focus on seasonality (seasonally appropriate 

food) rather than tradition: “This white Christmas fantasy reaches the height of silliness on 

Christmas day, when we sit down in the blazing heat to roast ham or turkey followed by a hot, 

stodgy steamed plum pudding” (Burton, 1982, p. 134).  

The proposed solution was to have the traditional dinner mid-winter and have something 

seasonally suitable in summer: 

If you have already celebrated Christmas midwinter [in June-July] with a traditional 

meal, try this lighter approach to Christmas eating. With its absence of heavy meats and 

rich accompaniments, this more delicate approach is ideal for summer celebrations, 

especially if dinner is scheduled for the middle of the day. The meal has a decidedly 

                                                           
 

3 The publication schedule of Cuisine altered through the years. This issue is for October/November 
of 1989 while the next issue (i.e. December/January 1990) included Christmas recipes. 
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fishy accent […] – light and easy to prepare – then Lemon Chicken, another ‘easy on 

the cook’ treatment that makes a very special dish (Cuisine, January 1990, p.15).   

This tactic to ‘invent tradition’ (Hobsbawm & Ranger, 2012), through creating a 

season-appropriate Christmas dinner in midwinter in Southern hemisphere (i.e. in June-July), 

which was to establish continuity, perhaps not as much with the “historic past” (Hobsbawm & 

Ranger, 2012, p. 1) of New Zealand per se, but with the idea of ‘white Christmas’ (Burton, 

1982) of the northern hemisphere, connected to the cultures the tastemakers look up to (see 

Chapter Four).  

However, “there is a danger of exaggerating the extent of change” (Warde, 1997, p. 58) 

and especially in the context of the Christmas dinner, the anxiety that comes with cooking and 

eating of what is less traditional (Fischler, 1980), not to mention the work and pressure that 

comes with preparing for Christmas (e.g. Freeman & Bell, 2013), seems more effective with 

higher stakes than the everyday. Therefore, after menus of more novel items such as ‘Thai 

marinated barbequed salmon with a crisp Thai noodle salad’ (Cuisine, November 1997) or 

starter course (Cuisine, November 2003), there was a move back towards the more traditional 

choices of meats and menus in the middle 2000s, specifically in form of a course-less dinner 

with turkey and pork. As it appears, Cuisine started to appreciate the significance of the 

traditional fare and values associated with authenticity that comes with the traditional (i.e. 

Johnston & Bauman’s (2007) historicism). Perhaps the gradually increasing number of 

immigrants (Stats NZ, 2014b) prompted the idea for reclaiming the more ‘traditional’ 

Christmas dinner that mirrors the sense of the nation (Johnston et al., 2010), explains what we 

(here, the white middle-class (see Guthman & Dupuis, 2006) New Zealanders who are the 

closest to the culinary core with more access to economic capital) eat and will not eat (Belasco, 

2008) and echoes ‘general racial politics of exclusion and inequality’ (Guthman & Dupuis, 

2006, p. 4).  

Although the custom of using turkey and pork (rather than ham) returned, the more 

novel ingredients were incorporated in the traditional or newer trimmings such as ‘pork, cherry 

and pistachio stuffing’ (Cuisine, November 2013) or ‘bulghur wheat, corn and baby spinach 

salad with toasted cumin seed vinaigrette’ (Cuisine, November 2011) to still appeal to novelty 

(Warde, 1997). Therefore, “creativity is essential, but it must have limits and a connection to 
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its “essential” foundation … to be deemed authentic” (Johnston & Bauman, 2007, p. 186) 

especially in the context of a significant tradition such as Christmas dinner. 

Turkey was, therefore, the more common meat of choice of Cuisine’s Christmas dinner 

spread (n=4). It is of a hot blooded animal which can be the proper centrepiece (Murcott, 1982) 

while introducing a degree of ‘novelty’ to the dinner, relative to ham (n=2), that is quite 

understandable to the reader as it is associated with the ‘traditional’ Victorian Christmas 

(Kaufman, 2004). Therefore, turkey will not challenge or induce anxiety in the readers as it is 

not too ‘new’ in the context. Moreover, turkey’s association with high holidays of Anglo-

American culture (e.g. Christmas in the UK and Canada, Thanksgiving in the USA and Canada) 

gives it a higher status (Morris, 2013) in relation to ham. Yet, ham has remained more ritualised 

and ubiquitous (Sargent, 2017) and the choice of 46 percent of the people who participated in 

the informal ‘main meal for Christmas’ poll (compared to 28 percent who chose turkey) 

(Sargent, 2017).    

As the dessert and trimmings are unstressed courses (Marshall, 2005), their recipes were 

more diverse. There were more choices available and there was a lesser degree of risk involved 

with experimentation with newer ingredients, combination of ingredients, or cooking methods. 

The novel and traditional met more often here, especially in the form of incorporation of out-

of-place ingredients in the ‘traditional’ dishes such as ‘white Christmas pudding with 

Benedictine crème analgise and white grapes’ (Cuisine, November 2007) and ‘berry, panettone 

and custard summer pudding’ (Cuisine, November 2011). Customarily, the traditional 

Christmas pudding is made with dried fruit and is a warm dessert. Pavlova that has been 

commonly associated with Christmas feasts (C.M. Hall, personal communication, 11 July 

2019; Leach, 2008) only appeared once, under the name of ‘strawberry pavlova’ (Cuisine, 

November 2005), in the menus which is in line with the absence of pavlova in general as 

discussed earlier (see Chapter Four).  

5.2.1.3. Christmas in advertisements: reaffirming the tradition         

The advertisements that are for Christmas products (n=23) can be categorized into three main 

categories of alcoholic drinks (n= 5; 21.73%), sweets and ingredients for making sweets (n= 8; 

34.78%), and meats (no fish or seafood) (n=5; 21.73%) while nine advertisements were for 

gourmet shops or gifts and the remaining three were for miscellaneous items such as coffee 
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powder. Products that are used directly in the traditional Christmas setting (e.g. ham, turkey, 

and dried fruit) were usually advertised to be used at the ‘proper’ Christmas time while the 

others connected to the event through Christmas-related rituals such as gift giving and did not 

try to associate with the elements of the dinner. This, highlights the importance of stability for 

the advertisers (Warde, 1997). In other words, the advertisers stuck with the ‘traditional’ (i.e. 

historically continuous) aspects of Christmas and tried to capitalize on the habits of the 

consumers (Guerrero et al., 2012).     

However, a few Christmas-associated products were still advertised out of season, 

explicitly evoking ties with the event. For instance, the advertisement for ham in July issue 

(Cuisine, 1989) stated “why wait till Christmas to enjoy a succulent traditionally cured ham?” 

Similarly, the advertisement for turkey in a July issue (Woman’s Weekly, 1993) urged the 

readers to “enjoy Christmas traditions [of eating roast turkey mid-winter] when the weather 

suits the menu a little better.” These advertisements along with advertisements of ‘traditional’ 

Christmas products reaffirm the value of established customs and conventions through the 

appeal to tradition which is valued by many (Warde, 1997). In addition, advertisements for 

dried fruit featured a competition with the prize of “$3000 worth of kitchen appliance” 

(Woman’s Weekly, November 1989, p. 96) with a picture of an oven, indicating how oven is 

an integral part of Christmas tradition as it is the appliance for baking and roasting which have 

to be done for a traditional Christmas dinner. Therefore, these advertisements highlighted what 

products are considered to be more traditional. Alternatively, the ‘new’ products were not 

advertised evoking ties with Christmas. 

5.2.1.4. Christmas in Letters 

Readers were not very vocal about their Christmas dinners and the only letters that talked of 

this event were found in the 2000s and 2010s (n=6; 2.18%). Although the data is not conclusive, 

it suggests that the readers usually refrained from using too novel recipes or ingredients for 

Christmas festivities and prefered familiar, traditional foods for this event. The majority of 

letters (n=4) included information about the readers preparing or eating Christmas specific 

foods such as Christmas Cakes (Cuisine, January 2006, p. 21; Cuisine, March 2007, p. 20), 

mince pies (Cuisine, March 2007, p.20), and ham (Cuisine, January 2014, p.14). 
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This highlights another difference between Christmas festivities and entertaining; the 

audience appear to prefer the more traditional foods for Christmas while they try the novel for 

entertaining. The newly immigrated readers who wrote to the magazines, too, adhered to the 

aspects of the traditional Christmas feast in New Zealand. However, as stated by Garry and 

Hall (2015), their approach was more relaxed than what the magazines advocated or the New 

Zealanders prepared. For example, Ami and Jon Beadsmoore (Cuisine, March 2007, p. 20) 

stated “it is the first Kiwi Christmas for my husband and me, and we were a little at lost as to 

what to do and where to go to make it special and begin our tradition in our new home” with 

just Christmas cake and mince pies. There was one letter in which the reader talked of 

Christmas food that, though not traditional per se, did include some elements. The menu 

included turkey breast fillets with apricot and craisin (i.e. dried cranberry) stuffing, rolled 

pavlova, jellied fruit terrine, trifle, and fresh fruit salad. A vegetarian guest was served with 

couscous and chickpea salad and chilled gazpacho was served in the evening as the day was 

hot (Cuisine, March 2003, p. 14). This menu, therefore, can perhaps provide a glimpse on what 

the readers would expect or prefer for their Christmas dinner; a seasonally appropriate menu 

with combined elements of traditional and novel. 

5.2.2. Section summary  

Analysis of Christmas-focused messages in the sampled communications suggested that 

Christmas celebrations are still associated with serving exceptional food, both quantity- and 

quality-wise and from scratch. Traditionally, a hot meal is prepared and served for the 

Christmas dinner, however, the infrequency and importance of the event does not allow for just 

any ingredient, combination of ingredients or methods to be used. The traditional fare seems 

to be seasonally inappropriate as the dishes are hot and heavy. However, the historic, nostalgic, 

ritualistic ties of the dishes are of more importance which are demonstrated through the act of 

baking and consumption of the ‘historic’ extraordinary (e.g. ham, turkey, Christmas cakes).  

Drastic or exaggerated change induces a degree of anxiety to a highly important ritual. 

The addition of the new can be tolerated especially when it is to the unstressed (i.e. less 

important) parts of the dinner (e.g. trimmings) or when it is not too new (e.g. turkey not in 

addition to but instead of ham). Therefore, Christmas dinner has changed throughout the years 

as it was shown this section, most notably from roast beef to roast ham and turkey; from 

Christmas plum puddings to Christmas cakes. However, the traditional aspect of the dinner 
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which manifested itself in the baking (roasting) of extraordinary ingredients (e.g. whole leg of 

ham, whole turkey) and heavy puddings which are far from summer desserts (e.g. use dried 

fruits rather than fresh summer fruits) remained constant even when the feast did not fit the 

season. The addition of summer fruits and vegetables (Clarke, 2007) did not disrupt the 

traditional procedure and the longevity and uniformity (Warde, 1997) of the Christmas fare 

was saved. Although the New Zealand Christmas dinner is said to be copied from the British 

Christmas dinner, the demonstrated pattern in the magazines appears to be different from 

Marshall’s (2005) “A (stressed course) + 2B (unstressed course)” (p. 76-77) and is in the form 

of A (stressed course) + B (unstressed course). In the magazines’ Christmas dinner, the stressed 

course is the meat dish that has been served alongside the trimmings, reflecting the more 

elaborate version of the proper meal (Murcott, 1982), while the unstressed course is the dessert. 

Other items and courses (e.g. a starter) appear to be more discretionary.  

5.3. Summary and conclusion 

This chapter examined the elements of the extraordinary meal that is to be served to the 

‘outsider’ for entertaining or to the ‘insider’ for the high holiday of Christmas. Although the 

nature and purpose of these events might be different (the former is to impress the guest while 

the latter is to celebrate and strengthen the family ties), they both depict the norms and rules 

associated with festive meals in cuisine of the magazines. Due to their more ‘formal’ nature of 

these events, compared to the everyday meals, and the fact that they are generally ‘dinners’, 

they can showcase the rules that are associated with consumption. Dinner, the most substantial 

eating event of the day regardless of time, was and remains the most formal of the eating events 

(Douglas, 1972).  

Although both these events are dinners, there are fundamentally different as the 

circumstances around them differ. The essential contrast between these two events are the 

desire for the ‘new’ (i.e. novel) in the former and the desire for the ‘known’ (i.e. traditional) in 

the latter. However, these are both expressed through the ‘grammar’ (Douglas, 1972) of the 

proper meal (Murcott, 1982).  The ritualized, historic, and traditional aspects of the Christmas 

dinner as well as its association with nostalgia and memory (e.g. Cross, 2015; D'Sylva & 

Beagan, 2011; Lupton, 1994; Parasecoli, 2014) do not allow much room for introduction of 

novelty. Therefore, although the three-course menu, the common structure of the dinner for 
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entertaining, was introduced in the setting for Christmas dinner, it was not as successful (i.e. it 

was short-lived) as the established setting of a Christmas dinner spread over two courses. 

Bound by the ties of tradition, the tastemakers cannot or prefer not to always use ‘exotic’ items, 

as they often do in other circumstances, to indicate their superior taste, hence, knowledge and 

appeals to history and ‘personal connections’ (Johnston & Bauman, 2007) were more often 

used. Therefore, the ingredients of the Christmas dinner may not need to be expensive to be 

impressive while the ingredients of the dinner for entertaining are more often expensive to be 

impressive (Mellor et al., 2010). For instance, lamb, though relatively expensive and 

‘luxurious’ (see Chapter Four), was essentially an ‘everyday’ item and not suitable for the 

Christmas dinner.  

However, this does not mean that the rules for these events do not overlap. For instance, 

the stressed item of both these meals are meat-based while fish and seafood were not usually 

accepted as the main course and could only be an auxiliary to the ‘proper meal’ (Murcott, 

1982). Moreover, the less stressed dessert or ‘pudding’ course is essential while vegetable 

trimmings and sides have to be present, too.  

Inconvenience, in terms of expense or effort, is also a defining factor in making the 

food impressive enough for entertaining guests (Belasco, 2008; Fox, 2003; Warde, 1997). 

While inconvenience is encouraged for entertaining, as ‘good’ food takes time (Warde, 1997), 

it is expected and highly associated with the Christmas festivities. Therefore, there are tactics 

introduced, more often for Christmas than for entertaining, not to reduce the work but to plan 

the activities more efficiently. Moreover, both events are essentially in the realm of the woman 

(see Chapter Six), as such, these tactics are often presented by the women writer while the male 

chefs generally were less sensitive towards the works. Finally, although enough economic 

capital is necessary to host both these events, cultural capital is of more importance (Mellor et 

al., 2010).  
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CHAPTER SIX - GENDERS AND VALUES: RESULTS AND 
DISCUSSION 

6.0. Introduction 

The fourth theme of cuisine encompasses the views of the views of food experts (i.e. the food 

journalists), food manufacturers, and to some extent, the audience on preperation of food. This 

differs from rules of preparing ingredients and cooking, which were discussed in the previous 

chapters, and depicts the roles that people and values play on development of cuisine, 

specifically on the preparation process. Although these aspects are not necessarily food-

focused, they nonetheless affect the creation and growth of cuisine in a society. There are 

primal connections between food and sex; “both are central to biological reproduction and to 

the establishment of strong social ties” (Belasco, 2008, p. 35). While gendering of food is more 

cultural and can be a symbol to echo male-female power relations (Counihan, 2004), the 

relationships between convenience, economic and health concerns and food are already 

established in both biology and culture (e.g. Belasco, 2008). Focusing on the responsibility of 

cooking, this section aims to answers the questions which deals with the following themes as 

expressed in the sampled magazines of New Zealand: 

1. Who prepares and is expected to prepare the food? 

2. What are the general values and concerns that affect the purchase and preparation of 

food?  

The first section of this theme aims to provide the answer to the first question and states 

how magazines portray the allocation of the responsibilities of food preparation between 

genders. Looking through the depiction of genders on covers and in recipe columns, 

advertisements, and letters to the editor, this section discusses how these communications 

perpetuate gender stereotypes, gendering of women and men, or attempt to discontinue them 

by reflecting other representations. Although this section focuses on gendered dynamics which 

are also a part of the family dynamic and family life, family dynamics, patterns of marital 

relations, and parental status remain outside the scope of this study as they were not quite as 

easily identifiable through the sampled food-focused communications. 
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The second section of this theme aims to answer the second question and state how the 

magazines voiced their recommendations regarding the issues and values that would affect the 

domestic practices of food preparation. Time and convenience, economic concerns, health and 

wellbeing are among the values that can potentially legitimise and affect food choices (Belasco, 

2008; de Mestral et al., 2016; Kamphuis et al., 2015; Warde, 1997). Religion is one of the 

values which can also shape cuisine, while the notions of hospitality also have ties with 

religious obligations (O’Gorman, 2007), therefore, it was initially included in the investigation 

process. However, religious values were not apparent in these media representations or 

recommendations, and therefore, generally remained outside the scope of this study. However, 

celebratory food based on religious values (e.g. Christmas dinner) was investigated and 

presented in the previous chapter. It should be highlighted that the religious connotations of 

Christmas dinner were almost non-existent in the sampled communications. Moreover, the 

influences of different cultures and ethnicities were discussed in Chapter Four, as they were 

more closely related to the status that affects and follows the choice of ingredients and cooking 

methods more than preparation per se.  

Figure 6.1 displays the main themes that will be discussed in this chapter. While these 

two sections appear to be disconnected on the surface, they come together as different aspects 

of the process of food preparation.  

 

Figure 6.1. Cuisine’s fourth aspect (preparation) 
 

 

Cuisine 5. Preperation
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6.1. Who cooks? Who writes? 

6.1.1. Gender binary adults 

Cooking, especially home cooking, has always been a gendered practice which took place 

within the domestic sphere (e.g. Belasco, 2008; Fleitz, 2010; Neuhaus, 2012) which has 

historically been the women’s domain while wage earning or ‘bread winning’ was considered 

men’s domain that ended when he entered home from work (Neuhaus, 2012). This is also a 

situation long reflected in professional cooking practices (Drukman, 2010; Steno & Friche, 

2015) where male chefs acquire more prestige than female cooks (Belasco, 2008; Drukman, 

2010; Steno & Friche, 2015). Therefore, feminist food studies have a long history of exploring 

the relationship between women and food (Lizie, 2013) while exploration of the relationship 

between masculinity and food and LGBT with food is much more recent (e.g. Cohen & Cribbs, 

2017; Greenebaum & Dexter, 2018; Rozin et al., 2012; Schösler et al., 2015). These studies 

suggest that regardless of the depth or breadth of the relationships with food or shared or sole 

responsibility of cooking, adults of all genders are in charge of cooking. Although magazines, 

also acknowledge that adults are to be in charge of cooking, their stand is very much based on 

the traditional roles for genders, and heterocentric, heterosexual family construct. In other 

words, not only women (i.e. mothers and wives) are generally in charge of domestic cooking 

and men are experts of professional cookery (i.e. chefs), but contrary to the literature or real 

life, there was no specific indication to genders other than the ‘common’ binary genders within 

the sampled communications. Letters to the editor were more inclusive or evasive at times.  

This exclusive view of the magazines is reflected in this study, too, and when the plural 

word of ‘genders’ is used it refers to only men and women. Children, in ‘normal’ circumstances 

are not in charge of cooking in the magazines and the celebrations of Mother’s Day is the only 

context in which children are to cook (see section 6.1.6.). Although children appear in the 

televised food shows (e.g. Junior Master Chef), children’s recipes were scarcely found in the 

sample. This might be due to many reasons including the sampling strategy, the timeline of this 

study, or the adult-centric genres of the selected magazines which may have affected the 

representation of children in the communications.    
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6.1.2. Covers: professional men, domestic women, heterosexual couples 

 The covers entice the readers to buy the magazines while establishing the identity of the 

magazines (McCracken, 1993) and food was not an enticing topic nor was it an identifying 

topic in the years of 1955 to 1986. Therefore, there was no gendered food communication 

found on the covers of the magazines in those years. This is perhaps due to the lower status of 

food as a mundane subject in the less prestigious women’s domain. As such, it was of lesser 

importance to the current affairs magazine (i.e. Listener) and the less interesting topic of food 

and cooking (compared to other topics such as fashion or gossip) as the main topic of 

conversation for the woman’s magazine (i.e. Woman’s Weekly). This is not to say that 

magazines did not consider domestic cookery the woman’s domain, they did, however, it was 

hidden beneath the glamourous direct ideals of “ways of seeing” women (i.e. the ideal windows 

to the future self) (McCracken, 1993, p. 37).     

 
Genders were present on the cover of the magazines of 1987 to 2016 (Figure 6.2). 

Women were mentioned 13 times on the cover with 46.15 percent of it being in form of pictures 

(n=6) while men were mentioned 30 times on the covers but were only depicted in 6.67 percent 

of the covers (n=2). Depiction and mentions of genders on the covers were very stereotypic 

and patriarchal; men were the experts with ‘celebrity’ status whose names were mentioned 

often. When men and women were pictured alone or together, men’s expertise and women’s 

feminine traits were the focus.  

Figure 6.2. Timeframe of references to gender on the covers  
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Men who were pictured on the covers were experts, known, or to be introduced to the 

reader with their names and their food-focused professions explicitly mentioned while the 

women’s role were more ornamental or traditionally domestic. For instance, the cover of 

Woman’s Weekly (March 2013) included a picture of two male chefs (Simon Gault and Brenton 

Thornton) in chef uniforms with their names and affiliations expressed (Figure 6.3). The cover 

of Cuisine with the main theme of ‘pasta perfect’ (Cuisine, May 2008) used a picture of a 

woman with pasta hair and pasta-shaped earrings for aesthetic reasons while the cover of issue 

104 (Cuisine, May 2004) which was about ‘entertaining – throwing great dinner parties’ 

depicted a woman in a dress, wearing jewellery, and presumably hosting a dinner party which 

is in line of the traditional and/or accepted role of women (Figure 6.3). Jo Seagar, a television 

cook and food writer, was the only woman both depicted and named on the covers, although 

when depicted, she was still in non-professional attire hinting that professional scene of 

cookery has been very much male dominated. This suggests that it is more acceptable for 

women to be food writers rather than chefs, while validating and reinforcing inequality of 

power relations between men and women (Druckman, 2010; Stephenson et al., 1997).  

Figure 6.3. Figure of men in professional attire vs. ornamental/domestic figures of women on covers 

   
Note. From Woman’s Weekly (March 2013) and Cuisine (May 2004, May 2008) 
 

Communications on the covers are stereotypic.  It is very rare when both men and 

women are depicted within the same context (i.e. in one piece of communication) on the covers 

(Table 6.1) validating the “gendered associations that are accepted as natural” (Druckman, 
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2010, p. 25). Only one of these instances referred to the professional relationship of a man and 

a woman (a rivalry in the popular reality TV programme of Master Chef), while the other two 

times,  the couples were depicted in intimate sexual or romantic portrayals such as kissing and 

embracing emphasizing the stereotypic sexual roles of men and women. 

Table 6.1. Roles of genders on the covers 
 Women Men Both (together) 

N % N % N % 
Occupational Writer 9 69.23 21 70 - - 

Chef - - 3 10 - - 
Other - - 6 20 - - 

Domestic 2 15.38 - - - - 
Unknown/Other 2 15.38 - - 3 100 

Total 13 100 30 100 3 100 

 

The cover of Cuisine’s ‘spicy issue’ (Cuisine, July 2001) included several sexual 

innuendos and depicted a heterosexual couple intimately embracing while the woman was 

involved with in food preparation (i.e. grinding spices). The cover of Cuisine issue 106 (2004, 

September) with the main theme of ‘Middle Eastern magic’ included a painting of a ‘Middle 

Eastern’ (i.e. non-white, dark haired, with the man wearing a beard and a turban) heterosexual 

couple who are embracing romantically (see Figure 6.4). Both pictures included symbolic 

gestures towards the main theme of the issue. The former pictured the lust between the couple 

and insinuated the use of spices (as ingredients) in the ‘spicy issue’ while the romantic embrace 

of the latter in ‘historic’ clothing hinted the historical romantic and othering, or orientalist 

views of ‘westerners’ on the Middle East (e.g. Lutz & Collins, 1993; Mendelson & Darling-

Wolf, 2009; Midberry, 2017). Although discussing the sexual dynamics of the relationships 

between men and/or women and representations of ethnic identities (not the influence of other 

cultures on the cuisine in magazines which was discussed in Chapter Four) are outside the 

scope of this study, these highly stereotypic portrayals further reinforce how the content of the 

covers keep such ‘traditional’ views alive and serve to generally widen the gender gap (Holden, 

2004; Willemsen, 1998) “leading us to similar displays inside the magazine” (McCracken, 

1993, p. 22). 
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 Figure 6.4. Depiction of couples on covers 

   
Note. From Cuisine (July 2001, September 2004) 
 

6.1.3. Recipes: female writers, male chefs – home cooking, gastronomic cooking 

The history of food writing in England, France, and USA suggests that gastronomic writing 

was male-dominated while domestic writing was female dominated (McLean, 2012; Mennell, 

1996). Although the focus of these studies were on the named countries and mostly on 

cookbooks rather that magazine food writings, nonetheless, they resonate, to some degree, with 

the trends that have been noticed in the recipes of the studied magazines (Table 6.2).  

Table 6.2. Gender distribution of food writers (i.e. recipe providers) 
 Writer  Chef 

N %  N % 
Women 248 89.2  1 7.7 
Men 30 10.8  12 92.3 
Total 278 100  13 100 

Food writing of the studied magazines prior to the emergence of Cuisine (i.e. 1955-

1986) was written for the domestic use of the readers, usually by women and for women 

especially in the 1950s and 1960s. Aunt Daisy (radio broadcaster) and Tui Flower (home 

economist – as introduced in the Woman’s Weekly) were the main and best-known recipe 

contributors. Men entered the food scene in the 1960s with Graham Kerr pioneering this trend 

while his column appeared in the 1970s in Listener (i.e. ‘the food man’). However, in the issues 
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that were sampled ‘the food man’ column did not include recipes. For instance, Kerr’s column 

in Listener (September 1966) was on black pepper and how freshly ground black pepper is 

superior in taste and aroma to the powdered alternative. Nevertheless, Graham Kerr was 

perhaps the first food writer in the New Zealand print media who aimed to spread knowledge 

of food and gastronomy. In this sense, the gendered history of food writing in the magazines 

of New Zealand follows the history of other Western countries as analysed by Mennell (1996) 

or McLean (2012). 

It should also be noted that the food writing of Listener and Woman’s Weekly drifted 

apart in the 1970s with Listener utilizing works of TV chefs such as Graham Kerr, Peter 

Hudson and David Halls, and Alison Holst, perhaps to boost sales, while the recipe sections of 

the same years in Woman’s Weekly obscured the name of contributors and were presented as 

the works of the collective team of food writers. This may be due to the more ‘humble’ nature 

of the recipes presented in women’s magazines (Warde, 1997).  

In general, although food writing has been and remained in the women’s domain, at times due 

to social restrictions imposed on women and their limited occupational choices (Voss, 2014), 

men’s presence in the gourmet or domestic food writing scene were at the expense of women. 

In other words, the more men entered food journalism, the lesser was the contribution of 

women to the food scene of the magazines, except for Woman’s Weekly, to a certain degree. 

Moreover, women have not yet lost their dominance to men either. This trend is more visible 

in the middle to late 2000s (Figure 6.5) when the number of male food writers and chefs 

increased while the number of women food writers decrease, yet, women chefs were still 

absent.    

Interestingly, although the covers were male-dominated and boasted of the 

contributions of well-known male chefs (Table 6.1), the recipe columns inside the magazines 

were mainly written by women (Table 6.2). Here, the cover text was inconsistent with the 

material inside the magazines. However, it should be noted that the persons that were 

mentioned on the covers usually possessed ‘celebrity’ status and magazines used ties to 

culinary celebrities (i.e. TV chefs) to boost sales (McCracken, 1993; Pringle, 2004). This 

further confirms the male dominance in food-related occupations on TV or in the industry, in 

New Zealand or elsewhere (e.g. Druckman, 2010).  
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Another way to examine this discrepancy between the covers and the materials inside 

the magazines, especially when it comes to Cuisine and Listener, is through gender 

stereotyping and power relations between men and women. A covers’ main role is to attract 

audiences with enough disposable income to sell the magazines as well as the advertised 

products that are found inside (McCracken, 1993). These covers, therefore, use a combination 

of verbal and visual texts to promote themselves in a way that is most appealing to both the 

advertising companies and the ‘quality readers’ (McCracken, 1993). As the wage gap between 

men and women in New Zealand was between 16.3 percent in 1998 and 12 percent in 2016 

(Ministry for Women, 2019), the magazines are more comfortable with their appeal to men and 

using a male presence to create the ideal image that the advertisers prefer, hence contributing 

to gender stereotyping of women and men.  

Figure 6.5. Gender and occupation of recipe providers 

 

6.1.4. Reinforcing gender norms in advertisements: men, women, and foodies 

The genders of adults are noticeable in 20.72% of the advertisements and the distribution 

throughout the timeframe (Figure 6.6). The majority of the advertisements, therefore, did not 

refer to any genders. References to genders were more visible in the advertisements of 1955-

1986 (n= 115, 43.66%) compared to advertisements of 1987-2016 (n= 272, 17.53%). This 

decrease along with the emergence of the group of ‘foodies’, a seemingly genderless consumer 

(Johnston & Bauman, 2007), or amateur “for whom both the production and consumption of 
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material cultures of food are central to their self-formation” (de Solier, 2013, p. 8), suggest that 

advertisements are generally becoming more gender-inclusive.  

In focusing on the mere existence of visual or verbal references to genders and their 

roles, this study finds that gender portrayals of the food advertisements in the magazines have 

been moving towards a slightly less stereotypical stance for both genders over time. This has 

also been found in studies of print advertisements in magazines of other countries, especially 

the USA and UK (e.g. Lysonski, 1983; Sheehan, 2013). However, more often, and especially 

in case of men, one stereotype has been replaced with another (Leppard et al., 1993) while 

women have been depicted in traditional roles (Klassen et al., 1993) of housewives and mothers 

and increasingly portrayed as sexual objects. Depiction of women for aesthetic reasons (i.e. 

ornamental role) has been noticed throughout the whole timeline. 

Figure 6.6. References to genders in food-related advertisements 

 

6.1.4.1. Men in the advertisements 

Excluding the gendered visual cues in the logos from the study, in 1955-1986 the depiction of 

men in the advertisements is generally stereotypic. Men were either depicted sporting a ‘boys 

will be boys’ attitude (n=3) or as professionals or experts, in working attire, or at work (n=7) 

including wine masters (n=2) or winery or brewery owner (n=2). In this era, traditional male 

stereotypes were more noticeable in humorous advertisements (Eisend et al., 2014) while the 

stereotypic portrayal of men as experts, which were found in the majority of the advertisements 

featuring men, reinforced male strength and power (Kaufmann, 1999). These portrayals of men 
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have left women in more decorative, passive, or family-focused roles as will be discussed in 

the following section.  

Figure 6.7. ‘Approved’ traits and behaviours of men in advertisement of whisky

 
 Note. From Listener (March 1979) 

An advertisement for a lime cordial, for instance, depicted a man sneaking home after 

a ‘business party’ and stated “flowers in the hand to avert the little woman’s wrath and Rose’s 

[lime cordial] in the drink to soften the morning after!” (Listener, May 1958 p. 29) indicating 

and reaffirming that married women were supposed to be housewives while men were to attend 

business parties and drink heavily.  An advertisement for a brand of beer depicted five men, 

one of whom had a black eye, with the caption that read “two loosies, two tighties and a fullback 

unanimously agree Lion Beer is best” indicating that the man with the black eye has changed 

his mind after a fight with the other four (Listener, November 1977). Both of these 

advertisements depict a certain degree of irresponsibility, disregard for family, penchant for 

alcohol consumption and violence, stereotypically associated with New Zealand men. The 

advertisement for a whisky with the caption of ‘the successful man’ implied that a successful 

man is one who is white, heterosexual, workaholic, and a gambler who drinks whisky (Figure 

6.7) objectifying the woman in the picture as a mere passive or decorative item to be had.  

From 1955 to 1986, advertisements suggested men were generally expected to be 

working outside. This was illustrated not only by the advertisements that clearly showed them 

doing so, but also by the advertisements that suggested men are not cut out for domestic work. 

Such advertisements also simultaneously emphasized the housework to be in the women’s 

domain since men were not equal to the task, as women were, even when using the advertised 

the successful man 

Likes: girls with cool, working till 
midnight, playing golf for money, 
Black & White Whisky. 

Dislikes: early rising, movies with 
happy ending, crowded lifts, too 
much water with his Black & White.  
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products (Neuhause, 2013). For instance, an advertisement for baby formula suggests men are 

incompetent parents when it depicted a father who has been in charge of taking care of the baby 

and domestic housework (i.e. washing and hanging clothes) in chaos (Figure 6.8). Therefore, 

these types of advertisements also repeat and reinforce domestic gender norms (Neuhause, 

2013). 

 

Figure 6.8.  Humorous display of father’s incompetency in doing house chores 

 
Note. From Listener (November 1977) 

From 1987 to 2016, men were generally depicted in more professional attire, or in work 

situations, and most commonly were appealed to as the experts or authoritative figures even if 

their expertise had not much to do with the advertised products. In an advertisement for Robert 

Harris coffee, the coffee was approved by Henri Baptiste who apparently has a ‘nose’ for good 

coffee (Cuisine, July 1993), while Vittoria coffee advertisements used male chefs who were 

not coffee experts with captions such as “chefs know quality, we know coffee” (Figure 6.9 – 

Cuisine, November 2015) or “chefs know fresh is best” (Cuisine, November 2011) reiterating 

the authoritative figure of men even when they are not experts of the advertised product. The 

chef uniform here links “the wearer with certain social groupings or certain specific attitudes” 

(Winner, 1979, p.80) so although chefs are not experts of coffee, as coffee connoisseurs or 

baristas might be, wearing the chef uniform acts as a sign for masculine characteristics of 

authoritativeness and professionalism.   

Although the expert and authoritative persona is also visible in advertisements of 1955-

1986, for instance, the advertisements for a line of wine bragged that they have sent a selection 

of their products to Clive Coates, a wine master, or Monsieur Andriane, a maître d’, and have 

published their verdict (Listener, September 1978; Woman’s Weekly, March 1979), this 

FATHER’S DOING FINE!  

Father may have his little upsets – 
but not baby. He’s getting the best of 
loving care with Glaxo […]. 
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particular portrayal is more visible in 1987-2016. In these years, men were generally depicted 

as experts or professionals (n=66), more often in the role of chefs (n=38), or winemakers, brew-

masters, or sommeliers (n=13) or other professionals, some not food-related (n=16). In these 

examples, men have become more restricted in the roles they are supposed to play in the 

society, especially when considering that there are only two times men have been depicted in 

domestic kitchens by themselves. This is in contrast with the findings of advertisements in New 

Zealand television (Rubie-Davies et al., 2013), although this might be due to the focus on food 

advertisements in this study. 

The advertisements were filled with pictures of male chefs promoting appliances or 

ingredients to the audience of the advertisements emphasizing that the product is good because 

an authoritative figure approves. Sometimes the endorsers are well-known (i.e. celebrity) and 

sometimes they are not, however, more often they are white males. For instance, in an 

advertisement for ovens, Chef Patron of Forty One restaurant, Dietmar Sawyere, boasted that 

“everything in my oven is well done” (Cuisine, January 1998) while Drylands wines were 

approved by Darryl Wolley “winemaker. Perfectionist.” (Cuisine, November 2007). Men (and 

sometimes children) also have the authority over the taste of the foodstuffs and approve the use 

of particular products because they say it tastes better and women, who are to cook using such 

products, would use them to please their men. For instance, ‘Brigadier Hunt’ (a figure who was 

probably created noting the historic military connection of the Anzac biscuit) approved the 

taste of Anzac biscuits that are made with Chelsea sugar (Woman’s Weekly, July 1997). 

Although this is a common notion among women to put the food preferences of their families 

(i.e. both children and partner) above their personal preferences and sacrifice themselves (e.g. 

Avakian, 1998; Avakian & Haber, 2005; Charles & Kerr, 1988; Murcott, 1982), these 

advertisements indicate that this is not a favour that women are accustomed to do but an 

expectation from them. 
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Figure 6.9. Advertisement of coffee depicting a male chef 

 
 Note. From Cuisine (November 2015)  

6.1.4.2. Women in the advertisements 

The portrayal of women has become less stereotypical (Leppard et al., 1993; O’ Guinn et al. 

2014). This is not to say that women’s roles were more varied than men in the studied 

advertisements. Women were confined to roles of housewives, homemakers, party hosts, or 

mothers more often in 1955-1986 as these roles were generally expected from them especially 

in the earlier decades. In the 1960s, women and especially married women were gradually 

entering the waged workforce (Figure 6.10) and those “who worked outside the home were 

still the subject of criticism in women’s magazine” (Leach, 2014, p. 168).  These domestic 

roles were inferior to men’s expert roles and diminished the strength, potential, and capabilities 

of women (Grau & Zotos, 2016) which in turn emphasized the authority of men outside the 

house (Neuhaus, 2012). In this part of the timeline, women were more often portrayed as 

housewives (n=13) or mothers (n=4). In the 1980s, the women’s roles in the advertisements 

have expanded to including working women, however, their positions were limited to servers 

(e.g. restaurant waiters, flight attendants serving wine) and home economy teacher (n=3). 

Although women are depicted in more diverse roles, their depiction in a way that still reinforces 

the gender norms of the time (Neuhaus, 2012; Uray & Burnaz, 2003). 
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Figure 6.10. Women in full-time employment 

 
Note. The data for 1945-2006 adapted from (Callister & Didham, 2010) and employed women in 
2013-2018 adapted from Statistics NZ (https://www.stats.govt.nz/news/women-in-paid-work) 

 

In 1986-2016, women were depicted in more diverse occupational roles including chefs 

(n= 8), as well as winery owners (n=2) and experts in various fields (n= 5). However, the 

pictures usually capture women in spheres outside work, such as the domestic (especially 

locations similar to home kitchens), even when their professional expertise or jobs have been 

stressed. For instance, the advertisement for a sweetener, introduced “Robyn Martin, food and 

nutrition specialist” and depicted her in a domestic kitchen with a spatula (or tongs) in her hand 

(Figure 6.11). Such reinforcement is most vividly apparent in the butter advertisement which 

although calling both male and female figures chefs, depicted the man in a restaurant and in 

uniform as “chef de cuisine”, in commercial kitchen, serving prestigious ‘fillet of lamb in 

piquant sauce’ while the woman was in a home kitchen, serving a ‘humble’, ordinary, ‘roast 

leg of lamb and vegetables’ (Figure 6.12). 
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Figure 6.11. Professional woman in domestic sphere in advertisement 

    
 Note. From Woman’s Weekly (September 1996) 

 

Figure 6.12. Gendering expertise: professional chef vs. domestic cook 

 
Note. From Woman’s Weekly (November 1987) 

Women also have always been more exploited, and therefore, more objectified in 

advertisements (Ferguson et al., 1990). This is not to say that men have not been exploited for 

their physical appearances (e.g. having beard, muscular body, or with masculine attires). Men, 

too, were present in the advertisements for their physical appeals (Albers-Miller & Gelb, 1996; 

Pollay, 1986) (n=23), however, their appeal is usually not ornamental and they are more active 

in their depiction compared to women. The advertising campaign of fresh fruit depicted a 

woman, focusing on her lips, biting a piece of fruit, and included a recipe and hints on shopping 

and storing the fruit, but depicted an active man, mountain biking, and focused on the 

nutritional aspects of the fruit (Figure 6.13). This view, especially the depiction of woman (e.g. 

Philippe Dubout.  
Chef du Cuisine.  
Regent Hotel, Auckland.  
Fillet of lamb in piquant sauce. 

Mrs Gillian 
Sommerville. 
Christchurch. 
Roast leg of lamb and vegetables. 
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the focus on lips, smiles, or other feminine attributes) hint at an implied male presence creating 

an idealized version of feminine women in the advertisements (McCracken, 1993).  

Women in food advertisements were more commonly found depicted in ornamental 

roles (i.e. for aesthetic reasons) in the whole timeline of this study (n=88). These depictions 

were not always sexual, i.e. “female sexuality that focuses heavily on sexual appearance, 

physical beauty, and sexual appeal to others” (Ward, 2016, p. 560). However, over time, sexual 

elements have become more visual (Soley & Kurzbard, 1986) which has also been noticed 

among many cultures in different media (e.g. Arima, 2003; Fullerton & Kendrick, 2000; 

Ganahl et al., 2003; Ibroscheva, 2007; Prieler & Centeno, 2013) including magazine 

advertisements (e.g. Graff et al., 2013; Reichert et al., 1999; Stankiewicz & Rosselli, 2008). 

This might be because of the dominance of the male perceptions in the industry (Soley & 

Kurzbard, 1986; Surlin 1978) or the heterosexual ‘male gaze’ (e.g. Gill, 2009; Mulvey, 1989).  

Figure 6.13. Difference between depiction of women (passive, focused on feminine traits, included 
recipe and housekeeping tips) and men (active, focused on activity, included nutritional information) 
in the same advertisement campaign 

  
Note. From Woman’s Weekly (July 1999, May 2002) 

An advertisement for sparkling apple juice, for instance, depicted a woman in a low cut 

dress with a caption of “keep looking, there’s nothing artificial here” (Figure 6.14). When men 

and women were present together, more often they were depicted in sexual or romantic roles 

reinforcing the ‘accepted’ heterosexual romantic relationships as well. These observations 

further picture how traditional stereotypes are embedded within the food advertisements in 

New Zealand magazines.   
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Figure 6.14. Visualization of sexual elements in advertising featuring women 

 
Note. From Cuisine (May 2004) 

However, New Zealand women have not been satisfied with their role portrayals in 

advertising (Ford et al., 2015) which, along with other societal reasons, e.g. increasing number 

of women in the workforce, have slightly altered portrayals. Although the conservative nature 

of advertisements usually prevails (Warde, 1997) and the majority of advertisements reinforced 

stereotypes throughout the whole timeframe of this study, they were at times able to be more 

representative of the different roles (i.e. lesser traditional) that men and women play in various 

settings and not reinforce the stereotypes (Fowler & Thomas, 2015). This is also consistent 

with the findings of advertisements in New Zealand television (Rubie-Davies et al., 2013). For 

instance, the campaign for Electrolux ovens depicted domestic and professional roles that 

women and men have in real life (Figure 6.15). However, this should not be confused with the 

concept of ‘superwoman’; a woman who excels in many roles both inside and outside the 

house, usually depicted as a beautiful, smiling, working mother and homemaker (e.g. Herrera 

& Delcampo, 1995; Sumra & Schillaci, 2015).  

For instance, the advertisement for kitchen appliances pictured a heterosexual white 

family, however, it also depicted the father teaching the child about cooking (Figure 6.16). 

Although the father is a known restauranteur, teaching children about food and home cooking 

has historically been in the women’s domain. Moreover, portraying a man as an ‘active’ 

father dealing with his child has only recently been noticed in a minority of advertisements 

(fathers and children (n=2); ‘active’ fathers with their family (n=2) (e.g. Figure 6.16); fathers 

with their families (n=3)).  This is also in line with the slight increase, from 2.2 hours in 

1998/99 to 2.5 hours in 2009/10, in men’s participation in unpaid work (e.g. housework, child 
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and family care) and a slight decrease, from 4.8 hours in 1998-99 to 4.3 hours in 2009/10, in 

women’s unpaid work (Ministry for Women, 2018). 

Figure 6.15. Different roles of women as domestic and professional cook/chef 

 
Note. From Cuisine (September 2008) 

 

Figure 6.16. Father teaching his child how to cook 

      
 Note. From Cuisine (March 2013) 

6.1.4.3. Genderless foodies in the advertisements 

The majority of the food advertisements did not include any gendered references in any form 

nor did they communicate to specific genders. They also did not particularly single out any 

[…] Tony’s daily dinner ritual with 
his family [is as follows]. He’s home 
from Clooney restaurant between 
4.30pm-6.30pm to prepare and eat 
dinner with [his wife and son] Jorji 
and Jude before heading back to the 
demanding world of fine dining.  
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groups of people as the market of the products. There was a minority of eight advertisements 

found in the 2000s and 2010s which cannot be neglected. This significant minority of 

advertisements marketed the products to foodies who were introduced as a genderless group 

who share an interest in food and eating.    

It was noticed that the advertisements featuring genders were for the more established 

food items while products that appealed to foodies were relatively new in New Zealand. This, 

alongside the reduction in the percentage of advertisements featuring allusions to genders 

suggest that gendering products have been a common practice for long in New Zealand 

following the similar trends worldwide (e.g. Fugate & Phillips, 2010). However, New Zealand 

print advertisements are moving slowly away from gendering products and gender stereotyping 

in general due to societal developments (e.g. the increasing number of women in workforce) 

as mentioned above.  

For instance, dukkah, a Middle-Eastern condiment with links to the food cultures of 

Syria, Egypt, and Yemen (Albala, 2014), was marketed to ‘food seekers’ (Cuisine, November 

1999) with the copy of ‘the delicious nut & spice dip … has arrived!’, or Tatua’s line of newer 

products in New Zealand (e.g. crème fraiche or mascarpone) was to ‘bring out the epicure in 

everyone’ (Cuisine, May 2014). Other promoted items for the contemporary genderless foodies 

included food events such as ‘taste of Auckland’ (Cuisine, September 2014) which was labelled 

to be the ‘foodie paradise […] with new and exciting initiatives’ or gourmet shops such as 

Farro Fresh with products for ‘food lovers’ (Cuisine, 2014 September). These advertisements 

generally link foodies with ‘new’ and ‘gourmet’ products while the gendered items are the ones 

that have been more established in New Zealand cuisine. 

6.1.5. Gender in letters: home cooks, restaurant chefs, and foodies 

6.1.5.1. Genders of writers of the letters to the editor  

Although both men (n=77) and women (n= 128) wrote food-related letters to the magazines, 

the majority of the writers were women (Figure 6.17) and the number of published letters of 

women writers increased from the 2000s (Figure 6.18). There were 65 letters written by 

couples, families, or writers who wrote anonymously or there was no clear indication to the 

gender of the writer in the letter. The readers regardless of their gender, were not reluctant to 

question the authority of the food writers, however, there were more letters published that were 
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written in praise of Cuisine and their writing team than the ones written to cautiously criticize 

them.  

Figure 6.17. Proportion of the genders of letter writers  

 
1955-1986 1987-2016 

Women 5 123 
Men 4 73 
Both 0 7 
Unknown/Undisclosed gender 3 56 

 

In these letters, roles such as mothers, homemakers, or main caregivers of the family 

which include duties of a domestic cook have been dedicated to women. This confirms that 

the majority of the audience, including women themselves, for long have seen women as 

cooks in the domestic realm while they have left the professional cookery mainly to men. 

Although many women who wrote these letters also provide for their families, this traditional 

approach has still left women in charge of domestic cookery as is acknowledged in many of 

the letters. Men, especially in more recent years, have found their way in the domestic 

kitchens, yet, their cooking is more occasional and an event in itself. The times that men take 

care of the cooking chore is usually when the women are absent in the domestic scene. 

Therefore, men do not yet see cooking as a part of their duty towards their family.  
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Figure 6.18. Genders of the writers of letters to the editor 

 
    

6.1.5.2. Men and women in the kitchens 

The letters confirm that the division of household work between men and women is unequal 

and traditional (Gibb et al., 2013). The division of housework in New Zealand is highly unequal 

with women spending 14.53 hours (weekly average) on unpaid housework including childcare 

while men spend 5.68 hours (Knudsen & Wærness, 2007). The Ministry for Women (2018) 

states that men spent 2.5 hours on average on unpaid work while women did 4.3 hours in 

2009/10. Therefore, although there is a slight change in the amount of time spent on unpaid 

(house) work, women have done and, it is not too farfetched to assume, still are doing most of 

the unpaid housework.  Later studies still show that New Zealand women spend more time on 

unpaid housework than men, however, men’s participation in housework includes more than 

childcare and their weekly average (six hours) is closer to women’s weekly average of 10.6 

hours (Gibb et al., 2013). However, these studies do not differentiate between different aspects 

of the housework (i.e. cooking, cleaning, and shopping). Although the letters are not a reliable 

source for establishing the gendered division of labour in the society, they still can provide 

insight into the shared values of communities (Reader & Moist, 2008). 

According to the letters, men do participate in the housework (i.e. cooking and grocery 

shopping), however, their involvement is either more occasional and for their own pleasure 

(Cairns et al., 2010) or it is purely out of necessity especially in the absence of women. This 

suggests that even in the eyes of foodie men, everyday cooking and feeding the family (i.e. 

family care) is by default women’s responsibility, however, men can choose to take up such 
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responsibilities while women are not given this option. Female letter writers appear to have 

accepted this, are restrained in by the gendered expectations of caring for the family (Cairns et 

al., 2010), and according to these letters, seldom cook for pleasure and more often cook with 

the intention of caring for others. Therefore, male writers are those who are presented as being 

more interested in experimentation with ingredients, new recipes, or cooking methods while 

women’s main concern is convenience (Bowen et al., 2014) as will be discussed in the 

following section.  

Although Jess Barr and her husband, who is a chef, run a food business together 

(Cuisine, July 2007, p. 20), it can be inferred from her letter that her husband is an occasional 

cook at home as she only mentioned the time that he and their two-year-old daughter made her 

“rhubarb jam tart as a sweet mother’s day afternoon tea.” Adam Byrne (Cuisine, May 2012, p. 

16) also mentioned that every Monday his “dad cooks a meal from Cuisine” for his aunts who 

come to visit and spoke of the last occasion that everything went wrong. He further mentioned 

his mother had helped with writing this letter as “she thinks she might get a frying pan [which 

was damaged during Adam’s father’s experiment] out of it” confirming that she was in charge 

of everyday cooking and only loaned her kitchen appliance to him for the occasional attempts 

at cookery.  

Stephen Clews humorous letter (Cuisine, September 2000 p. 22) stated: 

I was intrigued to read of Bob Blurner’s use of the dishwasher to poach salmon (issue 

81, page 112). So much so in fact that I resolved to surprise my wife and cook dinner. 

It was only then that I discovered that we do not have a dishwasher. I now have two 

questions: will running very hot water over the fish achieve the same result? 

Alternatively, if I use washing machine (assuming we have one) am I right in selecting 

a hot wash and slow spin? 

Here, Stephen acknowledged that his preparing dinner would be quite surprising to his 

wife, and he was so unfamiliar with the domestic kitchen and taking care of other domestic 

chores that he did not even know how their dishes were washed. Although this probably is an 

exaggeration, its selection nonetheless emphasises the views that were expressed by the 

audience in the letters that domestic chores, including cooking, are not masculine 

(Kosakowska-Berezecka et al., 2016). As there is an almost universal division of housework 
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of male-typed (e.g. minor repairs) and female-typed (e.g. meal preparation, laundry) found by 

Tai and Treas (2012) and men strongly avoid the female-type chores as undertaking them may 

undermine their masculine status (Kosakowska-Berezecka et al., 2016; Vandello & Bosson, 

2013).    

Men who do everyday cookery, do it out of necessity. For instance, Kate Sclater 

(Cuisine, May 2006 p.26) talked of her widowed father and has started cooking for himself. He 

has become so accomplished a cook that he has criticised her cooking: “my recently widowed 

father has taken to cooking and is now unstinting with his advice and critiques of my own 

cooking.” Ken Adams (Cuisine, May 1998 p. 16) has been in charge of the everyday cooking 

and stated that he was “the main cook in [his] family (though not the best).”  

More stereotypical division of food-related chores is noticed in the letters indicating 

that if men participate in these chores, they take up more prestigious duties or non-daily duties 

(e.g. Starrels, 1994) such as shopping or choosing the recipes. Rod Giles (Cuisine, 2013 March) 

stated that he and his wife chose recipes to recreate at home, which has turned into an occasion 

to include their neighbours, however he confirmed: “my role is to source all the best ingredients 

and my wife prepares the meal to the chosen recipe” (p.18). 

Men and women: experts of commercial and domestic kitchens 

Men’s attitude towards cooking changes gradually over the years. Men were not always vocal 

on food related topics, perhaps as cooking and food was in the less prestigious, feminine, 

domestic realm of women (e.g. Belasco, 2008; Tyree & Hicks, 1988). As these topics were not 

masculine enough for men to ponder, when they talked of them, they often mentioned their 

professional expertise, taking cooking outside the feminine domestic realm to the prestigious, 

masculine, professional realm of paid food production (Belasco, 2008) outside the house.  

‘A male Listener’ provided a recipe for ‘properly pickled onions’ to Aunt Daisy’s letter 

box (Listener, January 1962). He claimed:  

None of your recipes for pickling onions is correct, and most are the cause of shrinking. 

Here is a professional recipe from a firm which has, for the last 80 or 90 years, preserved 

fruit, jam and pickles in England. Malt vinegar must be used, never acetic acid or white 

vinegar […] no need for wax or other fads, simply tie over with paper. 
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This is the only instance that a male reader directly talked about the information that 

was covered in the food columns of the magazines in 1955-1986. The writer felt he has the 

authority to criticise specific recipes because of his professional knowledge of pickling. In 

doing so, he and the magazine acknowledged that non-domestic work is superior to domestic 

work even if they both are essentially about the same thing (i.e. pickling onions in this case), 

while distancing himself from the domestic cooks and affirming his masculinity. In other 

words, although he possessed some ‘feminine’ cookery knowledge, he has probably gained the 

knowledge not in the ‘feminine’ domestic sphere of home kitchen, but by working in the 

‘masculine’ professional sphere of a factory.  

Until the 1990s, men whose letters were published in the magazines usually hinted that 

they were also working in food-related occupations or in hospitality industry, thereby 

confirming their masculinity. Raphael (Cuisine, September 1990 p. 4) stated that he has “been 

in [restaurant] business” for almost all his life. Duncan Craig (Cuisine, January 1998, p. 16) 

congratulated Cuisine for the award they won and signed his letter as “the food and beverage 

director” of a resort. Simon Fisher (Cuisine, January 1990) also signed his letter as the “head 

chef” of a restaurant in Auckland while Bob Foote, who was writing to “critique the critic”, 

signed his letter as Maître de’ Il Casino (Cuisine, July 1997 p. 10). Bob Foote (Cuisine, July 

1997, p. 10) criticized David Burton’s restaurant review and stated that he has been “working 

in the hospitality industry for over 20 years now” which gave him the authority to question it. 

Charles Gills wrote that he is a wine-writer and Robert Hill Smith signed his letter as 

“managing director” of a winery (Cuisine, September 1988 p. 7). Charles Gill (Cuisine, 1988 

September, p. 7) stated that “as a winewriter (for the Taranaki Daily News)” he read all the 

information published in Cuisine and “as a keen cook I find your recipes just to my taste – 

inventive, beautifully illustrated; but most importantly they are supremely practical.”   

It is inferred from the letters above that, at one time, men believed food, other than what 

was prepared in the commercial kitchens, to be a feminine topic. Therefore, women knew more 

of it and had the authority over it. So, if they wanted to appraise or criticise a recipe or product, 

they emphasized their authority as a professional.  

In his letter, Stephan Baumberger who introduced himself as the executive chef at THC 

James Cook Hotel approved the recipes of risotto as it was similar to his way of preparing it 

(Cuisine, November 1989, p.4), stating: 
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I am personally a great fan of risotto and over the years have been disillusioned with 

most of the recipes about it. Many of them appeared in professional cookbooks. The 

way you [Julie Biuso] presented this simple but delicious dish is the way I know it too. 

Nice to see somebody else getting it right, I have had many arguments about how to 

cook risotto over the last few years. 

At times, in later years, when women wrote of their male partners, they also noted the 

food-related profession of their partners. This also confirms that women see food as a topic 

over which they have innate authority, although not all women are good cooks (Belasco, 2008) 

nor do they all enjoy cooking (Bowen et al., 2014),  but men’s views have to be justified by 

their involvement with food in professional capacity. Moreover, this also suggests that 

professional cookery is a male-dominated industry in New Zealand. Rachael Tulley (Cuisine, 

March 2001) was the only female letter writer who stated that she and her partner were both 

chefs.  

There were also women working in food-related occupations, however, their positions 

were generally outside the commercial kitchen (i.e. front office).  Mary Garvie, manager of a 

restaurant in Queenstown, who asked questions about the new Sale of Liquor Act (Cuisine, 

September 1990) was one of the few managers of food-related businesses who have written to 

the magazines.  

Marion Scott (Cuisine, January 2008 p. 20) implied in her letter that women’s interest in 

food leads them to domestic kitchens while men’s interest in food leads them to commercial 

ones: 

As a child, for as long as I am able to remember, when my mother was in the kitchen, I 

was on a stool helping. When the Chinese takeaway shops started appearing on 

Dunedin, I was sent off to buy a chow mein to take home. Mum and o would dissect it 

and try to replicate it. It was the start of my love for food. Now I have children of my 

own – three sons – and they too stood on stools in the kitchen. Now my three sons are 

all chefs and my grand-daughter is the one that stands on the stool and likes to help in 

the kitchen and kitchen garden. 
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Men: foodies, not home cooks vs. women: home cooks, not foodies 

Men who cooked at home, took pride in their domestic cooking abilities and knowledge (i.e. 

foodies) have started to express their ideas about food and food columns in letters since the late 

1990s. This is in line with the transformation of food from a mundane comodity, with a few 

pages dedicated to it in woman’s magazines or for woman readers in current affairs magazine, 

to a fashionable topic, and thereby, worthy of being the main focus of a whole magazine. This 

transformation, perhaps among other changes in perceptions of food, resulted in men finding 

the topic of food (including domestic food and cooking practices) not feminine, emasculating, 

or beneath them anymore. However, even foodie men find everyday cooking the woman’s 

domain while women acknowledge that having a good command on domestic cooking is an 

extraordinary quality for men.  

Men have also accepted this duty to be women’s as the effort of women in the kitchen 

were usually taken for granted and not particularly acknowledged in the letters while women 

appreciated any effort on their male counterparts. This hints at how even women find cooking 

at home done by men uncommon if not an anomaly. John Flynn (Cuisine, September 1998 p. 

13) hinted at his enjoying food and cooking: “due to a self-imposed ban on my buying “any 

more cookbooks” (to quote my wife) I have only recently come across my first copy of 

Cuisine.” However, purchasing cookbooks and interest in food should not in any way be 

confused with the actual practice of cooking at home. This might hint at interest in food as 

serious leisure, as it was a systematic, substantial pursuit (i.e. constant buying and reading of 

cookbooks) (Hartel, 2006; Stebbins, 1992). Holloway who was perhaps the first generation of 

foodie men or, in his words ‘Cuisine bloke’, stated (Cuisine, November 1997): 

I read with interest your introduction in the current Spring issue of Cuisine – 44 percent 

more readership and 81.5 percent more of us blokes. Top stuff Julie and team. 

Personally, I have been a ‘Cuisine Bloke’ for many years. I expect before long I’ll even 

know what a pheromone is. Sounds like a cross between something and a ‘not very 

nice’ type of person. Yes, I am cooking more, mainly because my wife is never home, 

and yes, I am reading more. What else can I do if she is always out gadding about? You 

have me on the homework item too. Mind you, the fact that my four daughters are in 

their 20s probably explains this. However, contrary to your claim, I am not drinking 

wine with dinner to any great extent, mainly because I have had too much with lunch! 
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I used to love the magazine because I got it free. Now I’m paying for it because I like 

the recipes, the wine articles and the great shot of the publisher on the intro page! (p. 

16-18)  

Although he was not unhappy with cooking every day, he still mentioned that every day 

cooking was his chore as his wife “is never home” hinting that it should have been his wife 

taking care of the everyday cooking chore and caring for the family, then, he could have been 

following his food-focused hobby. He also has been interested in food for “many years” so has 

John Flynn, yet, did not express his interest sooner.   

Hel Loader (Cuisine, September 2002), stated that they taught their partner a special recipe of 

tomato sauce thinking “he seems keen enough to learn and it’s always helpful to share the 

cooking duties when feeding a family.” They continue: 

However, 10 years on, he has mastered all my favourites and because he thinks he’s a 

better cook than me he has banned me from the kitchen (this ban also includes doing 

the dishes). He also takes orders, even if the reply to ‘what do you want for dinner, 

dear?’ is the unspecific ‘something hot and tasty.’  

Kim Garthwaite (Cuisine, November 2009) stated that when they were at The Food 

Show (an annual food event held in different cities), her husband requested a subscription to 

Cuisine as his birthday present. The knowledge he has acquired from gourmet magazines has 

transformed him from a person who would ask “does this look cooked?” to a person who 

“follows the recipes to the letter, and signs and dates each when completed.” She further stated 

that “the tables have turned to the point where I ask him for advice. From mere male to master 

chef.” So although Kim’s husband is knowledgeable now, his contribution to home cooking is 

still limited to giving advice rather than doing part of the work. Moreover, Kim believes that 

having a good command on domestic cooking is not normal for males unless they are chefs or 

skilled enough for the TV show Master Chef. Therefore, since the 1980s, food has gained 

prestige as it has become more associated with masculinity (Belasco, 2008) as is acknowledged 

by the readers. However, doing chores is still in women’s domain.   

When men participate in everyday cooking, they score a bonus point (Cairns et al., 

2010), while women are just doing their work and if they do not do so, even on occasions, they 
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have to justify themselves. Mr Holloway’s wife, Clair Holloway, replied to the letter of her 

husband Cuisine bloke Holloway: 

I am writing in response to John ‘Cuisine Bloke’ Holloway’s letter in the November 

issue. As your gad-about wife John, does this mean I have been missing out on such 

culinary delights as roast lamb shoulder with prune and orange stuffing followed by 

saffron fig cake? This of course, would be on the rare occasions I am out – Tuesday 

nights at Wine Appreciation (i.e. Mahjong). “Never home” wives UNITE [emphasis in 

the original]! Buy the man in your life a subscription to Cuisine for Christmas – and 

keep up the good work Cuisine Blokes! (Cuisine, January 1998, p.16). 

This view also reduces the role of men at home from a parent, with responsibilities 

towards taking care of their families, to another mouth to feed alongside the children. In her 

letter, Ami Beadsmoore stated that as a mother of a two year-old and a four month-old she lives 

in a world of “strewn toys, piled-up washing and patient dishes” which has left her without the 

energy required “to conjure up interesting morsels for supper” but the recipes in Cuisine has 

helped her act as Mrs Beaton “much to relief of [her] husband, who was getting sick of baked 

potatoes!” (Cuisine, January 2012).  

Apparently, women readers have long had accepted their domestic chores and their 

expectations of their family is sometimes as low as to only make their job not harder by 

expressing their likes and dislikes. Hopeful (Woman’s Weekly, May 1970), for instance, 

confirms the influence children have on the process of making food-related decisions which is 

encouraged by their parents as well suggesting how women put their preferences below the 

preferences of their families (e.g. Avakian, 1998; Avakian & Haber, 2005). She said “I will not 

allow my children to air only dislike – which I respect in many cases. They must also tell their 

favourite preparation method […] it makes my job as cook [emphasise added] so much easier 

when I am able to prepare meals that are both wholesome and liked.” 

Foodie men have more time experimenting with ingredients and novel recipes while 

women either do not do this or did not express their attempts in similar statements. James Barr 

(Cuisine, 2012 September p. 16) wrote of his group of “like-minded individuals” who share a 

liking for offal and come together “to meet and cook [offal] for each other monthly” while 

Tony Southern (Cuisine, 2013 July p.16) took “the Kiwi do-it-yourself approach” to 
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experiment with 64-degree eggs. Michael Petherick (Cuisine, 2011 July p. 16) talked of his 

experiments with the challenging puff pastry stating “I just test-drove your roasted pork pie 

and quick puff pastry. I have never tackled puff pastry. My mother says that even my 

grandmother wouldn’t tackle puff pastry.”  

Men, therefore, have food-related hobbies, including activities such as recipe reading, 

organizing, or having food clubs and intermittent gourmet cooking at home. Women, on the 

other hand, are responsible for the daily food-focused activities such as cooking and feeding 

the family. Their letters have been much less about food as a hobby than as a chore. This has 

resulted in high praise from women readers towards the convenient recipes in Cuisine’s Quick 

Smart section or their prais for tear-out wine shopping list (see the next section on 

convenience). This is not to say that women do not enjoy food-focused hobbies or that such 

hobbies are only men’s, this is also not to say that men do not take up the cooking responsibility, 

however, the letters have suggested that such hobbies have been overshadowed by the food-

focused responsibilities for women while men have had more time or inclination to explore 

food as a form of serious leisure.     

6.1.6. Celebrating gendered ‘roles’: Mother’s Day and Father’s Day  

Mother’s Day in New Zealand is celebrated on the second Sunday in May. The origins of this 

event are unknown, and it has been speculated to be based on the origin of this event in the 

USA which was officially named a national day of celebration in 1914 (Stuff.co.nz, 2009).  

“Mother’s Day was traditionally celebrated as mothering Sunday – which was a church festival 

– while the placement of Mother’s Day and Father’s Day appear commercial” (C.M. Hall, 

personal communication, 11 July 2019). The earliest time that Mother’s Day was found in 

food-related communications was in 1976, appearing more often in the promotions and recipes 

than the letters or on the covers (Figure 6.19). Father’s Day in New Zealand is celebrated on 

the third Sunday in September. Celebrating Father’s Day in New Zealand has a more recent 

and lesser known history with sources dating this celebration back to 1937 ([Advertisement], 

1937). The earliest time that Father’s Day was found in food-related communications was in 

1998, appearing more often in the promotions and recipes than on the covers (Figure 6.19). 

Father’s Day was not mentioned in any of the letters.  
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Figure 6.19. Mother’s Day and Father’s Day in communications 

 

Almost all the mentions of these celebrations were found in Woman’s Weekly while 

there was one advertisement and one cover of Cuisine which mentioned Mother’s Day and one 

recipe column in Listener. This scarcity of information, especially in magazines other than 

women’s, suggest the ‘humble’ nature (Warde, 1997) of these celebrations compared to other 

events such as high holidays of Christmas. The only one mention of Mother’s Day was in the 

letters, celebrating the day by making ‘rhubarb jam tart’ (Cuisine, July, 2007) and might 

suggest the lesser importance of these for the readers. This can indicate that how taking care of 

the family is the duty and is expected of women and their work does not need to be very much 

appreciated. There was, however, a growing interest in these events noticed since the early 

2000s as shown in Figure 6.19 which parallels the decreasing hours women spent doing the 

housework as well as the increase of their paid work (Ministry for Women, 2018) and 

commercialization of such events (C.M. Hall, personal Communications, November 4, 2019).    

There are studies that focus on the gender dynamics and disparities in different aspects 

of these celebrations (e.g. LaRossa et al., 2001) and motherhood and fatherhood as shown 

through communicated mass media messages such as advertisements (Coltrane & Allan, 1994) 

or other communications such as greeting cards (Auster & Auster-Gussman, 2016), yet, studies 

of food-related aspects of the celebration of the stablished gender norms are quite scarce. These 

studies can highlight the ‘accepted roles’ and standards associated with each gender.   
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6.1.6.1. Mother’s Day: a ‘half-day’ off of housework 

Celebration of mother’s day in the magazines revolve around household chores that were 

assumed to be the mother’s duty; either in the form of giving the mother a rest day (though 

essentially half a day at best) of doing chores or by enabling her to do the chores more 

efficiently on other days. References to the assumption that mothers are in charge of household 

chores were most explicit in the 1980s and 1990s in both the advertisements and recipes. Three 

of the five advertisements that were related to mother’s day in the 1980s were for kitchen 

appliances for “making mother’s life easier with the Kenwood range of time saving kitchen 

appliances to gladden her heart and ease those mealtime chores” and therefore “making every 

day mother’s day” (Woman’s Weekly, May 1982, p. 96) while another kitchen appliance was 

dubbed “a natural [emphasis added] gift for mother’s day” (Woman’s Weekly, May 1982, p. 

140) as it “makes perfect yoghurt, cottage cheese, sour cream, sprout beans, rises bread and 

softens butter!” Therefore, not only the mother is in charge of everyday chores, she is now 

enabled to take a step further and make dairy products from scratch. Two of the three 

advertisements in the 1990s, too, were for cookbooks and kitchen appliances. These 

advertisements confirmed the accepted ‘roles’ of women as domestic cooks and in charge of 

general housekeeping. This only added pressure to the life of women who were increasingly 

joining the paid workforce while confirming that the improvement of technology did not 

necessarily reduce the amount of work to be done by women (Brewer, 2000; Hardyment, 1988).  

These explicit mentions were not usually found in the advertisements of later years. 

However, they reappeared in an advertisement in 2016 which included the tagline of “mother’s 

day bonus – give your mother a new twist” (Cuisine, May 2016, p. 7) promoting a spiralizer 

tool to help mother’s cooking chores. A similar stand was taken in the magazines 

acknowledging that the chores are women’s work as “most mums would say the best present 

they could be given for mother’s day is a day off. No expensive gifts are necessary – just 

someone to do the washing, ironing, cleaning and cooking” (Woman’s Weekly, May 1994, p. 

96).  

These ‘acceptable’ or expected roles in the society have been accepted by women for 

long. So even if they did not enjoy these chores, they had no option but to take them on as 

mentioned in the memories of the food writers. Des Harris confirmed that his “mother did not 

enjoy cooking” while Mark Gregory stated that her mother was not a particularly good cook, 
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nonetheless, she was in charge of cooking and constantly used convenience items, stating 

“while my mother, Christine Gregory, was and remains undoubtedly a goddess, the stove was 

not her throne. With three to feed at least three times a day, it was a challenge so baked beans 

was a staple in our household” (Woman’s Weekly, May 2012, p.48). “The convenient is always 

suspect, second best, perhaps necessary, but to be regretted” (Warde, 1997, p. 132). Therefore, 

any sign of using convenience items, even when it was out of necessity due to the challenges 

and restrictions the mother faced, diminished her position as a ‘good cook’ because a ‘good 

cook’ should cook from scratch.     

There were 21 recipes in the sample associated with mother’s day, and with the 

exception of five, which were for the recipes of what the writers’ mothers used to cook or 

promoting a cookbook as mother’s day gift, were generally for children to prepare dishes for 

their mothers. Therefore, the recipes were easy, used convenience items, and included hints for 

the less-skilled cooks. Here, the use of convenience items is legitimized as the one in charge 

of cooking is a child while the food is made for the mother who does not need to be impressed 

by the time and effort consuming ‘good food.’ For instance, ‘fancy sandwiches’ (Woman’s 

Weekly, May 2014) did not need any cooking as it used roasted chicken meat and cooked, 

shelled prawns or the recipe for ‘Emma’s jam tarts’ (Woman’s Weekly, May 1994), essentially 

jam sandwich cookies, were made with store-bought dough and ready-to-use jams. The ‘tip!’ 

for ‘sticky plum drumsticks’ (Woman’s Weekly, May 2008) tought the lesser-skilled cook to 

check how the drumsticks are done; a hint that a knowledgeable cook would not usually need.    

Fathers were not essentially mentioned indicating that the kitchen is not their domain, 

however, later they were encouraged to work with the children and cook for the mother. For 

instance, the recipes in the 1976 Woman’s Weekly (May, p. 115) came with an extensive 

timetable which included instructions on how to set the table stating “we have worked out the 

plan for one person, so if you are lucky enough to have brothers or sisters who could give you 

a hand, the task will be much easier” (p. 115). Therefore, fathers were not to enter the kitchens 

to help out with the cooking. The recipes of later decades, too, mostly encouraged children, 

though did not explicitly mention them, to ‘cook for mum’. Only one of the recipe columns 

urged the fathers to help their children celebrating Mother’s Day with cooking: “come on kids 

and dads, here’s your chance to flex your culinary elbows! Give mum breakfast in bed, a special 

lunch or a light dinner. Whatever you so, remember the most important thing is to clean up 
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afterwards” (Woman’s Weekly, May 1994, p. 96). Since the 1990s, therefore, with the 

increasing prestige of food, mostly accumulated from the attention of the male tastemakers, 

entering the kitchen for occasional cooking has become more acceptable.   

6.1.6.2. Father’s Day: ‘celebrating dads’ 

Father’s Day does not have the place that Mother’s Day does in the magazines; there were 

limited number of advertisements (n= 4) associated with Father’s Day’s gifts including 

advertisements for chocolates (dark chocolate in sombre coloured boxes), bacon, and fast food. 

Father’s Day recipes appeared in three issues of Woman’s Weekly on September 2006, 2008, 

and 2016. In each of these occasions the chapter was written with the fathers (i.e. men) in mind, 

however, the age or gender of the cook (i.e. the reader) has remained ambiguous. In other 

words, the recipes for Father’s Day do not clearly address children, neither do they clearly 

exclude women from the kitchen work for the day as they did for Mother’s Day. The recipes 

were to celebrate “the father figure” (Woman’s Weekly, September 2006, p. 40) or “the dad in 

your life” (Woman’s Weekly, September 2008, p. 38) which is more inclusive than ‘dads’. 

Moreover, the recipes were more elaborate than the recipes for Mother’s Day which may signal 

that women are expected to cook for this event rather than children. For instance, the recipe for 

‘smoked fish pie with parsley pastry’ (Woman’s Weekly, September 2014) was more advanced 

than a typical child could handle.   

6.1.6.3. Mum’s ‘dainty’ food and dad’s ‘man-sized’ appetite 

The advertisements of edible gifts for mothers were usually for chocolate and sweets (n= 5), 

liqueurs and sparkling wines (n=2), and baking ingredients to be used by children for Mother’s 

Day celebrations which usually featured recipes (n= 2). Therefore, a ‘proper’ celebration for 

Mother’s Day, or what mothers (or women) would enjoy, contains chocolate. The recipes that 

are to serve the mothers are ‘light’ and/or sweet and are often expressed to suit breakfast or 

afternoon tea. Terms such as ‘light’, ‘dainty’, ‘brunch or afternoon tea’ and ‘love’ were 

emphasized within the context of the recipes (Cavazza et al., 2015; Turner et al., 2013). Recipes 

that were created with the father in mind were ‘hearty’, for a ‘man-sized appetite’, or included 

terms such as ‘cowboy’ (Gough, 2007; Rothgerber, 2013). These recipes also used meat and 

potato quite often. Therefore, although these foods might be enjoyable for women and men, 

the degree of femininity and masculinity associated with them is exaggerated. This might not 



213 
 

be of importance by itself, however, it can demonstrate another venue in which magazines are 

catering to stereotypes and perpetuating gendered norms.  

6.1.7. Section summary 

Analysis of the four different types of communication (i.e. covers, recipes, advertisements, and 

letters to the editor) suggested that answering the question of who is in charge of cooking is 

not as clear-cut anymore. However, the findings also suggested that the division of roles and 

labours based on genders has a long history and the historic and conservative views are still 

very much prevalent. 

The covers of the magazines boasted of men (male chefs or connoisseurs) who had 

contributed to the food sections inside while the majority of the recipes inside the magazines 

were written by women food writers for women cooks at homes. This confirms that the 

commercial food scene of New Zealand is dominated by men while the food writing scene is 

dominated by women. In other words, ‘prestigious’ gourmet food writing is male dominated 

while ‘humble’ recipe writing is female dominated. Moreover, it suggests that men’s authority 

as chefs is deemed to be more worthy and attractive than women’s authority as food writers. 

Although the experience of women in their domestic kitchen, as it was established that women 

spend more time doing house chores including cooking, would probably suit the domestic 

kitchen of the readers better.  

The advertisements and letters from the readers to the editors divided the authority over 

food between women and men in the most traditional and conservative sense; women are the 

authority of domestic food preparation while men are the authority of commercial food 

preparation. These trends are, slowly and in recent years, evolving to be more representative 

of the realities of the society in which women are working in the commercial kitchens and men 

are helping in the housework more than before.  

The emergence of foodie culture in recent years has been noted in the advertisements 

and resulted in the inclusion of genderless foodies. However, in the letters, foodies were usually 

men who have time to collect cookbooks, experiment with recipes and ingredients while 

women were generally busy with caring for their families and preparing food for high holidays 

(see Chapter Five). The distribution of tasks seems unequal in foodies’ kitchens, too, with men 

taking charge of shopping or choosing recipes while women are more often in charge of daily 
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cooking. As men have the more prestigious jobs in the professional realm, it is not too 

farfetched to imagine them attending to the more prestigious chores at home and in domestic 

kitchens, too.         

6.2. Values and concerns 

To answer the second question that was asked in the start of the chapter (i.e. what values and 

concerns affected development of cuisine in the magazines?) this part goes through three major 

values and concerns that could potentially affect the development of cuisine. The review of 

literature pointed to some of these forces and three major ones were noticed in the analysis of 

data, including time and convenience, economic concerns, and health and well-being. All of 

these topics are discussed to some degree in the studied communications and at times overlap 

with one another.  

6.2.1. Convenience: time and effort 

Convenience, according to Gofton and Ness (1991), involves a larger number of characteristics. 

However, Warde (1997) believes that convenience in the recipes encompasses three topics of 

speed, ease of preparation, and storage while Belasco’s convenience (2008) includes variables 

such as price, availability, and ease of preparation. This section generally focuses on ease of 

preparation (i.e. time and effort) and does not consider storage as an indicator of convenience 

except in form of ‘make-ahead recipes’. This is because this section is focuses on food 

preparation and the only time that food preparation and storage overlapped in the 

communications was when the recipe was to be prepared ahead of time and used on later 

occasions. Make-ahead recipes are distinguished from recipes for preserves as preserves are 

essentially made to extend the lifespan of foodstuffs for weeks or months, yet, the make-ahead 

recipes are dishes that are to be made a few hours or days ahead of time. Moreover, the recipes 

or other communications did not usually talk of storage and when they did, it was always 

alongside of the notion of effort. Price, economic values and concerns, and thriftiness are 

discussed in the following section.   

Therefore, in this study, convenience is comprised of two main topics. First is the 

amount of time that takes for the food to be prepared. Second is the effort that is needed for the 

food to be prepared. Concerns about convenience (i.e. time, effort, or both) have been 
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expressed in all forms of communications that were studied (Figure 6.20). This research 

explored how, regardless of the cooking knowledge, talent, or fondness of the domestic cook, 

the communications unanimously and increasingly expressed this desire of spending less time 

and effort in the kitchen, prioritizing work or other meaningful activities (i.e. spending quality 

time with family) over cooking; a message similarly sent by the food industry to the consumers 

(Belasco, 2008). However, inconvenience is at times used to differentiate gourmet recipes from 

everyday recipes, making the food more special and worthy as ‘good’ food takes time to be 

prepared and is afforded by those with higher share of economic capital. These mixed and often 

contradictory messages were sent to the audience in different forms of communications, 

especially in the recipes which will be discussed in the following section.  

It should be noted that this study considers the subtle difference between effortlessness 

and simplicity where simplicity can refer to unpretentious, ‘unschooled’, or rustic cooking 

process or food signalling authenticity (Johnston & Bauman, 2007). However, as these terms 

(i.e. simplicity and effortlessness) were often used synonymously in the magazines, simplicity 

as an indicator for authenticity was not addressed and therefore was excluded from this part of 

the study.   

Figure 6.20. Convenience (time and effort) in communications 

 

6.2.1.1. Convenience on the covers and in recipes 

Convenience has not always been an issue for the covers or recipes of the magazines. Although 

facets of convenience became standard topic since the 1980s, these communications were very 
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cautious of not using the term ‘convenience’ (Warde, 1997), so they would not be confused 

with the advertised convenience food items, and focus instead on the aspects through which 

convenience is achieved. Since the 1980s, the number of recipes and covers that talked of 

different aspects of convenience increased (Figure 6.21). The focus has more often been on 

effort while time has been an important issue throughout 1986 to 2016. This might suggest that 

the restrictions of time might be more recent; a result of the hectic lifestyle of current times as 

women now have to budget their time for fitting both paid and unpaid work in their daily 

routines.  

The limited number of recipes of 1955 to 1986 which advocated ‘quick’ food for the 

readers (n=2; 1.61%) were usually for when a single person is leaving home and home-cooked 

meals of their mother, and therefore, do not have the luxury of being cared for by their mothers 

who would have “worked towards pleasing others as well as serving their more material needs 

for sustenance and comfort” (DeVault, 1991, p. 233), feeding their families as well as the 

family construct (DeVault, 1991). Although time (speed) was a concept mentioned throughout 

the period, it was not a significant issue in the recipes of 1955 to 1986 while explicit references 

to family food decreased from 6.45% in 1955-1986 to 1.53% in 1987-2016.  

It was assumed in the recipe columns that mothers had enough time to care for the 

families. Therefore, quick food was not suitable for the family as it lacked love (Warde, 1997), 

leaving quick food for the ‘bachelor girls’ who were living far away from their parent’s (i.e. 

mother’s) home as mentioned in the ‘banquet in a bedsitter’ section with instruction for quick 

and easy dishes such as ‘quick tuna spaghetti’ (Woman’s Weekly, May 1964). It was more 

socially acceptable for ‘bachelor girls’ of the 1960s to do paid work (Leach, 2014), and 

therefore, they would have less time (and skill) to prepare food as the employment rate, 

especially of women, is associated with the time spent on cooking (e.g. Mancino & Newman, 

2007). Housewives, however, were to feed the family and reaffirm the family construct and 

identity through sharing food and family meals (e.g. Charles & Kerr, 1988; DeVault, 1991; 

Jardine, 2017; Warde, 1997)     

Easy, effortless recipes were either for the inexperienced or special circumstances (n=3, 

2.42%), and certainly were not for experienced mothers or to feed their families. For instance, 

‘safe and easy marmalade’ (Listener, July 1957) was one of the recipes provided ‘for the young 

marmalade maker’ who probably was inexperienced while ‘holiday menus’ were provided to 
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give the reader “a few ideas for varying the menu without too much fuss” during the holiday 

season when there are guests to feed (i.e. unusual circumstances) and also it is the time for the 

domestic cook (i.e. mother) to relax (Woman’s Weekly, January 1968, p. 70).  

There were some culinary tactics which could potentially help with increasing 

convenience of the cook including planning. However, if planning meals ahead of time was the 

tactic in the years of 1955 to 1986, it was used to save money rather than time, emphasizing 

that time is well-spent on taking care of the family and is expected of the housewife. The 

instances that encouraged planning (n=3; 2.42%) appeared in the later years of 1970s where 

the earliest mention (Woman’s Weekly, March 1979) encouraged the ‘flatters’ to cut food costs 

of the group of flatmates, and therefore, hinted that food and time should, as much as possible, 

not be budgeted when it comes to caring for the family (Wilson, 1989). 

Figure 6.21. Convenience in the recipes 

 
In the earlier parts of the 1980s, however, with the emergence of the notion of ‘quality 

time’ in the magazines (Warde, 1997), although it existed in some Western countries much 

earlier (Gillis, 1996), food and time started to be reconsidered and tactics of meal planning 

were encouraged. However, reducing both sources of time and food budget has not yet been 

deemed a suitable practice for feeding families. For instance, planning cooked breakfasts ahead 

of time for a winter family breakfast indulgence (Woman’s Weekly, July 1981) or planning 

meat-free family meals to reduce costs (Woman’s Weekly, November 1983) were both 

encouraging the readers to budget either time or money to feed their families.  
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There is a dramatic increase in the number of times that aspects of convenience were 

mentioned in the sampled recipes of the magazines of 1987-2016; 7.47% of titles of the recipes 

(n=78) included terms such as fast or quick and 8.42% (n= 88) were mentioned to be easy, 

effortless, or hassle-free (total 15.89%). This is a significant increase from 2.42% in 1955-1986 

and in line with the increase in the number of women in part-time or full-time paid work. 

Recipes with references to quick, effortless food were found twice as many times in weeklies 

compared to Cuisine (66.2% vs 33.73%) indicating that convenience is a ‘humble’ everyday 

topic. This view was stressed with Cuisine’s convenient recipes emphasizing the special 

attributes of a recipe such as taste, texture, or authenticity while the weeklies focused on 

popularity or health benefits.  

Moreover, Cuisine usually did not provide a detailed description of the preparation and 

cooking time required for each recipe whereas the weeklies, especially Woman’s Weekly, 

provided this information for their readers indicating that time is a more significant issue for 

the weeklies and their readers than for Cuisine. The cover of Cuisine (March 2011) advertised 

more sophisticated ‘late-summer harvest: easy eggplant & luscious figs’ while the cover of 

Woman’s Weekly (July 2001) advertised every day, popular, café-style cake in ‘easy peasy: Jo 

Seagar’s fab café cake’. The recipe for ‘teriyaki salmon’ (Woman’s Weekly, July 2011) stated 

“this dinner is easy, quick to cook and very tasty, plus you get those essential omega-3 fatty 

acids” (p. 33). Woman’s Weekly’s ‘lemony roast chicken slaw’ (January 2008) took ten minutes 

to prepare and was made with purchased (i.e. supermarket) rotisserie chicken. ‘Popcorn 

chicken’, prepared and cooked in 30 minutes (Woman’s Weekly, November 2009), was said by 

the food editor to be “really popular in my house and is often a part of our weekly menu. My 

kids love popcorn chicken for a treat on the weekend” (p. 38). However, Cuisine’s ‘stuffed 

chicken thighs on minted cabbage’ (September 2008), for instance, was mentioned to be 

“another easy yet very tasty dinner idea” (p. 70) which, presumably based on the recipe, took 

at least one hour to prepare with 25-30 minutes just for baking in the oven.    

Therefore, although Cuisine and the weeklies share the similar view that caring for the 

family and convenience can go together, Cuisine’s recipes were more elaborate than and 

perhaps not as suitable for everyday cookery as the weeklies’ were, especially the woman’s 

magazines. Moreover, references to different aspects of convenience in the weeklies were more 

commonly found in Woman’s Weekly (50.6%) than Listener (15.67%) indicating that 
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convenience is specifically a women’s concern. Weeklies, although seldom using the term 

‘convenience’ in the description of their recipes, did not shy away from using convenience 

items to speed up the process while Cuisine’s recipes either encouraged cooking from scratch 

or, albeit rather rarely, used high-quality, gourmet, imported convenience items.4  

There were a limited number of recipe titles, which only appeared in Cuisine, that were 

more time-consuming and sophisticated than typical everyday dishes and were mentioned to 

be highly special although not necessarily expensive. ‘Spicy, slow-cooked eggs’ (Cuisine, May 

2000) or the Hamine eggs (Harmine in the original) took at least six hours, however, it was 

implied that they have an extraordinary texture and a “special character” (p. 67). Pies are more 

elaborate dishes which were mentioned to be time-consuming but worthy of the effort as the 

recipes were for the types of “classics you can’t buy” (Cuisine, July 2005 p. 69) or ones that fit 

“a first course for a grand dinner” (Cuisine, July 2007, p. 60). Such high regards for time and 

associating it with special occasions or special foods indicates how time is of value to the 

experts and at times its value exceeds the value of money.  

Make-ahead recipes and menus have appeared since the early 1980s in the magazines. 

The number of recipes and food sections dedicated to make-ahead recipes also increased from 

0.8% (n=1) in 1981 to 2.68% (n=28) in 1987-2016. Make-ahead recipes were highly associated 

with food-related occasions; such as Sunday breakfast, hosting parties, or entertaining of the 

extended family and friends during Christmas. Make-ahead was a tactic introduced by the 

magazines to lessen the stress associated with preparing labour-intensive menus of special 

occasions, such as Christmas, especially when in Cuisine. Make-ahead recipes for everyday 

family dishes were for foods like stews or pastries that could be frozen for later use which 

appeared more often in the weeklies.  

It should, however, be noted that although the recipes of the first featured section of 

Cuisine (i.e. the sample of this study) revealed this pattern, there were other sections in Cuisine 

dedicated to quick and effortless cooking. An additional analysis of the table of contents of 

sampled issues of Cuisine revealed that 45.55% of the issues included a section named Quick 

                                                           
 

4 Puff pastry, filo dough, or other similar products that are highly time-consuming to prepare are usually bought 
ready-made in all the magazines. Still Cuisine opted for the gourmet, imported, high-quality options while the 
weeklies, especially Woman’s Weekly, left the choice to the reader.  
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Smart which is a full section dedicated to quick recipes and 22.44% of Cuisine covers also 

included references to quick, easy, simple, or do-ahead recipes that were to be found inside the 

magazine. However, these were not always observed in the sampled recipe feature (i.e. the first 

feature of each sampled magazine). Therefore, time and convenience are issues for Cuisine, 

however, they might not be reflected thoroughly in the first feature of the magazine, implying 

that these ‘everyday’ concerns are not prestigious enough to appear in the first feature unless 

accompanying more important topics such as Christmas dinner.  

6.2.1.2. Convenience in advertisements 

Effort and time, as attributes worthy of pointing out, were also found within the promotions in 

the magazines (Figure 6.22), however, they had a much stronger presence, percentage-wise, in 

1955-1986 (14.74%, n= 55) than in 1987-2016 (7.92%, n= 123). This is quite the opposite of 

the trend of appearance of these concerns in recipe columns. The promise of convenience is 

not just offered by the convenience foods (i.e. a broad umbrella term for processed foods which 

require a little to no process by the consumer to be ready to eat). Instead, it has been found in 

a range of products which could potentially reduce the workload or speed up the cooking 

process including but not just limited to instant or canned foodstuffs (e.g. instant pudding, 

marmalade base) in 1955-1986 to packaged frozen meals, frozen food or ingredients, 

charcuterie, or different cuts of meat (e.g. boneless and skinless chicken breast rather than 

whole chicken). Kitchen appliances too advertised convenience as one of their main attributes 

during the whole timeline of this study either by speeding up the process or reducing the effort 

or both.  

At least on the surface and as discussed above, the need for convenience might be 

associated with the increasing number of women in the paid workforce in part-time or full-time 

capacity, “city people have been busy and pressed for time since the first cities of ancient 

Mesopotamia” (Wilk, 2006, p. 193). Hence, the need for more convenient food (e.g. fast food, 

convenience items) or recipes may not only be universal (Belasco, 2008) but also associated 

with civilization in a broader sense (Goody, 1982). This might be one of the reasons for the 

commonness of convenience items in the advertisements even when a significant number of 

women were housewives and not a part of the paid workforce.    
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Figure 6.22. Convenience in the advertisements 

 

6.2.1.3. Convenience in letters 

Convenience, in forms of praise for quick, easy recipes, was one of the most commonly voiced 

concerns of the readers in 1987-2016 (5.66%, n= 15) which were all found in Cuisine. 

However, convenience seems to be a non-issue in the letters of 1955-1986 with just one letter 

in which a reader shared a hint on how to ease the chore of cooking. In a letter (Woman’s 

Weekly, May 1970), Hopeful, not only confirmed the influence of family members, especially 

children, on the process of making food-related decisions but also stateed how children voicing 

their food choices actually help the cook in doing their task as women find “providing food 

that is rejected, disheartening, disappointing, and ultimately fruitless” (Warde, 1997, p. 130), 

stating:  

I will not allow my children to air only dislike – which I respect in many cases. They 

must also tell their favourite preparation method […] it makes my job as cook so much 

easier when I am able to prepare meals that are both wholesome and liked (p. 104). 

This letter also affirms that convenience is a multifaceted subject (see e.g. Gofton & 

Ness, 1991) which is more than aspects such as of time or effort. 

In 1987-2016, the audience, especially parents, actively voiced their need for effortless 

and convenient recipes or any advice to speed up the food preparation process and save time 

and energy. Therefore, recipes that “can be made in a reasonable amount of time, but still taste 
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fantastic” (J Evans, Cuisine, September 2010, p. 16) or make-ahead, freezer-friendly recipes 

(Amy, Cuisine, September 2016, p. 14) were highly appreciated. 

Having access to recipes of quick, effortless, and delicious food was the essence of what 

the audience wanted alongside creative solutions to speed up any stage of the cooking process 

including food shopping. For instance, Karen Pedersen (Cuisine, May 2006) stated that: 

With two boys under three and a part-time job, I had no time to read each issue or try 

recipes […] it [the tear-out wine shopping list] is an absolutely inspired idea. I may still 

not have the time to try many of your delicious recipes, but at least my supermarket 

trolley will now contain the perfect wine along with the nappies, baby food and two-

year old’s tomato sauce (p. 23-24).  

Family meal, a ‘proper meal’ (e.g. Charles & Kerr, 1988; Murcott, 1982) that is eaten 

and shared among the members of a family in a home at the same time (e.g. Holm, 2001; 

Fjellström, 2009; Kjærnes, 2001), was still a concept mentioned in the second part of the 

timeframe (1987-2016). However, it was all right to feed the family effortless recipes or 

economic ones. These ‘shortcomings’, when measured by the standards of earlier decades, 

were compensated by emphasise on great taste, popularity, or healthiness of the recipes.  

A community volunteer, Marcus Gower (Cuisine, September 2010), talked about his 

work “teaching people about the wonders of good food”, strengthening family links with 

creating and sharing quick effortless food together. He stated: 

Cuisine has been a useful tool, helping me to show people what to do with herbs, how 

to prepare quick and simple meals together, and to help spread my enthusiasm about 

food. It’s always cool to see people going “Wow! We can make pizza ourselves and it 

tastes great!” We are trying to rebuild family links, getting people sitting around a table 

sharing a meal they have prepared themselves (p. 16).   

6.2.2. Health and economic concerns and values 

One of the main topics of this study was exploring the relationship between food and health in 

the four different types of communications that were examined. Health is considered to be 

umbrella terms in this study, covering a range of diverse subjects including general health and 

wellbeing, nutrition, weight loss, and food allergies. Health and economic concerns (i.e. usually 
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the notion for ‘thriftiness’ or ‘frugality’) are often mentioned simultaneously although 

economic affordability and price are strongly associated with convenience, too (Belasco, 

2008). However, often, one of these points was the main focus and stressed while the other was 

communicated as a ‘bonus’. In other words, depending on the message the communications 

wanted to convey, the focus was on either health or on economic values while the other one 

was presented as an ‘extra’. 

Depending on the importance of each of these concerns at the time, the focus on health 

or economic concerns alters. In the recipes and advertisements, for instance, economic 

concerns were more pressing matters in 1955-1986, and therefore, the frugality of foods was 

the main focus and the bonus idea was that frugal food could still be nutritious or healthy. 

However, in 1987-2016, even during the recession of 2008, health was a more significant issue, 

and therefore, health-related messages have been stressed and the economic concerns were 

presented as the side benefits. The essence of economic concerns has remained the same 

throughout the whole timeline. However, the essence of health related concerns have changed 

from time to time; from providing nourishments and energy for the body in the earlier decades, 

to weight management (especially weight loss) in the middle, and finally concepts of whole 

food, organic food, and excluding specific components or ingredients from diet in later years.   

Although this study started with a classification scheme similar to Barr (1989), Guillen 

and Barr (1994), and Spencer et al. (2014) to capture health related messages, the scheme was 

changed in the coding process to capture the diversity of health-related messages that the 

covers, letters, recipe titles and columns, and advertisements included. It should be stressed 

that the reason for such significant alteration was based on the focus of such studies on health, 

weight loss, and nutrition whereas this study focuses mainly on food and such issues are 

examined from a different angle. In doing so, first, the frequency of any mentions of different 

aspects of health and nutrition was noted and the codebook was expanded to include any newly 

noticed health-related message. Moreover, due to the close relationship between different 

aspects of health and socio-economy (e.g. De Irala-Estevez et al., 2000; Giskes, et al., 2010; 

Jahns et al., 2003; McKinnon et al., 2014) the frequency of economic concerns that was 

mentioned was also noted and is presented within the same section. 
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6.2.2.1. Health and economic values and concerns on the covers 

Health and economic concerns appeared on the cover of the magazines, however, they did not 

appear often or consistently (Figure 6.23). In fact, these messages did not overlap or follow 

any particular pattern together while there was a steady increase noticed in the health-related 

communications on the covers in the 2000s and 2010s indicating that health has, once again, 

become a topic of interest following the peak and steady decrease in the 1990s. 

Health concerns on the covers were of a diverse nature and were not necessarily related 

to the food section inside. However, the majority of these concerns appeared on the cover of 

the weeklies and were about different aspects of weight loss or condemning weight gain (n= 8, 

36.36%) while only once Cuisine talked of diets in ‘dieting does not work: the Cuisine diet 

does’ (March 1991). For instance, ‘beverages – do they make us fat?’ (Listener, January 2010) 

indicated how gaining weight is an unwanted outcome of drinking while ‘the fast diet – the 

biggest diet fad since the Atkins’ (Listener, July 2013), ‘the secret to weight loss’ (Listener, 

January 2012), or recipes suitable for dieters ‘from our test kitchen: fruit for the calorie 

conscious’ (Woman’s Weekly, March 1973) encouraged the readers to combat weight gain. The 

promise of weight loss has also been used as incentives for purchasing the issue with free diet 

plans or diet cookbooks ‘FREE! Six month Jenny Craig membership plus [emphasize in the 

original] get a bonus cookbook’ (Woman’s Weekly, January 2004). Interestingly, cooking and 

eating healthy and nutritious food was the second most common topic on the covers (n=4, 

18.18%) which appeared more often during the 1990s. Thinness is very much valued in the 21st 

century (e.g. Belasco, 2008), therefore, dieting, rather than healthy eating was the constant 

message that the media communicates.    

Thriftiness, surprisingly, only appeared on the covers of Cuisine. However, the majority 

of these messages focused on recommending less expensive wines ‘matching palate to the 

pocket’ (Cuisine, May 1990) emphasizing the concept of value for money only when it comes 

to wine with introducing wines that were priced less than $12 (Cuisine, March 1993), $15 

(Cuisine, March 1997) or $20 (Cuisine, March 2005) per bottle which might be associated with 

Cuisine’s Wine Award (C.M. Hall, personal communications, 4 November 2019). The only 

time that the covers talked of economic concerns about food was with respect to ‘economy 

fare’ (Cuisine, September 2008). As it is apparent from the lack of messages on frugality when 

it comes to food, the magazines expected their readers to have access to enough food. However, 
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considering the rate of food insecurity in New Zealand (e.g. Broussard, 2019; Carter et al., 

2010), this can only suggest that addressing serious issues such as food security does not 

interest the magazines (Warde, 1997). Magazines did not appear to advocate ‘cheap’ food due 

to its hidden costs (e.g. Belasco, 2008; Carolan, 2018). Therefore, the appearance of the 

‘economy fare’ in 2008 (Cuisine, September) and the increase in the number of 

communications on thriftiness in the 1997, both in line with the recession of 1997 and 2008 in 

New Zealand (RNZ, 2008; Stats NZ, 2014), can highlight the profound effects of economic 

hardship in the society which prompted the magazines to, ever so slightly, react. 

Figure 6.23. Health and economic values on the covers 

 

6.2.2.2. Health and economic values and concerns in the recipes   

Recipe columns do not emphasise the real issues of economy or health. However, economic 

concerns were more explicitly expressed in the recipes of 1955-1986 compared to health while 

health concerns have been more important in the recipes of 1987-2016 than economic concerns 

(Figure 6.24). In fact, in 1955-1986, economic concerns were more important than health-

related topics, including weight management, or convenience (i.e. time and effort). This, might 

be because economizing, knowing the cost of ingredients, and using up all the available 

nutritious foodstuffs were a significant part of good housewifery (Warde, 1997). Therefore, 

health-related messages in the recipes were mostly about the quality of food as a nourishment 

in the earlier decades. Economic advice or tips have remained generally the same, focusing on 

domestic economy and how to be more frugal when it comes to food. Economic advice has 
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also been more tangible and easier to follow than health, yet, the most popular method to 

incorporate both of these messages in the recipes was to limit or exclude foodstuffs or dietary 

components without any actual context or depth on the concepts of frugality, health, or social 

effects of the food choice that was being made. In this sense, the writers believe that their 

audience are informed about the basics of economising or have enough skills to prepare 

nutritious food and their recipes are to provide inspirations rather than to improve their skills. 

This difference in the viewpoints between the earlier and later years can be vividly noticed in 

egg-free recipes that were found in the first and second era of this study. The recipes for egg-

free food that were found in 1957 (Woman’s Weekly, July) were to economize and published 

under the title of ‘save those precious eggs’ while egg-free recipes of the second era were 

provided for the readers with allergies or other health issues which made egg and other 

ingredients ‘forbidden’ (Listener, March 1989). Surprisingly, veganism was not an influential 

force in the recipes in the timeline of this study. 

Figure 6.24. Health and economic values in recipes 

 

In the second part of the timeframe (1987-2016), health and nutrition messages have 

become more focused and moved toward exclusion of particular dietary components (Figure 

6.25). However, this move has been trivializing genuine health and nutrition issues into 

“reductive interpretation” of the roles these components play in bodily health (Scrinis, 2013, 

p. 2). The “reductive focus [emphasis in the original] on the nutrient composition of foods as 
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the means of their healthfulness” (Scrinis, 2013, p.2), aka nutritionism or nutritional 

reductionism, manifests itself in stressing health-related messages to ‘promote’ the recipes and 

the brands of products in food advertisements (see the following section).  

The magazines also generally remained silent on the social consequences of food 

choices or ethical consumption unless and only at times when it was directly related to personal 

taste or “by way of connoisseurship” (Warde, 1997, p. 97). For instance, although food 

insecurity (i.e. lack of assured access to sufficient nutritious food) is experienced by more than 

15% of the New Zealand population (Carter et al., 2010) and 22% of parents reported that their 

families could not always afford to eat properly (Ministry of Health, 2003), magazines do not 

usually acknowledge this as it is not an interesting or entertaining topic to the readers. Even 

domestic economy is not an in-depth issue. Therefore, these concerns are approached in the 

recipe sections as a type of ‘advertising appeal’ rather than actual concerns in the magazines.   

Figure 6.25. Break down of health-related messages in the recipes  

 
 1955-1986 1987-2016 
General health 0 19 
General nutrition 4 8 
Energy level 2 12 
Including a component 1 11 
Excluding a component 1 38 

 
 

‘Advertising appeal’ to health and economy in the recipes 

The messages in the recipes of 1955-1986 were mainly concerned with the general idea of 

economizing or fuelling the body with enough energy or nourishing food. In contrast, health-

related messages in the recipes of 1987-2016 became more detailed and specific while the 

messages about economy grew more unfocussed and trivial. Both of these messages, together 
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or separately, can be seen as mere rational advertising appeals (Solomon, 2004) enticing the 

readers to try the recipes for vague benefits.  

The main tactic that was used for both health and economic reasons in the recipes was 

to avoid a certain foodstuff while replacing it with items that were cheaper, healthier, or both. 

The recipes of the earlier part of the timeframe (1955-1986) used ingredients that were more 

frugal and emphasized that frugal food could be nutritious, too. In the latter part (1987-2016), 

certain foodstuffs were excluded or replaced for health reasons while convenience or frugality 

has been emphasized as a bonus. Even during the years following the 2008 recession, with the 

growth in the number of communications on thriftiness (Figure 6.24), the number of health-

related topics also increased.   

Although there were many recipes that used cheaper ingredients, few alluded to 

frugality of the recipes as the main positive point (i.e. not alongside other values such as 

nutrition, or exceptional taste, or effortlessness) as ‘good’ food in the magazines is costly. ‘A 

bit of skirt’ (Cuisine, January 2000) was one of these few recipes that knowingly used skirt 

steak, a cut that is known to be cheap, and did not boast about its flavour, rather, it mentioned 

that “if it is marinated” the meat “produces a well flavoured, inexpensive meat course” (p. 69). 

In other words, the meat is not an overlooked treasure and is in need of some work, however, 

it is worth the effort as its value comes from its ‘unusualness’ in the context of the barbeque 

party (see Chapter Five). This is quite contrary to other more common recipes that emphasized 

using top-quality ingredients to deliver good food.    

The advice on being thrifty in these years was limited to using seasonal produce which 

is usually cheaper. For instance, the recipe for ‘Mediterranean vegetable soup’ (Cuisine, July 

1999) gave the option to the readers to “substitute whatever vegetables are available, cheap, in 

season” (p.53). However, the practicality of such advice is questionable as it is hugely reliant 

on the cooking skills of the readers and the ability to distinguish the ingredients and be able to 

substitute one for another without compromising the taste or texture. Such advice usually adds 

to the knowledge vacuum rather than inspire the readers.   

Health-related messages, although more focused, were still providing reductive 

interpretations of nutrition science and their message were generally vague. For instance, 

Woman’s Weekly (July 1975) described dishes made of eggs and milk “nutritiously quick-and-
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easy dishes” reminding the reader that “satisfying egg and milk dishes are hard to beat when it 

comes to considering the family’s good nutrition” (p.96) without providing enough details or 

stating how the cooking process or addition of other ingredients could alter the healthiness of 

the ingredients, and therefore, render the final dish unhealthy. 

The section called ‘press on’ (Listener, July 2011) encouraged the readers to use New 

Zealand made olive oil in their cooking as “olive oil improves risk factors associated with heart 

disease” (p. 54) while there was a ‘tip’ in the recipe section of the Woman’s Weekly (November 

2007) where the writer mentioned “avocados are an excellent nutritional choice because they 

contain high levels of the vitamins and minerals needed for good health. Avocados and avocado 

oil make healthy substitutes for foods rich in saturated fats (which contain cholesterol)” (p.45). 

In none of these cases did the writer provide further information on what types of oils can be 

substituted with avocado or olive oil (e.g. are these oils still healthy if used for frying?), or 

what foodstuffs can be substituted with avocado. These messages not only trivialize nutrition 

science and information but further contribute to the confusion and knowledge vacuum.  

Although health-related messages have become more focused or detailed over the 

years, it does not mean that they are less confused or confusing. For instance, ‘sensational 

soups’ (Woman’s Weekly, May 2004) stated “soups are also a fantastic way to top up the supply 

of vegetables in your diet” (p. 57) which, regardless of its accuracy, is much simpler to 

understand than when ‘salad days’ (Woman’s Weekly, March 2009) stated “you’ll easily get 

your five-plus a day with these delectable dishes” (p. 40) referring to the health campaign 

encouraging people to eat more than five servings of fruits and vegetables daily which is also 

known for confusing its audience (e.g. Rooney et al, 2017). However, this is not to say that all 

health-related communications have been futile. There were more practicable health-related 

advice such as replacing white pasta with wholegrain pasta or full-fat mayonnaise with the low-

fat version in the recipe for ‘pasta salad’ (Woman’s Weekly, November 2013), yet, such form 

of advice was seldom found compared to the common ‘appeal to health’. 

Using terms such as ‘healthy’ and ‘nutritious’ arbitrarily has been a common practice 

even in the later years of the timeframe when health-related messages have become more 

focused. For instance, ‘the art of burger building: an expat Kiwi chef shares his ideas for 

healthy, tasty burgers you can make at home’ (Listener, January 2016 p. 48) insisted that the 

burgers were healthy for no apparent reason. In fact, the burgers were served on white buns, 
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the mince for ‘lamb burger with minty yoghurt and pickled cucumber’ was only ‘leanish’, and 

the vegetarian ‘chickpea burger with tahini yoghurt’ was deep-fried. The section of ‘beaut 

breakfasts’ (Woman’s Weekly, May 1996) stated that breakfast was important as it, among other 

benefits, “provides important food components such as fibre” (p. 86), yet the first recipe of the 

section was ‘salmon and egg with orange hollandaise’ which did not include any major 

ingredient with a high fibre content  such as green vegetables. The section called ‘use your 

noodles’ (Woman’s Weekly, November 1999) encouraged the readers to use noodles more often 

as they “can add new flavours and interest and may encourage lower fat cooking methods, 

important for healthy lifestyles” (p. 93).  

Nutritious values and healthy eating have become so important in the second era that 

the recipes at times only focused on these attributes. For instance, the section named ‘magical 

mystical mushrooms’ (Cuisine, March 1997) encouraged the readers to try mushrooms as they 

are “nutritious, healthy and tasty. One serving of five mushrooms has only 20 calories, virtually 

no fat, cholesterol or sodium, and they are high in fibre and riboflavin and contain B vitamins 

and copper” (p. 31). It is apparent from this section that varieties of mushrooms, with the 

exception of white button mushrooms, were new or rare in New Zealand at the time as the 

section ends with “for those who developed tastes for exotic mushrooms in Europe, dried 

mushrooms like porcini, chanterelles and morels are obtainable in specialists food shops and 

by mail order within New Zealand.” Therefore, mentioning the nutrition information was used 

as a tactic to entice the readers to try these not-so-easy-to-find ingredients. At times, health-

related messages are used by weeklies as an attempt to encourage the readers, who are 

considered less adventurous food-wise compared to Cuisine’s audience, to try new ideas. The 

section on recipes with raw fish, ‘pure sensation: fresh, clean and healthy’ (Listener, November 

2007), for instance, evoked vague associations between raw fish and health to entice the readers 

to try such recipes. 

When it comes to reducing the energy value of the recipes, the writers seem to be able 

to provide more accurate information than other health-related communications and their 

message is much less confusing implying that healthy living is of less importance compared to 

weight management. Weight management, especially weight loss, was a health concern of the 

weeklies but not Cuisine, especially in the 1990s and early 2000s. The recipes in the ‘salad 
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day’ section (Woman’s Weekly, January 2004) was written to help the reader manage the 

potential Christmas weight gain stating: 

If, by chance, you are trying to trim down after Christmas, try using lemon or lime juice 

mixed with a few flavours such as mustard and garlic instead of oil-based dressings. 

This will cut the energy value of your salad while providing plenty of flavour (p. 79).   

Plant-based recipes: frugal, nutritious, or both 

Although main course plant-based dishes were not often found in the recipes (see Chapter 

Four), red meat was the main ingredient that has been replaced with cheaper cuts, egg, or 

vegetables. However, the carnivorous reader needed to be persuaded by frugality, healthiness, 

or convenience to trying these recipes as the concept of ‘meat and two vegetables’ (Douglas, 

1972) seemed essential for the New Zealand reader.  

In a section titled ‘on a budget’ (Woman’s Weekly, November 1983) the writer states: 

 A MEAL [emphasis in the original] which won’t break the bank and can be made up 

of soup and savoury scones finished with a coconut queen milk pudding. Planning 

meals that don’t require a meat base and two vegetables can be economical and 

nourishing. Including a pudding is also important when there are energetic children to 

feed and they enjoy the special nature of a dessert. Don’t be afraid to offer menus that 

are a little different (p. 131).    

The emphasized message here is that vegetarian food is economical and healthy (though 

the actual claim on the healthiness of the menu is debatable as it is high in refined carbohydrates 

and sugar). 

The section titled ‘vegetarian delights: a fresh take on traditional recipes that are low 

on effort and big on flavour’ (Woman’s Weekly, November 2011, p. 28) the writer stated: 

Eating vegetarian meals is not only good for your health, it can be very helpful when it 

comes to your budget too. […] Don’t ever think vegetarian food is limited to “101 ways 

with tofu and lentils”. While keeping things simple, you can achieve great flavours and 

textures. 
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The writers urge the readers to try vegetarian food stating that meat-free food can be 

delicious, fast, and effortless which appear to be of more value to the writers and readers than 

the economic advantage. The sectioned titled ‘emergency rations’ (Listener, March 1987) was 

also written for the reader who comes home tired of work and can prepare recipes such as no-

fuss ‘vegetarian gado gado’ in about ten minutes. The recipe for ‘Tessa’s stuffed tomatoes’ 

(Cuisine, May 1988) mentioned that it was “a great dish for vegetarians; full of goodness and 

flavour” (p. 14). Although frugality is an assumed advantage when it comes to meat-free 

recipes, the writers encouraged the readers to try them as they are mainly delicious, effortless, 

and nutritious. Therefore, economizing is not a persistence force as traditional food habits are 

(see Chapter Four), however, the preservation of health or fear of fat or weight gain might be 

able to entice the reader to alter their food habits.    

6.2.2.3. Health and economic values in advertisements. 

Economic concerns and values, especially in form of value for money (i.e. advantageous 

measure of quality against cause), have been steadily appealed to in the advertisements of food 

and food-related products during the whole period of this study (Figure 6.26). However, the 

appeal to health has significantly increased in the second part of the timeframe (1987-2016), 

and therefore, has overshadowed the economic appeal. Economic appeals are used to 

encourage people to try newer items of the time (e.g. soda-maker, espresso machine); items 

that would probably make life easier (i.e. more convenient), yet are not essential or items that 

are widely used and everyday which saving money on them would truly add up (e.g. tea, stove). 

Although advertisements for fast food restaurant chains were found in both eras of the study, 

they were considered economical only in 1987-2016 when they are no longer ‘new’ and 

perhaps when cooking from scratch, which is generally considered to be healthier, is more 

expensive (e.g. Haws et al., 2016).  

The appeal to health, on the other hand, has been increasingly employed in 1987-2016 

compared to the first part of the timeframe (1955-1986) (Figure 6.26). Regardless of the 

accuracy of the conveyed health-related messages, the health appeal, especially in the first part 

of the timeframe focused mostly on nutrition (Figure 6.27) especially with respect to children’s 

growth, targeting the mothers and emphasizing the importance of family construct, while on 

the second part, these messages became more specific and considered both children and adults’ 

health, together or separately, depending on the advertised product.  
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The advertisement for an instant pudding read (Woman’s Weekly, September 1960): 

Children will do almost anything for Gregg’s Instant Pudding. Not only because it’s so 

wonderfully nourishing … simply because it’s irresistibly delicious! 60 seconds is all 

it takes for the basic dessert. Adds 82% more food value to the milk with which it’s 

made.   

Leaving the accuracy of the message aside, as the food value added to milk is mostly 

from added sugar rather than other nutrients, the advertisement encouraged the reader, 

especially the mother, to prepare a nutritious dessert for her children without mentioning what 

is making the dessert nutritious.  

Figure 6.26. Economic and health concerns in the advertisements 

 

This unfocused health related claim was the most common type of health related 

messages conveyed in the first part of this study’s timeframe. Messages have become more 

focused in the later years of the first part of the timeframe (i.e. 1970s and 1980s) concentrating 

on inclusion/exclusion of dietary components and lower energy levels (especially in form of 

replacing sugar with artificial sweeteners) to induce weight-loss. This trend, which first 

appeared in the 1970s, has become more established in the second part of this study (1987-

2016).  

However, depending on the decade, the dietary component that is being focused on or 

even the focus changes. For instance, the focus on lowering different forms of fat (especially 
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cholesterol and saturated fats rather than trans-fats) and caffeine peaks during the late 1980s 

and 1990s while excluding gluten or carbohydrates is non-existent prior to mid-2000s. 

Replacing sugar with artificial sweeteners in the 1980s evolved into exclusion of sugar or 

replacement with stevia, honey, or maple syrup (i.e. a type of ‘natural’ sugar) in 2010s.    

Figure 6.27. Break down of health-related messages in the advertisements 

 
 1955-1986 1987-2016 
General health 28 63 
General nutrition 32 44 
Energy level 12 53 
Including a component 19 27 
Excluding a component 18 122 

 

 
As health become a topic of general appreciation with additional attention being paid 

to different aspects of health, and food-related epidemic illnesses, appeals to health become 

less general (Barr, 1989) and more focused to include topics such as diabetes, heart, brain, 

bone, and women’s health. However, these messages are usually conveyed alongside exclusion 

or replacement of a dietary component (see figure 6.25) perpetuating the fear of particular 
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components that are or were widely used depending on the product that was being sold. For 

instance, the fear of fat (i.e. stigmatization of body fat and eating fat) (Levitt, 2003) has 

manifested itself in promoting lower fat content in different products which in turn can increase 

the consumption of such products (Wansink & Chandon, 2006). Reduction of gluten, too, has 

been used as an appeal advertising products rgar are naturally gluten-free, such as unflavoured 

coffee powders or dairy products (e.g. sour cream) (Raymond et al., 2006). Fat (especially 

saturated fat and cholesterol) and sugar were the first components that were reduced followed 

by caffeine, salt, and gluten in recent years.   

6.2.2.4. Health and economic concerns in letters 

Although neither health nor economic concerns appear frequently or follow a particular pattern 

in the letters of the readers, when they do, health is a more talked about issue than economic 

concerns during the whole timeframe of this study (Figure 6.28) with the exception of 2007-

2011 which is potentially influenced by the 2008-9 recession. This is perhaps the direct reaction 

from the audience to the health-related topics that have been covered in the magazines.  

Health-related topics that were covered in the letters were diverse, however, some of 

the statements could confirm that the recipes the audience have been introduced to, were not 

always nutritionally balanced (Schneider et al., 2013; Trattner et al., 2017). Therefore, the 

readers believe health to be unimportant or find unhealthier recipes more appealing (Harvey et 

al., 2012).  

For instance, Andrea Wilds (Cuisine, January 1988) talked of the “gastronomic and 

calorific delights” (p. 7) of Cuisine. Robert Haas (Cuisine, May 2004, p. 10), stated that looking 

for health and nutrition information in a gourmet magazine is “like matching cask wine with 

food.” He further asked “why would one read Cuisine if one were concerned only about the 

nutritional values and health effects of pesticide intake through food?” Yvette Warren (Cuisine, 

January 2012) shared the same feelings stating: 

At last, someone who understands! Thanks Grant Smithies, for the comparison of 

embracing a low-fat diet with embracing a high-revving chainsaw [“Low-Fat Riot”, 

Cuisine 149:186]. We know we have to be “good”, but while I can turn away from 

sweets, desserts and chocolates, how to avoid rolling in cheese, butter and bacon? Let’s 
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all sneak a little – make that a lot – of Kikorangi on our crackers now and again and 

truly enjoy Cuisine each issue! (p.14). 

However, some readers are more aware of the issues that are associated with unhealthy 

food choices. Ottilie Stolto (Listener, March 2005) suggested that “obesity trends in OECD 

[Organization for Economic Co-operation and Development which include New Zealand] 

countries indicate that many people are dying from too much of the wrong type of food” (p. 6). 

A minority of the readers appreciate healthy recipes that they found in the magazines. Cookie 

(Woman’s Weekly, July 2013), for instance, appreciated the recipes of “healthy alternatives to 

favourite kiwi takeaways” and expressed their desire to see programmes “focusing on 

nutritious, economical family cooking, with vegetarian options” which would help “those 

budget-stretched families in the current economic climate” (p. 87).  

Figure 6.28. Economic and health concerns in the letters 

 

The reaction of the audience to the nutritionism they have been subjected to in the 

magazines and the confusion was noticed in one of the letters. The letter from R. Griffiths 

(Woman’s Weekly, May 2012) suggested that diminishing the science behind health-related 

message makes them either inaccurate or misunderstood. They state: 

Donna Fleming’s column about the beneficial properties of chocolate filled me with 

delight (“Sweet Nothings” NZWW 30.4.12). I love chocolate and have often justified 
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beans) it must be healthy. Now I know research suggests this too. Thanks Donna, I’m 

off to buy another block of chocolate (p. 91). 

Although chocolate is plant-based, it does not necessarily mean it is healthy, especially 

with the large amounts of sugar added to make many chocolate blocks. Moreover, research 

does not suggest that any types of chocolate or any amount of consumption of chocolate is 

particularly healthy which appears to be the interpretation of the reader (if not the message of 

the article). For instance, Steinberg et al. (2003) state:   

Applications of this knowledge [that multiple components in chocolate, particularly 

flavonoids, can contribute to the complex interplay of nutrition and health] include 

recommendations by health professionals to encourage individuals to consume a wide 

range of phytochemical-rich foods, which can include dark chocolate in moderate 

amounts (p. 215).    

It is inferred from the letters that healthy eating is necessary for children, however, 

adults’ do not need to restrict their diet but should use organic or non-genetically modified 

(GM) foodstuffs. For instance, Health Now’s letter (Woman’s Weekly, January 2002) with 

regards to childhood obesity stated “I’m sick and tired of seeing promotions for children’s 

products … we should be encouraging healthy eating in our young children” yet did not 

consider adult health and obesity. A letter from Phillida Bunkle, a New Zealand politician, 

warned against GM foods as “the majority of GM foods are not even tested for safety because 

they are judged “substantially equivalent” to normal food” (Cuisine, March, 1999). 

Interestingly, the main reason to eat organic was the ‘better taste’ of the organic foodstuffs 

rather than the health or environmental impact and one of the readers “challenge any chef to 

take part in a blind trial where chickens raised on a free-range farm, an ‘organic’ farm or as 

battery hens” as they all would taste the same (Cuisine, January 2004).  

6.2.3. Section summary 

Although the values and concerns that have been voiced in the magazines vary from time to 

time, convenience, economy, and health have been consistently found among the three 

magazines and four different communications in them. The magazines have not focused on 

serious issues with regards to economy, food cost, food waste, health, nutrition, food insecurity, 

or ethical consumption in the broad context of the society and limited their area to the domestic 
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kitchen and trivialized these topics to semi-informative hints which may confuse the readers. 

Although convenience was a significant issue, reducing the workload of women at home, which 

could have great implications for balancing the power asymmetry between genders in the 

households and at the workplace, was not one of the major topics to be considered by the 

magazines either.    

Food insecurity is a major issue in contemporary New Zealand society (e.g. Broussard, 

2019; Carter et al., 2010), yet, the economics of food or the significance of food cost was the 

only one of these concerns which have been less talked about with the demise of housewifery. 

The quantity of health-related messages has increased, and such messages have become more 

focused, however, they have also become more confused and confusing when it comes to 

applying the nutrition science. Nutritional information and advice that is particularly helpful in 

weight management, especially weight loss, appeared to be more accurate and focused 

indicating that weight loss (i.e. looking and being thin) is the sought-after value rather than 

eating or being healthy.   

Convenience in form of reducing the amount of time and effort in the kitchen has been 

focused on in the communications. However, the trends that are noticed in the advertisements 

and other communications are opposite. Advertisements focused on reducing the amount of 

work for the housewives with enticing them to purchase new products (Belasco, 2008) while 

the other communications, especially the recipe columns, associated care and love for the 

family with the amount work that had to be done in the kitchens (Warde, 1997). With the ebb 

of housewifery, this association also ebbed, and the magazines included quick and effortless 

recipes to accommodate the readers who were facing time shortage while advertisements 

moved on to other appeals to entice the readers such as health. In recent years, time became so 

appreciated that recipes that are more time-consuming and not necessarily elaborate were 

deemed special and suitable for special events (see Chapter Five).    

6.3. Summary and conclusion 

This chapter examined the elements that directly or indirectly affect food preparation, and 

therefore cuisine, as were portrayed in the food-focused communications in the magazines. The 

first section focused on representation of genders in the magazines and found that the roles of 

women and men are in a way to perpetuate traditional gender stereotypes in terms of accepted 
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positions inside and outside households in the covers, recipe columns, and advertisements. 

Significant aspects of gender relations have remained constant during the whole timeframe of 

this study under the influence of patriarchy. However, there has been a subtle shift noticed 

towards more diverse and representative views of the gender roles in domestic and professional 

spheres with portrayals of women in male-dominated works, e.g. restaurant chefs, and men in 

parental roles that are more associated with women, e.g. active participation in raising children. 

Still, the stereotypic portrayals validate and reinforce power inequality between genders. Men 

are usually depicted as experts, women are pictured in soft, feminine, or revealing clothes while 

foodies have recently emerged and been depicted as a genderless group.  

The letters conveyed the audience’s feedback which more often was in line with the 

traditional gender roles mentioned in the magazines with men being in charge of more 

prestigious chores compared to women. Although both men and women expressed interest in 

food and were responsible for attending to the food-related chores, men were more inclined to 

express gourmet or foodie characteristics (Barr & Levy, 1984) while women were in charge of 

attending to the daily chores. This was why that quick and effortless recipes were also 

appreciated by women, appeared more often in pages of the women’s magazine, rendering the 

topic more in the feminine realm.      

Magazines expressed their advice on matters that concern readers’ practice of food 

preparation including, but not limited to, the significance of food cost, preservation of health, 

and time restriction. The expressed concerns of economic nature have declined with the decline 

of housewifery while expression of different aspects of health have increased. Neither of these 

topics, however, have been addressed outside the domestic realm, involved serious topics such 

as food insecurity or waste, nor have they been addressed in any shapes other than appeals, 

following the trends of the time, persuading the audience to try the recipes or purchase the 

products. Restriction of time along with the increasing desire to spend meaningful time with 

the family or at work has manifested itself in valuing recipes or products that promise quick 

and effortless food preparation in the magazines and letters. The Woman’s Weekly has been the 

most vocal on these concerns while women letter writers were generally those who appreciated 

quick, effortless, healthy, and economic recipes affirming that these everyday concerns are in 

women’s domain as women are in charge of attending to the cooking chores.      
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Cooking chore differs from cooking for fun as the former is what women do and the 

latter is what men do making convenience, health, and economy everyday topics in women’s 

domain while the occasions that men cook are moments of culinary experience which are 

celebrated through experimentation with recipes and ingredients. In this sense, the foodie 

culture of New Zealand has been dominated by men and demonstrated little effect on balancing 

the discrepancy between men and women when it comes to the domestic kitchens.       
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CHAPTER SEVEN - CONCLUSION 

7.0. Introduction 

This thesis has examined how cuisine was represented in select New Zealand magazines of 

three genres: gourmet, current affairs, and women’s, and communicated to the audience. In 

doing so, a qualitative content analysis has been undertaken of four different types of food-

focused communications that existed in all three magazines (i.e. covers, recipes, 

advertisements, and letters to the editor). These magazines (i.e. Cuisine, Listener, New Zealand 

Woman’s Weekly) were chosen as they were influential and ground-breaking in their respective 

genres and have been published continuously since their start, broadening the scope of this 

study. Portrayals that are offered by this study, therefore, are less compromised than other 

studies that have focused on one genre of publication (Hansen & Machin, 2013; Hansen et al., 

1998).  This study focuses on mediated meanings associated with hospitality; specifically, food, 

food’s relation to cuisine, and food culture and foodways, as represented through the 

communications of the New Zealand magazines. In this sense, this study looked at food through 

the sampled communications which are products of collaboration of chefs, food 

journalists/writers and, at times, food critics who are among the taste-makers (Ray, 2016) or 

gatekeepers (Hall & Mitchell, 2008) of taste and food in New Zealand society. This scope, 

therefore, differentiated this study from previous research that studied patterns of food supply 

and consumption (e.g. Bailey & Earle, 1993) as it examined the communications about food. 

Moreover, a limited number of studies have addressed the mediated meanings of hospitality, 

including food-related messages, in mass media (Randall, 2013; Strange 1998) while the 

reception of these messages has often been overlooked (Piper, 2015). This focus on food-

focused communications provided insight on the tangible aspects of cuisine such as ingredients, 

meals, and food items as well as intangible aspects such as representations of gender norms. 

This research mainly dealt with the empirical data that was generated through a 

systematic, multistage, sampling process. This, alongside the focus on the magazines’ 

communications differentiate this study from the previous academic research. Firstly, to date, 

the focus on magazines had not been considered in the food studies of New Zealand as previous 

studies more often dealt with cookbooks (e.g. Galletly, 2010; Leach, 2008, 2010a). Secondly, 

this study did not limit itself to one genre of magazines which has been the more common 
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practice (e.g. Johnston & Bauman, 2007; Warde, 1997). This study, therefore, went beyond 

previous research and considered different forms of food-focused communications (i.e. covers, 

recipes, advertisements, and letters to the editor) included in the three different genres of 

magazines (i.e. gourmet, women’s, and current affairs). Accordingly, this study is to date the 

only study that addresses food communications in different genres of magazines and includes 

the audience’s feedback.  

Taking this approach has enabled this study to achieve three main objectives. Firstly, 

the different magazines of different genres target different segments of the market which affect 

their choice of communications. Including the communications of three magazines of three 

genres, broadened the scope of this research and has aided the ‘representativeness’ of the 

findings (Hansen & Machin, 2013; Hansen et al., 1998). This study, therefore, was able to 

compare messages found in the magazines and balance out their views. For instance, the 

messages that are sent via the Woman’s Weekly to the women who are, more often, in charge 

of everyday cookery are quite different from the messages that are sent via Cuisine to the 

‘gourmet’ reader for whom food and cooking is more of an interest than a chore. Secondly, 

different messages with different agendas are communicated via different communications in 

the magazines. For instance, the financial gain that is sought by the food producers in their 

advertisements of products is of a different nature than the information that is on the covers, 

enticing the readers to purchase the magazine (McCracken, 1993). In other words, mediated 

communications of the magazines impart knowledge on their audience, shifting the nature of 

production to cultural consumption (Featherstone, 2007; Randall, 2013) whereas the 

advertisements are generally interested in stimulating direct sale of the products. Thirdly, one 

common criticism of mass media communications, especially print (Charmaz, 2006), is that 

they are ‘one way’ (i.e. from the senders to receivers) and there are a limited number of studies 

considering the audience’s feedback (e.g. Piper, 2015). By incorporating the letters to the 

editor, even though they may be selected by the publication, this study was able to provide 

insight as to how the audience make sense of the messages they have been sent.     

This thesis contributes to the understanding of cuisine and the notion of hospitality in 

New Zealand. Moreover, the focus on communications could be of use to the magazines in 

positioning their content to improve their appeal to their audience. This chapter aims to draw 

concluding remarks from the findings that were discussed previously and further explain the 



243 
 

implications that this study might have for the food sector of New Zealand and other research 

that are interested in the intersection of food, hospitality, and mass media.  

7.1. Answering the research questions  

Media is becoming saturated with food-focused messages (Randall, 2013). While such 

messages may not be accepted, the saturation induaces consumers to respond in some form 

(Tolson, 1996). Hence, food-focused media messages become cultural goods, stimulate 

demand, influence consumer motivations (Randall, 2013) and have the potential to affect host-

guest relationships (Lashley et al., 2007). To trace such influences over time, this thesis began 

with the aim of answering two main questions, each of which included sub-questions; 

1. What is the advocated cuisine in the three select magazines of New Zealand 

representing the gourmet, current affairs, and women’s genre? 

2. What values have affected the advocated cuisine in these magazines?   

As cuisine is a complex, multifaceted topic, these questions cannot be answered separately 

without any overlap. Therefore, this section responds to these questions through the themes 

and topics that were discussed in chapters four, five, and six and the aspects that were displayed 

in Figure 1.1.    

7.1.1. Cuisine: What to eat? What to avoid? 

Humans are considered to be omnivores, however, each individual cuisine includes certain 

foods that are ‘good’ or ‘bad’ (Belasco, 2008). The magazines also follow this principle. They 

generally advocate ‘good’ food based on the values they are concerned with or feel would be 

of value to their target audience. The values that this study adressed, based on the literature 

(e.g. Belasco, 2008; Johnston & Bauman, 2007; Warde, 1997) and the generated data, consisted 

of convenience (i.e. time and effort), health and nutrition, economic concerns and thriftiness, 

ethnic influence, and matters displaying ‘taste’. Negotiating these values, similar to negotiating 

personal values (Sobal et al., 2006) which affects personal food choice, affected the cuisines 

the magazines advocate (Warde, 1997). This study reveals that the magazines constantly revisit 

and negotiate these values, and like individuals (Sobal et al., 2006), do not conform to a 

particular set. Hence, what is of value to Cuisine, for instance, when it comes to the choice of 

ingredients (i.e. rare and exotic ingredients) is of lesser value when it comes to picking a 

cooking technique or technology (i.e. commonly available technology).   
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7.1.2. Ingredients and dishes 

As this theme covers a broad range of products, it was inevitable to limit the focus to those 

ingredients holding the status of ‘staple’ in the cuisine in magazines. In other words the ‘basic 

foods’ (Belasco, 2008) of the magazines were addressed. Targeting such wide range of 

ingredients and dishes, unbound by specificities (e.g. particular ingredients or food items) in 

studies of mediated food-focused message, is unprecedented in the academic literature. Similar 

studies, in New Zealand and abroad, have either concentrated on one or a few particular dishes 

(e.g. Leach, 2008; 2010c; 2011), or traced food trends often without systematically analysing 

systematically gathered data (e.g. Burton, 1982). The magazines’ ‘staples’ include meat (red 

meat, poultry, and seafood), dairy products (cheese), starches (cereals and starchy roots) and 

some fruits and vegetables. Although fruits and vegetables do not technically possess the 

‘staple’ status in New Zealand (Bailey & Earle, 1993), they were commonly used in the 

magazines. This study is able to notice two different broad trends between the two main parts 

of the timeframe (i.e. 1955-1986 and 1987-2016) and the weeklies versus Cuisine.  

The findings suggested that less available ingredients to the readers are more often used 

and valued in the cuisine of gourmet magazines (i.e. Cuisine) while the more available, 

cheaper, or popular (i.e. mainstream) ingredients are more often used in the cuisine of the 

weeklies. Therefore, practicality (i.e. convenience) is more valued when food was considered 

a commodity or a necessity just to feed the body (i.e. in 1955-1986). Moreover, valuing 

practicality (i.e. convenience) has remained constant in the cuisine of the weeklies whereas 

Cuisine (i.e. the gourmet magazine) reveres displaying knowledge that comes with status for 

the magazine, often deliberately praising the inconvenient. This finding is broadly in keeping 

with those such as Johnston and Bauman’s (2007) which found that what is more available to 

the readers or preferred (i.e. mainstream) is of less value in gourmet magazines. However, 

authenticity was Johnston and Bauman’s (2007) centrepiece whereas this part focuses on 

tangible aspects of cuisine of the magazines. Therefore, though both findings share similarities, 

they do not share concluding remarks. This finding also suggest that Cuisine aims to play a 

more significant role in broadening the food and ‘taste’ horizon for the readers (Warde, 1997) 

while the weeklies, especially the Woman’s Weekly, are more inclined to inspire the readers 

with new ways to tackle the everyday chore of cookery (i.e. the responsibility of feeding the 
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family) which, though it is gradually changing towards a more equal distribution, still remains 

in women’s domain (Ministry for Women, 2018).    

In the second part of the timeframe (i.e. 1987-2016), there are two poles noticed in the 

cuisine of the magazines; Cuisine (i.e. the gourmet magazine) appeals to novelty (Warde, 1997) 

as a common strategy and aims to educate the readers on what they assume is less often used 

while Woman’s Weekly values practicality and much less often uses ingredients that may be 

challenging the reader. In between these two poles is the Listener which at times aim to educate 

the reader on the novel while at other times provide recipes using highly available ingredients. 

This highlights the constant negotiation between the values of ‘high’ status (e.g. exoticism that 

is achieved through using rare ingredients) (Johnston & Bauman, 2007) and the ‘low’ status 

(e.g. convenience and thriftiness which comes from using the mainstream, affordable, and 

accessible ingredients) (Warde, 1997). This aspect most vividly noticed in the Listener, to a 

certain degree signifies the difference between the (male) chef-authored recipes and (female) 

recipe-writer recipes. The female writers, who perhaps are in charge of domestic cooking in 

their homes, which in turn have affected their food choice (Sobal et al, 2006), are more inclined 

towards providing convenient recipes while men, who probably participate less in unpaid work 

(Ministry for Women, 2018), are more inclined to ‘elevate’ the food knowledge of the readers 

based on their professional trainings and experience. As the sample for the first part of the 

timeline was inevitably drawn from the weeklies, the focus on practicality is more evident in 

this part of the timeline (i.e. the female-dominated food-writing scene prior to the 1980s). Both 

of these findings, though initially about the ingredients, validate the claims that the chores of 

cookery is still very much the woman’s responsibility (Carter et al., 2011). As the readership 

of the magazines, especially Cuisine and Women’s Weekly, are predominantly women (Cuisine 

Media Kit, 2019), these findings could perhaps be used to guide layout of different sections 

and sharpen the focus of food related content such as more convenience-focused recipes in 

Cuisine. Normalising the domestic cookery done by men in all magazines, especially Woman’s 

Weekly, could be another example of such implications. 

The combination and manipulation of ingredients results in different types of food items 

and dishes. These items are of a varied nature, however, similar to the trends noticed in the 

ingredients, the dishes that are more practical (i.e. have a better chance of being recreated in 

the domestic kitchens) are of more value in the first part of the timeline and in the weeklies. 
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Cuisine prefers less routinized dishes that can challenge the reader and broaden their culinary 

perspectives. At times, the readers of Cuisine appear to struggle with recreating the recipes at 

home while at other times, the readers read the ‘inconvenient’ recipes for leisure. Both attitudes 

can confirm this finding. Moreover, when Cuisine engages with known food items, it 

deliberately chooses those with strong cultural or historic ties that are out of fashion (i.e. 

unusual for the time), such as recipes for Sunday Roast or steamed puddings in 2010s, and limit 

the engagement with usual, mainstream items, signalling the affinity for the ‘authentic’ through 

both historicism as well as relative rarity (Johnston & Bauman, 2007). This also confirms that 

the Cuisine seeks and generates high-status food communications whereas the weeklies, 

especially Woman’s Weekly, prefer what is more available and ‘usual’ in the readers’ cookery 

repertoire. Johnston and Bauman (2007) found historicism an aspect highlighting authenticity 

which would be of equal value to other aspects they mentioned such as exoticism (i.e. rarity), 

geographic specificity, and personal connection. This study, however, reveals that these values 

are not of equal standing in the gourmet magazine and exoticism and geographic specificity or 

cultural ties are of more value than historic ties, especially when the historic, however iconic, 

is ubiquitous.  

The case of pavlova highlights this affinity for rarity which trumps historicism. The 

iconic status of pavlova that has prompted ‘wars’ (Leach, 2008) has not allowed its recipe to 

appear often in the food sections. Although the terms of meringue cake and pavlova can be 

used interchangeably (Leach, 2008) the magazines prefer to use variations of meringue (e.g. 

meringue cake and meringue sandwich rather than pavlova cake and pavlova sandwich). 

Meringue perhaps is lesser known and sounds more Euro-chic (Howland, 2012), as it evokes 

ties to French culinary culture, and perhaps is harder to understand than pavlova is in New 

Zealand culture. Historic ties, when ubiquitous, are more ‘mainstream’ as they only appear in 

and are evoked by the ‘humble’ (Warde, 1997) Woman’s Weekly while the historic ties that are 

relatively rare, are evoked by the gourmet (e.g. Sunday Roast).      

These findings, however, do not suggest that the gourmet magazine is heavily inclined 

towards including exotic ingredients and food items in their cuisine. Neither do they suggest 

that Cuisine does not value practicality at all. Cuisine, representing the gourmet genre, is more 

inclined to use the high status weak exotic (Johnston & Bauman, 2007) or routinized exotic 

(Warde, 1997) ingredients; items that are of ‘higher quality’ and ‘gourmet’ but not so exotic as 
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not to be comprehended (Johnston & Bauman, 2007). Therefore, the ingredients do not 

fundamentally challenge the readers, nor do they challenge the Euro-chic (Howland, 2012) or 

Anglo-American (Morris, 2013) high-status canon. Instead, they usually require a higher 

disposable income than culinary knowledge. This is noticed by readers who, when struggling 

with financial restraints, have to ‘swap’ ingredients and opt for the cheaper, mainstream items. 

The focus on high, Euro-centric, status is constantly revisited in the magazines. To appeal to 

the multicultural market of New Zealand which consists of an officially bicultural state (Bell, 

2009) and a multicultural society with immigrants from all over the world, perhaps the 

magazines could emphasize less the ‘international’ (i.e. Western, Euro-American centring) 

cooking trends, or at least try to have a more balanced representation of cooking and food based 

on indeginous or local values. Such values are still able to provide the coveted ‘high’ status to 

the magazines as they are undoubtedly linked with authenticity (Johnston & Bauman, 2007; 

Morris, 2013). 

7.1.3. Cooking techniques and technology 

Although the food writers, especially in the gourmet magazines, challenge and entice the 

readers with novelty (Warde, 1997) and unusualness (Johnston & Bauman, 2007) when it 

comes to ingredients, foods, and dishes, they refrain from introducing novel technology as it 

proposes a high risk factor to the readers. The new techniques that are considered a major 

appeal in the cooking shows (Belasco, 2008), too, are less often visited as perhaps the print 

medium cannot allow the capture of these techniques as television would. For instance, 

flambéing or the use of water baths would not have affected the magazine reader as it would 

the television viewer. These restrictions have prompted the magazines to hold on to the 

techniques and technologies that are easier to describe by words and are comprehendible to the 

readers. Therefore, convenience and cost (Sobal et al., 2006) are among the values affecting 

the choice and cuisine of the magazines. In this sense, the weeklies and Cuisine follow a similar 

policy of not introducing technologies that are not widely and commonly accessible. In other 

words, the magazines generally refrain from shocking the readers by demanding highly exotic 

or highly novel technologies and limit their advice to suggesting new technologies which they 

deem replaceable.  

This does not mean that the magazines do not embrace the novel technology or provide 

suitable recipes specific to these technologies to the readers. They do so with delay; after the 

technology has been accepted or rejected by the readers. The most novel technology that could 
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have potentially altered the magazines’ cuisine captured in the timeframe of this study was the 

introduction of microwave oven. There were recipes dedicated to this novel technology of the 

time, that appeared in the late 1980s and early 1990s when the novelty had worn off as these 

ovens became available in New Zealand in the 1970s (Teal, 2010). However, the microwave 

oven did not become a serious cooking equipment in the magazines nor in the domestic 

kitchens and was not revisited by the magazines in the later decades. Therefore, the ‘wisdom 

of cuisine’ (Farb & Armelagos, 1980) which comes with interaction between convenience and 

identity (Belasco, 2008) is noticed in the techniques and the used technology in the magazines 

while other values were not quite so influential. Conforming to what is convenient and the 

cornerstone of New Zealand cuisine, therefore, all three magazines offer recipes which often 

are created by roasting and baking and refrain from using technologies that would 

inconvenience the readers.  

7.1.4. Celebratory Meals 

This research considers meals not as daily eating events (Douglas, 1972) but in relation to food-

focused, ‘extraordinary’ events that occur less often (Marshall, 2005). The two main types of 

events revisited in the magazines suggest degrees of ritualization, however, one is associated 

with tradition (e.g. Christmas) and one is associated with customs and fashion (e.g. dinner 

party). The appeals to ‘novelty’ and ‘tradition’ (Warde, 1997) are both found in the 

communications regarding both these meals while values of health and cost (Sobal, 2005; 

Warde, 1997) are not visited and convenience is less often noticed. However, there is more 

emphasis placed on tradition in Christmas, when familiarity is of more value (Burton, 2009; 

Warde, 1997), and on novelty in home entertaining. In other words, the magazines bind their 

suggestions for the Christmas meal to what is already familiar to the reader and do not move 

too far from the socially ‘accepted’ and ‘traditional’ fare. For instance, the notion of a coursed 

menu or fish main course (see Murcott, 1982) that was presented in Cuisine in the earlier 

decades was not revisited as it perhaps challenged the audience’s established perception of 

Christmas dinner. Therefore, their suggested meal, similar to the historic dinner (Clarke, 2007), 

is a spread of a stressed main meat (e.g. ham, turkey), less-stressed trimmings (i.e. vegetable 

sides), and unstressed desserts (e.g. Christmas pudding) hinting the national belonging of the 

tastemakers and expectations they have from all communities in New Zealand (Bagelman et 

al., 2016; Guthman & Dupuis, 2006; Johnston et al., 2010).  
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It should be noted that the unusual or less-usual is still of more value in the magazines’ 

cuisine, especially in the gourmet (i.e. Cuisine). However, the degrees of engagement with the 

unusual depends on the status of the meal parts. For instance, turkey is more often advocated 

as the main meat for Christmas dinner in the later years (i.e. 2010s) in Cuisine whereas the 

readers and the magazines of earlier years indicate a whole leg of glazed ham to be their 

stressed main meat. Here, the weak and ‘accepted’ unusual (i.e. the less-usual) is embraced by 

the gourmet in a deliberate attempt not to shock the reader. However, there is more openness 

toward the ‘unusual’ in the recipes for less-stressed and unstressed items (Marshall, 2005) of 

trimmings and desserts. Therefore, the weak unusual that does not seriously challenge the 

traditional fare is Anglo-American (Kaufman, 2004) or European, which is of higher status 

(Howland, 2012; Morris, 2013), and is what Cuisine prefers for Christmas dinner while the 

weeklies stick to the ‘traditional’ and familiar items. Here, the aim of the recipe is to provide 

the familiar (Burton, 2009) and at times nostalgic items to impress the insider (i.e. people who 

share the everyday fare or bonds with the host). 

The appeal to novelty (Warde, 1997), unbound by serious and ritualized tradition, is 

more often present in the context of meals for entertaining at home. Here, too, what is less 

available, commonly used, or found is of more value in the magazines’ cuisine as it signals 

taste (Mellor et al., 2010). This representation of taste is in contrast with the common 

‘mainstream’ practices as the ‘uncommon’ is embraced. Therefore, although barbeque parties, 

as a common style of summer home entertaining, are iconic in contemporary New Zealand, 

Cuisine limits its engagement with them as these parties are ubiquitous, while they appear more 

often in the ‘humble’ weeklies.  

The menu for home entertaining is usually a three-course dinner with seafood starter, 

main meat-based dish, and a fruit-based dessert. Here, though tradition does not play a 

significant role, the status of the ingredients affects the course they are served in (Douglas, 

1972). For instance, seafood, though of importance and a vessel to signal taste, as it is both 

expensive and less mainstream, is a widely used, prestigious starter in the gourmet magazine, 

however, its status is still lower than meat and therefore is seldom the main course. The 

elements of the proper meal (Marshall, 2005; Murcott, 1982) is noticed in the menus for dinner 

parties, however, these proper meals are to be made in ways or with ingredients that would 
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impress the outsider (i.e. the others, those who are outside the close circle of family and do not 

share close bonds with the host) signalling both taste and financial wellbeing of the host.  

Home entertaining in the form of a full menu for a dinner party only appears in Cuisine 

while the weeklies are more engaged with the everyday practice of cookery or a few aspects of 

home entertaining such as providing dessert recipes. Serious cooking, including for home 

entertaining or Christmas, is a task for women to undertake (Mellor et al., 2010). However, 

both women and men writers provide elaborate menus while women writers usually include a 

break-down of works and a plan for the work that is to be done. This indicates how the writers 

are placing one person, usually the woman, in charge of cooking while the women writers have 

a better grasp on the amount of work that is to be undertaken alongside other chores. This does 

not mean than men do not cook for serious occasions; the audience letters indicate they do. 

However, the expectations are lower, and tasks are more prestigious when men are in charge; 

men do the shopping, especially provide alcoholic beverages (Mellor et al., 2010), and their 

occasional error is accepted.    

Having the aim of expanding the culinary horizon of the readers (Johnston & Bauman, 

2007; Warde, 1997), the magazines often set unattainable standards for the readers (McKie & 

Wood, 1992). However, the audience come up with their own strategies to tackle these issues 

with practices such as sharing the task of cooking among a few readers. Although the 

audiences’ letters imply that collaboration (i.e. sharing the cooking chores) and pot-luck 

dinners are more often practiced by them, this aspect is seldom acknowledged in the recipes of 

Cuisine whereas the weeklies more often include recipes for such gatherings. This, in another 

way, affirms that practicality is of more value to the weeklies than Cuisine.   

7.1.5. Values 

“Ideals are the standards people have learned through socialization and acculturation” through 

families and other institutions (Sobal et al., 2006, p. 5) such as the media. These ideals include 

the socially defined standards of being a good host (Lashley, et al. 2007) which are transmitted 

through the media (Randall, 2013) and affect the consumption of hospitality products (O’Regan 

et al., 2019). The ideals of the tastemakers are expressed through the pages of the magazines 

and can affect their values, and therefore, taste, food choice, and expectations of the readers 

(Albala, 2013; Belasco, 2008; Neuhaus, 2012). Very similar to personal food choices and 
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values (Sobal et al., 2006), the values displayed in the magazines are dynamic and change over 

time and are displayed differently in different situations, prompting trade-offs and negotiations. 

The values that were commonly displayed in the three magazines and among the four different 

communications affecting the represented cuisine were convenience, health, cost, cultural 

influence, matters of ‘taste’ and status, and norms and ‘roles’ associated with genders. 

Convenience encompasses multiple aspects from time and effort (Sobal et al, 2006; 

Warde, 1997) to economic costs and affordability (Belasco, 2008). Economic values along with 

health and nutrition are more increasingly and commonly traded off. These values, though 

stemming from serious societal issues, are more superficial and concerned with the practice of 

cookery in the domestic kitchens (Warde, 1997). Status seems to play the most significant role; 

the gourmet magazine is of the highest status as it is specialized in matters of food and presents 

food as a ‘hobby’ which is worthy of men’s attention (Belasco, 2008; Cairns et al., 2010; 

Parasecoli, 2005; Tyree & Hicks, 1988).The women’s magazine is of the lowest status as it 

deals with the everyday practice of cookery and cooking as a chore (Belasco, 2008; Warde, 

1997) while the current affairs magazine stands between the two, at times following the steps 

of the gourmet, at other times echoing the values of the women’s magazines.  

Displaying the status that the gourmet has acquired occurs through evoking ties with 

trends that display cultural or economic capital (Johnston & Bauman, 2007; Morris, 2013), are 

Western or Western- approved, and fashionable and trendy, thereby signalling the potential to 

acquire culinary capital (De Solier, 2005; Naccarato & LeBesco, 2013). For instance, quinoa 

as a new ingredient in the culinary repertoire in New Zealand was used in the women’s 

magazine much earlier than in the gourmet and its appearance in the gourmet was following 

the ‘hype’ in the Western countries in the 2010s. Local, micro-scale, ethically produced and 

morally superior ingredients or recipes, too, are often advocated as they express tastefulness 

and both economic and cultural capital (Johnston & Bauman, 2007; Mellor et al., 2010). Hence, 

other values such as health, cost, and convenience are traded off and only appear when they 

were either fashionable or absolutely necessary such as during the years following the recession 

of 2008.  

The women’s magazine is more concerned with matters of convenience, especially in 

the sense of time and effort (Warde, 1997). Although the ideals suggest that ‘good’ food is time 

consuming (Warde, 1997), having a paid job along with the unpaid housework which is still in 



252 
 

the women’s domain (Carter et al., 2011; Ministry for Women, 2018) are realities that are 

echoed, even if implicitly, by the women writers in their convenient recipes in the women’s 

magazine. In these magazines, cost or health are more often traded off for convenience. 

However, these values are more often appealed to than in the gourmet magazine. The depiction 

of genders in the magazines might have altered towards the less stereotypic and more inclusive 

with the emergence of foodies (Barr & Levy, 1984; De Solier, 2013) who, though seemingly 

genderless (Johnston & Bauman, 2007), are mostly men who take pleasure in cooking 

occasionally and score bonus points for their attempts (Cairns et al., 2010).  

The women’s magazine is more inclined towards the mainstream, practical 

consumption of multiculturalism while the gourmet acquires some status from the ‘authentic’ 

version. Moreover, not every culture and country has been given equal status or high degrees 

of interest in any of the magazines confirming the findings of other studies of the print food 

media (e.g. Johnston & Bauman, 2007) including in New Zealand (Morris, 2013). In all the 

magazines, representations of ethnic diversity, multiculturalism, and cosmopolitanism have 

remained Euro-centric (Johnston & Bauman, 2007) and Euro-chic (Howland, 2012). Yet, even 

in the extent of Europe, not all cuisines are accepted, and the trends suggested that the foodways 

that were accepted in the West (e.g. the UK and US) are the ones accepted in New Zealand 

magazines. Therefore, in the cuisine of the magazines, too, the Anglo-American foodways have 

the higher status (Morris, 2013) and the Anglo-American approved foreign and exotic, i.e. the 

weak exotic which could be comprehended (Johnston & Bauman, 2007), appears more often. 

This has also been noticed in the underrepresentation of Māori food culture in the magazines. 

Although Māori cuisine possess traits of authenticity which is a revered quality (Johnston & 

Bauman, 2007), it is still of lower status as it seems ‘too exotic’ due to its indigeneity (Morris, 

2010) as well as lower socio-economy (Ray, 2016) of Māori population is New Zealand.  

7.2. Limitations and scope for further research 

One limitation of this study is the dependency on one coder and her individual judgement. 

Sources advise for the coding to be shared among at least two coders (Hansen & Machin, 2013; 

Schreier, 2013). The coders, then, are able to discuss their views and re-evaluate the coding 

scheme and strategies which could result in a more consistent coding procedure. This would 

increase reliability which could also be measured (Schreier, 2013). However, it was not 
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possible, due to financial restrictions, to recruit multiple coders for this study. Therefore, other 

measures were taken to increase the consistency. These measures included checking the pilot 

coding scheme with the supervisors to ensure the coding scheme is appropriate, checking the 

coding consistency after coding every 20 issue of magazines, and utilising memos to keep the 

coding consistent and update the coding scheme over the course of coding. Memos were also 

used to make note of significant changes which would affect the trends that were noticed in the 

data. Still, perhaps a higher level of consistency would have been achieved had two coders 

been employed. Having more coders would have also decreased the amount of time and energy 

that it took the one coder to code the issues.  

Many themes could not be explored in this study as they did not appear in all three 

magazines and all forms of sampled communications. The sampling strategy based on the 

common ground between the publishing schedules of the weeklies and bimonthly Cuisine, 

though out of necessity, might have potentially undermined some aspects including 

interpretations of seasonality. Although measures were taken to reduce this impact (see Chapter 

Three), data might still have been lost. Limiting the number of issues covering the period of 

1955-1986, too, might have resulted in loss of data which could have potentially altered the 

findings. Exclusion of recipe instructions and list of ingredients, though a relatively common 

practice (e.g. Parys, 2013), might have affected the findings and analysis. One of the innate 

limitations of content analysis is its focus on the message (e.g. Berg, 2007) which in turn 

exclude the effects of such messages on the perceived audience (Lizie, 2013), this study used 

the letters to capture a glimpse of such effects on the audience. However, designing 

questionnaires or interviewing the readers of such messages would provide valuable insights 

on how the audience make sense of these messages.   

Although this research started with the main goal of exploring the links between tourism 

and food in the magazines, this theme was surprisingly underrepresented in the sampled 

communications. Food tourism generally appeared in advertisements and, at times, on the 

covers or in the recipe columns, however, these mentions were not conclusive enough to be 

explored in depth which was a limitation of the design of the study as well as the sampling 

strategy. Limiting the study to the gourmet magazine perhaps would have provided a more 

conclusive database as these communications were more often observed in Cuisine. To capture 

the diversity of food advertisements and include potential food tourism advertisements (see 
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Chapter Three), the sampling strategy was decided to include four different sizes of 

advertisements when the common practice is to restrict the size (e.g. Al-Olayan & Karande, 

2000; Wiles et al., 1996). However, this still provided a limited number of advertisements 

which were focused only on food and wine tourism; mostly in France (food and wine), and 

Australia and New Zealand (wine). This poses a need for elaboration on this matter in further 

studies, especially those specifically focused on gourmet magazines and food writing as these 

advertisements all appeared in Cuisine, appealing to a wealthier and more educated 

demographic who perhaps is more likely to travel internationally. 

Eating habits, eating times, and everyday eating practices are also underrepresented in 

this study as the magazines are better suited to study what is to be prepared rather than eaten. 

Beyond the values named in this study, important themes such as ethical consumerism, local 

food, food insecurity, and food waste need to be explored in depth. Matters of taste and 

authenticity could also be explored further within the context of New Zealand magazines, food 

media, and social media which have so far been ignored.   

There are many dishes, food items, ingredients, and meals that would be of value to 

trace through the magazines and other media. The scope of this study prohibited focusing on 

one significant aspect, food item, or ingredient. However, a study of seafood, dairy products, 

coffee, or other items or meals based on systematic data gathering could illuminate culinary 

developments in New Zealand. Moreover, limiting the communications to the recipe pages and 

food advertisements, though out of necessity, did limit the scope as important communications 

such as restaurant reviews, which could also highlight the preferences of the tastemakers, were 

excluded. This can also be examined in further research. Although comparison of the weekly 

magazines and monthlies is not unprecedented (see Warde, 1997) and can in itself provide vital 

information into the differences between representations of cuisine in these magazines, 

focusing on one type and genre of magazine perhaps could result in a richer dataset which can 

be of use in capturing the cuisine in that particular genre.  

This research is one of the few, if not the only research, that focuses on food-focused 

and tangible aspects of cuisine (e.g. ingredients) within the context of magazines. Similar 

doctoral research has focused on historic documents, especially cookbooks (e.g. Bannerman, 

2001; Black, 2010), and did not include recent history, post-1980s, and the dramatic changes 

and transitions in culinary communications of recent years. Other theses only considered 
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cookbooks (e.g. Inglis, 2007) or magazines (e.g. Mapes, 2015) and limited their analysis to few 

aspects such as narrative (e.g. Culver, 2013) or a specific keyword/concept (e.g. Mapes, 2015). 

Research such as that of Bailey and Earle’s (1993) focused on significant foodstuffs and items 

based on the statistics on supply and consumption of foodstuffs and items, however, this study 

was the first to do so in the communications of New Zealand magazines. Future research could 

perhaps apply the methods to other food-focused communications in other media. Moreover, 

the intersections between print, television, and social media could also be explored in greater 

detail.  

New Zealand cuisine has been historically researched (Burton 1992; 2009; Leach, 

2010a; Veart, 2008), yet, the cultural influences on the cuisine have generally been overlooked 

while the studies have often been unsystematic. Indeed, much historical research on cuisine in 

New Zealand, while telling a good story, is highly selective in its use of resources and 

acknowledging its limitations. Other themes that have been less considered are food and 

nationalism, gender roles in professional and domestic cookery, the European and Asian 

diaspora and their influence on cuisine, and the role of restaurants in New Zealand foodways. 

There is a very limited number of studies, for instance, on the contributions that new 

immigrants might have in diversifying the cuisine that exists in New Zealand (e.g. Sayadabdi, 

2019).   

7.3. Summary, Conclusion, and research implications 

The need to eat is biological and shared among all humans, however, this need does not dictate 

“what to eat and with what, how it is to be cooked, when it is to be eaten and under what social 

circumstances” (Askegaard & Madsen, 1998, p. 550). Such ‘rules’ or ‘ways’ make food a 

social, dynamic, and multi-layered product (Goody, 1982; Henderson, 2014) which creates 

social bonds, markis off and maintains cultural differences, and creates identity (Di Giovine, 

2014; Fischler, 1988; Goody, 1982). As cuisine and food culture are crucially linked to food, 

they are identity-makers as well (Fischler, 1988; Goody, 1982; Scholliers, 2001).  

Global communications (i.e. international communications especially in the English-

speaking world) surrounding the subject of food have grown dramatically, as well as the 

interest to talk about food, both within public and academic domains (Albala, 2013; Parasecoli, 

2008). Such changes in public communications can potentially affect any cuisine and influence 
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notions of hospitality (Randall, 2013). Past research has generally remained focused on a few 

particular type of communications such as cookbooks (e.g. Bagelman et al., 2017), televised 

cooking shows (e.g. Randall, 2013; Strange, 1998), or online reviews (e.g. Luca & Zervas, 

2016). However, culinary communications of any sort (e.g. magazines) can reflect food habits 

and foodways (Ireland, 1981), record developments in various aspects of human societies such 

as technology (Mitchell, 2001; Neuhaus, 2012), economy (Gold, 2007; Higman, 2011), science 

and nutrition (Mitchell, 2008), gender norms and sexuality (Gold, 2007; Inness, 2001; 

Neuhaus, 2012; Probyn, 2000; Smith & Wilson, 2004; Theophano, 2003), and hospitality 

(Lashley et al., 2007; Randall, 2013). These communications simultaneously express socio-

cultural, socio-economic, political, and historical information about the society that has 

produced them (Driver, 1989; Floyd & Forster, 2003; Higman, 2011; Symons, 1998) which 

have potential implications for hospitality as an industry as well as a field of study (Lashley, 

2000; Lugosi, 2020; Randall, 2013). Consequently, this study aimed to look into the food-

related communications in the magazines which, with a few exceptions (e.g. Johnston & 

Bauman, 2007), have generally been ignored. 

Past research, specifically in the context of New Zealand, sought to research historical 

(e.g. Burton, 1982; Veart, 2008) and anthropological (e.g. Leach, 2008; Leach et al., 2011) 

approaches. However, these studies either focused on the history of foodways of the country 

(e.g. Veart, 2008) and identity (e.g. Kennedy & Lockie, 2018), or were rather selective in use 

of evidence and have not taken a systematic approach to sampling the documents (e.g. Burton, 

2009) while focusing only on a few selected subjects (e.g. Leach et al., 2011). Food in New 

Zealand has also been studied in relation to tourism in the form of farmers markets and food 

festivals (e.g. Hall et al., 2008; Modlik & Johnston, 2017). Athough the food industry and food 

consumption are a major area of business research, business-related disciplines, including 

hospitality, have notably little to say about cuisines per se. Studies that have been conducted 

within these disciplines mainly consider cuisine as a marketable and established cultural 

product (e.g. Okumus et al., 2007; Rand et al., 2003;), commodities in relation to the service 

sector (e.g. Gregoire, 2013), or health and nutrition in the foodservice industry (e.g. Kozup et 

al., 2003). These studies did not aim to establish the cuisine they were marketing as its existence 

was assumed or its ‘national’ status was already imagined (Appadurai, 1988; Mintz 1996; 

Tarulevicz 2013).   
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This study aimed to understand the concept of cuisine as it was communicated to the 

New Zealand audience in a study of New Zealand-made magazines of different genres with 

different agendas and target markets. There already exists a small body of knowledge on the 

contemporary cuisine in New Zealand based on the studies of cookbooks (e.g. Leach, 2010a) 

which have implications for the social and historical aspects of hospitality (Brotherton, 2005; 

Jones, 2004; Lashley, 2017; Littlejohn, 1990; O’Gorman, 2007; Wood, 2017). However, this 

study aimed to expand the knowledge based on the communicated food-focused messages in 

magazines. This study was able to focus on aspects of cuisine and its elements including basic 

foods, manipulation (i.e. cooking) techniques, rules of preparation and consumption as 

displayed through celebratory meals, and values whose negotiations would affect food choice, 

cooking process, and therefore, cuisine. 

The multi-dimensional concept of cuisine can benefit from an interdisciplinary 

approach to food studies (Albala, 2013). Hospitality as an applied field, too, has already 

benefitted from interdisciplinary approach ranging from humanities, to social science, and 

applied management (Lugosi, 2020). Exchange or provision of food remains central to the 

notion of hospitality as a bond based on trust, friendship, and generosity is created through 

exchange of food among hosts and guests (Tefler, 2012). Such exchanges, however, have not 

been limited to the domestic (i.e. homes) and commercial (e.g. restaurants) realms and have 

been presented through mediated food-focused messages (Randall, 2013). The importance of 

conducting interdisciplinary research lies within its nature as it does not limit itself to pre-set 

boundaries of traditional disciplines in providing explanation as to how cuisines and food 

cultures exist in their particular ways. Therefore, contrary to the limiting, though common 

focus on quantitative research (Ryan, 2015), this interdisciplinary, qualitative, study can also 

benefit studies of hospitality and hospitality management. Additionally, there are relatively few 

studies which focused particularly on the relationship of food and media (or food 

communication) and communicated discourses in New Zealand (see Chapter Two). Such 

research is also rare within the boundaries of hospitality worldwide (Randall, 2013; Strange, 

1998).   

Previous studies were not always concerned with the various influential forces that may 

have affected cuisine and food culture in New Zealand. For instance, New Zealand, though 

officially a bicultural state (Bell, 2009), has a multicultural society with immigrants from all 
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over the world. As palates and foodways are particularly persistent to change (Belasco, 2008; 

Goody, 1982; Latshaw, 2009), and hospitality has ties with society (Lashley, 2008; O’Gorman, 

2007), the different foodways of immigrants have found their ways into New Zealand food 

culture. Simultaneously, New Zealand’s incorporation into contemporary globalization 

processes, represented by the presence of international mass communications (e.g. TV 

programs, magazines), McDonald’s, Nestle, Jamie Oliver and many other similar global 

manufacturers and products, on one hand commodifies taste (Cheung, 2013) and, on the other, 

agitate forces to establish and affirm local food cultures (Bell & Neill, 2014). Therefore, these 

elements were explored in the context of the magazines, noting the more substantial effects of 

internationalization and cosmopolitanism in the magazines.  

To date, there has been a dearth of academic work which systematically examines food-

related cultural products in different media and within different disciplines worldwide. This 

study might therefore be helpful in implementing this type of research in culinary and 

hospitality studies. The elementary reason behind this study, which to my knowledge has not 

been answered elsewhere, was to systematically and empirically establish how print media 

have represented the concept of cuisine and its traits? Although the results of this research most 

directly correspond to New Zealand society, the methods, process, and insights may be of value 

for similar research in other countries, cultures and cuisines. 
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APPENDICES  
 

Appendix A. Application of sampling categories 

Year Listener Woman’s Weekly Cuisine Ʃ 
2016 Jan May Sep Jan May Sep Jan May Sep 9 

2015 Mar Jul Nov Mar Jul Nov Mar Jul Nov 9 

2014 Jan May Sep Jan May Sep Jan May Sep 9 

2013 Mar Jul Nov Mar Jul Nov Mar Jul Nov 9 

2012 Jan May Sep Jan May Sep Jan May Sep 9 

2011 Mar Jul Nov Mar Jul Nov Mar Jul Nov 9 

2010 Jan May Sep Jan May Sep Jan May Sep 9 

2009 Mar Jul Nov Mar Jul Nov Mar Jul Nov 9 

2008 Jan May Sep Jan May Sep Jan May Sep 9 

2007 Mar Jul Nov Mar Jul Nov Mar Jul Nov 9 

2006 Jan May Sep Jan May Sep Jan May Sep 9 

2005 Mar Jul Nov Mar Jul Nov Mar Jul Nov 9 

2004 Jan May Sep Jan May Sep Jan May Sep 9 

2003 Mar Jul Nov Mar Jul Nov Mar Jul Nov 9 

2002 Jan May Sep Jan May Sep Jan May Sep 9 

2001 Mar Jul Nov Mar Jul Nov Mar Jul Nov 9 

2000 Jan May Sep Jan May Sep Jan May Sep 9 

1999 Mar Jul Nov Mar Jul Nov Mar Jul Nov 9 

1998 Jan May Sep Jan May Sep Jan May Sep 9 

1997 Mar Jul Nov Mar Jul Nov Mar Jul Nov 9 

1996 Jan May Sep Jan May Sep Jan May Sep 9 

1995 Mar Jul Nov Mar Jul Nov Mar Jul Nov 9 

1994 Jan May Sep Jan May Sep Jan May Sep 9 

1993 Mar Jul Nov Mar Jul Nov Mar Jul Nov 9 

1992 Jan May Sep Jan May Sep Jan May Sep 9 

1991 Mar Jul Nov Mar Jul Nov Mar Jul Nov 9 

1990 Jan May Sep Jan May Sep Jan May Sep 9 

1989 Mar Jul Nov Mar Jul Nov Mar Jul Nov 9 

1988 Jan May Sep Jan May Sep Jan May Sep 9 

1987 Mar Jul Nov Mar Jul Nov Mar Jul Nov 9 

1986 Jan May Sep Jan May Sep - - - 2 

1985 Mar Jul Nov Mar Jul Nov - - - 2 

1984 Jan May Sep Jan May Sep - - - 2 

1983 Mar Jul Nov Mar Jul Nov - - - 2 
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1982 Jan May Sep Jan May Sep - - - 2 

1981 Mar Jul Nov Mar Jul Nov - - - 2 

1980 Jan May Sep Jan May Sep - - - 2 

1979 Mar Jul Nov Mar Jul Nov - - - 2 

1978 Jan May Sep Jan May Sep - - - 2 

1977 Mar Jul Nov Mar Jul Nov - - - 2 

1976 Jan May Sep Jan May Sep - - - 2 

1975 Mar Jul Nov Mar Jul Nov - - - 2 

1974 Jan May Sep Jan May Sep - - - 2 

1973 Mar Jul Nov Mar Jul Nov - - - 2 

1972 Jan May Sep Jan May Sep - - - 2 

1971 Mar Jul Nov Mar Jul Nov - - - 2 

1970 Jan May Sep Jan May Sep - - - 2 

1969 Mar Jul Nov Mar Jul Nov - - - 2 

1968 Jan May Sep Jan May Sep - - - 2 

1967 Mar Jul Nov Mar Jul Nov - - - 2 

1966 Jan May Sep Jan May Sep - - - 2 

1965 Mar Jul Nov Mar Jul Nov - - - 2 

1964 Jan May Sep Jan May Sep - - - 2 

1963 Mar Jul Nov Mar Jul Nov - - - 2 

1962 Jan May Sep Jan May Sep - - - 2 

1961 Mar Jul Nov Mar Jul Nov - - - 2 

1960 Jan May Sep Jan May Sep - - - 2 

1959 Mar Jul Nov Mar Jul Nov - - - 2 

1958 Jan May Sep Jan May Sep - - - 2 

1957 Mar Jul Nov Mar Jul Nov - - - 2 

1956 Jan May Sep Jan May Sep - - - 2 

1955 Mar Jul Nov Mar Jul Nov - - - 2 

 42 40 40 42 40 40 30 30 30 334 
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Appendix B. Cuisine’s table of contents 

Year Issue Entries in the table of content (Modified) 

19
87

 

Mar 

Breakfast of champions, Over the top with chocolate, Sweet excess, Scallops, 
Singapore fling, Curcu who?, The great Britten connection, Sweet 
somethings, Satays, The busy people's eating guide, Pickles and chutneys, 
Sarah Brown, Summer sipping, Peachy keen, Matua valley, Introduction, 
Batterie de cuisine, Wine, The edible garden, Flowers, Famous foodies, 
Overseas indulgences, Restaurants, Books, Wine suggestions, Weights and 
measures 
 

Jul - 

Nov 

 
 
 
Dec/Jan 1988: A Christmas feast, Christmas dinner, Christmas lunch, A 
summer buffet, Canterbury produces the goods, Classic simplicity in Akaroa, 
A day on the waves, Barbecues, Letters/snippet, Champagne and bottle-
fermented sparkling wines, Summer pies, Crisps by day coulis by night, First 
left past Egypt, Cellier le brun, Which microwave for you?, Wine, Famous 
foodies, Edible garden, Restaurants, Books 
  

19
88

 

Jan 

 
Feb/Mar 1988: Three old bottles and an Italian dinner for six, Crustaceans and 
molluscs: a guide for gainers and cooks, Cold meats and sauces for summer, 
Nelson, naturally, Nelson wines, Vichyssoise, Yum cha, Sydney and 
Melbourne gourmet treats, Sydney shops for food lovers, Sydney 
restauranteur Phillip Searle, A week at the French kitchen, A profile of 
Stephanie Alexander, Summer supper toms, Ken Hom in your home, Waiheke 
the wine-lover’s treasure island, NZ fruit wines, Coolers, Wine, Overseas 
indulgences, Italian touring, Famous foodies, Microwave cooking, Edible 
garden, Restaurants, Sources, Foraging, Books, Wine suggestions  

May 

 
 
A feast from the Middle East, Hook, line and sinker, Marlborough, 
Introduction, Letters/snippets, Wine, Overseas indulgences, Book reviews, 
Microwave cooking, Famous foodies, The edible garden, Restaurants, 
Foraging, Sources, 1988 NZ Easter show American express wine competition 
results 

Sep 

 
 
Chicken!, A taste of tapas, Hot potatoes, Tastes from the bayou, The art of 
entertaining, Introduction, Letters/snippets, Foraging, Foodback, Overseas 
indulgences, Italian touring, Microwave, Edible garden, Books, Drink, 
Restaurants, Sources 
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19
89

 
Mar 

 
Tailgate picnics, Peppy pickles and choice chutney, Paua power, In search of 
Keri Hulme, Pork please, Introduction, Letters/snippets, Famous foodies, 
Wine, Edible garden, Microwave cooking, Books, Restaurants, Sources, Air 
NZ wine awards 

Jul 

 
Hot winter puds, A winter's dinner, Festive breads, Risotto, Busy people's 
eating guide, Faces of food, Letters/snippets, Overseas indulgences, Overseas 
indulgences, Wine, Famous foodies, Microwave cookery, Edible garden, 
Books, Restaurants, Sources 

Nov 

 
Table settings - by design, Mediterranean medley, Turning over a new leaf, 
Tuning in to tuna, Mad about chocolate, Lamb Cuisine awards, 
Letters/snippets/sources, Competition madness, Sources, Overseas 
indulgences, Wine, Foodback, Foraging, Books, Microwave cookery, Edible 
gardens, Famous foodies, Restaurants 
 

19
90

 

Jan 

 
Christmas lunch, Festive feasts, Champagne showcase, Festive entertaining 
with Grand Marnier, The art of the cocktail party, Barbecue madness, Summer 
salads, Letters/snippets, Sources, Wine, Foraging, Microwave cookery, 
Edible garden, Books, Restaurants, Air NZ wine awards 

May 

 
Whey out, Feasting with formage frais, Game, set and match, A Leasingham 
lunch, It's not occident, Postprandial pleasures, The perfumed pear, 
Letters/snippets, Sources, Meandering, Overseas indulgences, Overseas 
indulgences, Famous foodies, Wine, Microwave cooking, Edible garden, 
Books, Restaurants, Overseas indulgences 

Sep 

 
An Italian spring lunch, Picturesque pastas, A lesson in Latin verve, Fast food, 
A little of what you fancy, King of the clams, The art and the science of coffee 
making, Cooking with coffee, Letters/snippets, Sources, Meandering, Wine, 
Edible garden, Famous foodies, Opinion, Microwave cooking, The essential 
store cupboard, Books, Exemplary Italians, Restaurants 
 

19
91

 

Mar 

 
Summer preserve, Over the top, Going nuts, Green cuisine, The Cuisine diet, 
Busy people guide to healthy eating, Healthy, wealthy (middle-aged) and 
wise, Super sandwiches, Letters/snippets, Sources, Meandering, Wine, 
Overseas indulgences, Edible gardens, Famous foodies, Opinion, Microwave 
cooking, Books, The essential store cupboard, Fit out, Restaurants 
 

Jul 

 
When chocolate meets orange, South of the border, A midwinter Irish dinner, 
Winter warmers, Krazy for kumara, Salami, Pleasures of the fireside, Natural 
partners, The nature of organics, Clarifying the situation, Take one, 
Letters/snippets, Sources, Liquid sources, Meandering, Edible garden, 
Opinion, Books, Menuspeak, Famous foodies, Wine, Microwave, Restaurants 
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Nov 

 
Cook ahead Christmas dinner, Festive entertaining, Beat the heat Christmas 
earing, Party platters, Turkey again, Sumptuous feasting, The traditional 
Christmas cake, The wonderful world of liqueurs, Blue, blue heaven, 
Wrapping up Christmas, The compleat table, Tis the season to be jolly, 
Snippets, Sources, Lady Lunachalot, Liquid sources, Wine, Opinion, Famous 
foodies, Meandering, Edible gardens, Microwave, Books, Restaurants 
 

19
92

 

Jan 

 
Take a basket of berries, A dash in the pan, Best dressed salads, Simply 
essential, Summer bar and grill, The best of kiwi, Letters/snippets, Sources, 
Liquid sources, Lady Lunachalot, On tour, Famous foodies, Wine, Opinion, 
Meandering, Edible garden, Microwave, Books, Restaurants 

May 

 
Fire eating, On the spice trail, Wild rices, Fabulous fungi, Authentic Indian 
recipes from the chefs,Letters, Snippets, Sources, Lady Lunachalot, Liquid 
sources, Meandering, Food from afar, Wine, Opinion, Famous foodies, Edible 
garden, Microwave, Books, Restaurants 

Sep 

 
Celebrating the olive, An Italian picnic, Hip chips, State of the art sandwiches, 
Island of olives, Words from the master, Japanese influences, Café society, 
An artful brew, Letters, Snippets, Lady Lunchalot, Liquid sources, Emporium, 
Obituary, Meandering, Food from afar, Opinion, Wine, Famous foodies, 
Edible garden, Microwave, Books, Restaurants 
 
 

19
93

 

Mar 

 
Gourmet greens, A Eurasian persuasion, Last of the summer desserts, Use 
your noodle, Flower power, Changing the look of the NZ plate, What's hot, 
Snippets, Lady Lunchalot, Emporium, Liquid sources, Meandering, Wine, 
Best of the bunch, Opinion, Famous foodies, Edible garden, Microwave, 
Books, Restaurants 
 

Jul 
 

 
Applauding the aubergine, French impressions, Cause celebre, Don't desert 
the classics, A winter tale, Sensational soups, Snippets, Liquid sources, Lady 
Lunchalot, Emporium, Cuisine mart, Meandering, Yulumba tasting, Wine, 
1993 vintage, Wynnsday, Opinion, Famous foodies, Edible garden, 
Microwave, Books, Restaurants 
 
 

 
 
Nov 

 
Christmas celebration, Festive feasting, Entertaining around Christmas, 
Talking turkey, Hot to trot, Snippets, Liquid sources, Lady Lunchalot, 
Emporium, Cuisine mart, Meandering, Opinion, Wine, Famous foodies, 
Edible garden, Microwave, Books, Restaurants 
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19
94

 
Jan 

 
Firing up the barbecue, Dining alfresco, Easy eating outdoors, Terrazza 
temptations, Pleasure of the picnic, Snippets, Liquid sources, Lady Lunchalot, 
Emporium, Opinion,  Food from afar, Meandering, Wine, Famous foodies, 
Edible garden, Microwave, Books, Restaurants 

May 

 
Dessert song, An Italian family christening, Memories of the midi, Mexican 
firepower, Tragedy for all reasons, Market forces, Snippets, Liquid sources, 
Lady Lunchalot, Emporium, Meandering, Best of the bunch, Famous foodies, 
Books, Opinion, Wine, Edible garden, Restaurants, Food from afar, Wine, 
Fast track food 

Sep 

 
Fast track food, Some like it hot, Lemon sense, Spring fever, A great home 
cook, Italian journeys, Roast chicken revisited, The professionals, From rags 
to quags, Famous foodies, Great NZ reds, St Jerome, Vive la difference, 
Australian collectibles, Liquid sources, A country kitchen, Letters to the 
editor, Best of the bunch, Snippet, Lady Lunchalot, Emporium, Whiter dining 
room, Cook's companion, A prize event, Orange blossoms, Edible signatures, 
A pocketful of chillies, Culinary riches, A lemon for all reasons, Opinion, 
Pavlova rising, Books, Cork taint, Restaurant 
 

19
95

 

Mar 

 
Fast track food, Irresistible pasta, Perfectly preserved, Single platter fish 
feasts, Genial toasts, Honey, honey, Honey tasting, Skilled and innovative, 
Weekend brunch with Charles Crotty, Baker's pride, Douglas Myers, Niche 
marketing, Bored with chardonnay and sauvignon blanc?, Flourishing 
Semillon, Riesling revival, Liquid sources, Best of the bunch, Snippet, 
Emporium, Lady Lunchalot, Once and future kitchen, Sydney in style, 
Autumn leaves in Lucca, Russian renaissance, New Caledonia, Gourmet 
coupling, Books, Restaurants 
 

Jul 

 
Fast track, The big match, A winter lunch in the country, Lugubrious leeks, 
The tea revival, From hippy to hip - the metamorphosis of organics, Advance 
Australia, Culinary fare, Cook, author, actress and grandmother, Margaret 
Harvey, Entertaining with the Jardines, Pure cabernet or a luscious blend?, 
Liquid sources, At home and abroad with Don Hewitson, Margaret Urlich, 
Trading places, A Hawke's bay wine tour guide, Best of the bunch, Snippet, 
Emporium, Lady Lunchalot, Turtle Island, Fiji - garden of Eden, Magic in the 
wild west, Forget fast food - it's time to go slow, Cosmopolitan capital, Trip 
tips, A traditional Cantonese dish, Ginger, Books, Restaurants 

Nov 

 
Ring in the new, A pacific Christmas, Snack food with champagne, Yuletide 
treats, Christmas at the beach, Celebratory treats, In the Christmas spirit, The 
rising Chilean star, Champagne and methode champenoise, Liquid source, A 
well-equipped kitchen, Tripping in the top end, Playing postie, Elk and 
enchiladas in Aspen, Trip tips, Notes from afar, Best of the bunch, Snippet, 
Emporium, Lady Lunchalot, Books, Restaurants, Mental floss 
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19

96
 

Jan 

 
Summer sandwiches, Boating blueprint, Quick light simple smart, Priceless 
bounty , Barbecue in the country, Going grazing with Antony Worral-
Thompson, Get savvy with sauvignon blanc, Best of the bunch, Snippet, 
Emporium, Super surfaces, Recently released, Lady Lunchalot, Restaurant 
reviews, Mental floss 

May 

 
Apple harvest, Stir-fry principles, White lightning, Twilight tennis , Duck 
tales, Great chefs great wines, Frozen assays, Truffle treat, Best of the bunch, 
Snippet, Emporium, Pure form, A chef's scholarly trip, Recently released, 
Lady Lunchalot, Restaurant reviews, Mental floss 

Sep 

 
A spring collection, Spring lunch, Soft white cheeses, Peranakan cuisine, 
Olive oil, Wonderful Wairarapa, Curds and waves, Best of the bunch, Snippet, 
Emporium, Caribbean connections, Recently released, Lady Lunchalot, 
Restaurant reviews, Mental floss 
 

19
97

 

Mar 

 
Magical mystical mushrooms, Purely potatoes, Time for pasta, Sensual fruit, 
An Easter feast, Kaikoura seafest, Best of the bunch, Snippet, Emporium, 
Country style in the city, At the cutting edge, Recently released, Lady 
Lunchalot, Restaurant reviews, Mental floss 

Jul 

 
Winter braises, Rare roasting, Morning glories, Economy fare, Ginger, 
Lemons, Louisiana chefs, Best of the bunch, Snippet, The cutting edge, The 
magic of single malt, Free form, Dining by design, Recently released, Lady 
Lunchalot, Restaurant, Reviews, Mental floss 
 

Nov 

 
Christmas on the grill, A Christmas picnic, Grace & flavour, Before the day, 
Buon natale, Eat, drink & be merry, Best of the bunch, Snippet, Culinary 
heaven, The cutting edge, The regulars, Recently released, Lady Lunchalot, 
Restaurant reviews, Mental floss 
 

19
98

 

Jan 

 
Fish tales, Our daily bread, Classic catches, Best dressed, A weekend at 
Winslow,  Riversong cottage, Cherries, Best of the bunch, The cutting edge, 
Snippet, The regulars, Oceans of room, Recently released, Lady Lunchalot, 
Restaurant reviews, Mental floss 

May 

 
The reign of the rice, First and last, The stock market, Chardonnay company, 
Here we do gathering nuts in May, Equestrian elegance, Best of the bunch, 
Lamington tales, Snippet, Yin & yan, The regulars a city kitchen, Writers 
and food, Recently released, Lady Lunchalot, Restaurant reviews, Mental 
floss 
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Sep 

Strawberries, Seafood and red wine, Economy fare, Spring salads, Five good 
friends for dinner, From the menu, Asian supermarkets, Best of the bunch, 
Private universe, Snippet, Recently released, Lady Lunchalot, Restaurant 
reviews, Mental floss 
 

19
99

 

Mar 

 
South Pacific cuisine, Going coconutty, Island imagination, Down to earth, 
Storm before the calm, Tropical treats, Getting Pacific in the kitchen, 
Glossary, Best of the bunch, Cornucopia, Snippet, The cutting edge, 
Herculean efforts, Living on the edge, Writers and food, Recently released, 
Lady Lunchalot, Restaurant reviews, Mental floss 
 

 
Jul 

 
Bowled over, Learning curve, Soul food, Good looks, Root of all goodness, 
From the menu, Tear jerkers, Best of the bunch, Menus of the issue, Snippet, 
Capital chefs, Il padrone,  Back to basics, Cooking classes around NZ, 
Cornucopia, A winemaker's kitchen writers and food, Recently released, 
Lady Lunchalot, Restaurant reviews, Mental floss 
 
 

Nov 

 
Party time, Christmas eve get-together, The traditional feast, Relaxed mode, 
The outside story, Noel noel, From the menu, Classy Christmas puds, Best of 
the bunch, Menus of the issue, Snippet, Cornucopia, Catering for Christmas, 
Mail order food, New lease, Of life for a tiny kitchen, Recently released, 
Writers and food, Lady Lunchalot, Restaurant reviews, Mental floss 
 

20
00

 

Jan 

 
Flaming hot barbecues, Food to go, Back to basics, Crowded house, Stocking 
the galley, Summer in the city, From the menu, Best of the bunch, Menus of 
the issue, Snippet, Cooking up a storm, Writers and food, Recently released, 
Lady Lunchalot, Restaurant reviews, Mental floss, Food fetish, Front burners, 
Food for the future, Food from the past 
 

May 

 
Especially for eggheads, Praise the braise, Wrapping up for autumn, Two by 
two, Quick fix, From the menu, Best of the bunch, Menus of the issue, 
Snippet, Café society, On a plate, Drive it, New releases, Cyber chef, Lady 
Lunchalot, Restaurant reviews, Mental floss 
 

Sep 

 
Eat your greens, Lamb, Balancing at, Spring chicken, From the menu, Ginger,  
A blast from the past, People in the issue, Best of the bunch, Menus of the 
issue, Snippet, Spilling the beans, Savouring the environment, Dilemmas at 
masterclass, Breaking new ground, Burn it!, Beauty and the beast, A kitchen 
with character, New releases, Cyber chef, Lady Lunchalot, Restaurant 
reviews, Mental floss 
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20

01
 

Mar 

 
Bad, mad, and beautiful, Pasta pasta, Rice for summer, Alfresco lunching, 
Single file, From the menu, Buried pleasure, Slowly but surely, Food from 
scratch, A taste of old Italy, On the boil, From Casablanca to Christchurch, 
The fresher, the better, A menu for romance, Star-studded culinary cast, 
Pressing matters, A kitchen larger than life, Fairway to heaven, A load of old 
bologna, Steeped in culture, Mixing with the big, Cheeses, Going home, 
Hawaiki nui va'a: Tahiti's great race, Letter from London, Books, Cyber chef, 
Lady Lunchalot, Restaurant, Mental floss 

Jul 

 
Spice of life, Spice traders, Spice ideas, Latino, Hot pot, From the menu, 
Kumara, Sugar & spice, Crossing the lines of race and class, Private function, 
The wisdom of Solomon, Cultural differences, Turning over a new leaf, 
People in the issue, Menus of the issue, Snippet, Ready to entertain, Back to 
Burma, Cooking up a storm in Bali, Postcards from Caribbean, Going for 
gold, Trailing ahead, Books, Cyber chef, Lady Lunchalot, Restaurant, Mental 
floss 

Nov 

 
Strictly about birds, A less than traditional Christmas table, Christmas at the 
beach, Tis the sun for salmon, Swimming against the current, Happy 
Hanukkah, Berries and cherries, Order now, Course you can do it, Three wise 
men, Introducing Stephanie, Dinner is served, Power lunch, Cracker 
Christmases, Learning to cook in heaven, People in the issue, Menus of the 
issue, Snippet, A commercial kitchen brought down to size, Salt bath, 
Enchanted island, Palace of dreams, Capital service, A date with indulgence, 
Books, Byte size, Lady Lunchalot, Restaurants, Learning with the best, 
Across Tasman, Mental floss 
 

20
02

 

Jan 

 
Escape to the beach, Grab a crab, Fish hooked, From the menu, Stock 
exchange, Sweet nothing, Martini bites, A matter of taste, Course you can do 
it, Claudia Roden, Shares her wisdom, A matter of scale, No need to eat your 
heart out, Back to basics, Grill talk, People in this issue, Menus of the issue, 
Snippet, A serious lodge kitchen, The heat is on, Letter from Provence, Fun 
& game, Auckland, Books, Byte size, Lady Lunchalot, Restaurants, Mental 
floss 

May 

 
A spoonful of honey, What's the buzz?, As easy as pie, Growing your own, 
Economy fare, From the menu, A man of substance, Sweet as, Course you can 
do it, Up the garden path, Getting it wright, Gold finger, Cuisine people, 
Menus of the issue, Snippet, A real man's kitchen, Wairarapa uncooked, 
Brighton rocks, Sunburn, sausage and sex in southern Turkey, Brand new, 
Letter from New York, Books, Byte size, Lady Lunchalot, Restaurants, 
Mental floss 

Sep 
 
Pasta perfect, Going with the grain, From the menu, Spring into life, Deli-
cious, Everything's rosy, Stirring up memories, Consuming passion, Course 



323 
 

you can do it, A cut above the rest, Fasta pasta, The return of the microwave, 
Cuisine/Matua valley awards of innovation and excellence, Moments with 
Morris, A kitchen for seven, The other Fiji, Paradox in paradise, Snow far, so 
good, Letter from New Nork, Canterbury tales, Books and music, Byte size, 
Lady Lunchalot, Restaurants 
 

20
03

 

Mar 

 
Savouring the past, Take stock of the Mediterranean, Mediterranean medley, 
Aromatic influence, A touch of exotica, Making a mezze, Counting one's 
chicken, Pressing matters, The olive branch and the sea, The old and the new, 
Letter from Stephanie, Moments with Morris, Introduction, People in the 
issue, Menus of the issue, Letters to editor, Diary dates, At your request, 
Travel news, Oz news, Wine news, Snippet, Step by step, Quick smart, What 
to do with, Kitchen gardener, Emporium, The case of disappearing kitchen, 
Angels' share, Sacred stew, The beginner's guide to Venice, Heights of 
pleasure, On the right wavelength, Books and music, Byte size, Savour the 
moment, Lady Lunchalot, Restaurants 
 

 
Jul 

 
Soul food, Winter warmers, Steak out!, Chilli in winter, From the menu, 
Slowly does it best, Take a cake, Back to basics, Course you can do it, Cook 
uncovered, Soupe du jour, Stars in her eyes, Mission impossible, Introduction, 
People in the issue, Menus of the issue, Blank canvas, Healthy haven, Italian 
connection, Greener pastures, Bursting the bubble, Books and music, Byte 
size, Lady Lunchalot, Restaurants 
 

Nov 

 
Christmas bonus, A crackling Christmas, Easy game, Ham it up, We all want 
some figgy pudding, If not Christmas pudding, The last supper- of the year, 
A taste of tradition, Course you can do it, Following the dream, The sweet 
life, Spice whirl, Letters from Stephanie, Moments with Morris, Open air 
kitchen, On the trail in Matakana, Treasure island, Water to wine, Books and 
music, Byte size, Lady Lunchalot, Restaurants   
 

20
04

 

Jan 

 
Hooked on fish, Outdoor feasting, Imagination, Main-course salads, Long 
summer lunch, Pear-shaped and perfect, Savour the flavour, Fruitful finishes, 
Course you can do it, Introduction, People in the issue, Menus of the issue, 
Snippets, Letters to editor, Diary dates, At your request, Travel news, Oz 
news, Wine news, Drinks, Quick smart, What to do with …, Kitchen gardener, 
Emporium 

May 

 
Entertaining 101, Be prepared, Feast on this, Shoestring style, Let's do lunch, 
Flash in the pan, From the menu, Course you can do it, Entertaining every 
night, At home with caterers, Culinary intuition, Moments with Morris, 
Introduction, People in the issue, Menus of the issue, Letters, Diary dates, 
Snippets, Travel news, Oz news, Wine news, Quick smart, At your request, 
What to do with apple syrup, Kitchen gardener, Emporium 
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Sep 

 
Quick smart, Seduction of the senses, Mint condition, Fruit from paradise, 
Secrets from the old city, Sour power, Heaven scent, From the menu, Course 
you can do it, Editorial, People in the issue, Menus of the issue, Letters, 
Restaurants, Emporium, Under the olive spell, Finding good feta, The Middle 
East is here, What to do with …, Best in shop, Classic cooking, Kitchen 
gardener, In praise of, Secrets of the chefs, All fired up 
 
 

20
05

 

Mar 

 
Quick smart, Home cooking, Divine inspiration, Dining in Cantonese-style, 
On with the show, In my dreams, Fast and fabulous, Take a tomato, Course 
you can do it, Editorial, People in the issue, Menus of the issue, Letters, 
Emporium, Cuisine restaurant of the year awards, Lady Lunchalot, 
Restaurants around the world, Kitchen gardener, Byte size, Cuisine wine 
country 
 

 
Jul 

 
Quick smart, Pie in the sky, Dinner at Jane Grigson's table, Five go mad on 
seafood, Classic sweet makeover, Breakfast epiphanies, Down to a tea, Ifs and 
nuts, Course you can do it, Editorial, People in the issue, Letters to the editor, 
Menus of the issue, Matters of taste, Emporium, Restaurant reviews, Lady 
Lunchalot, Classic cooking 1, Classic cooking 2, Special offer to Cuisine 
subscribers, Kitchen gardener, What to do with …, Byte size 
 

Nov 

 
Quick smart, Christmas feast, All about eve, Christmas day-trippers, Present 
with a past, Seafare, Mad tidings, Course you can do it, Editorial, People in 
the issue, Letters to the editor, Menus of the issue, Matters of taste, Emporium, 
Restaurant of the year, Special offer to Cuisine readers, Restaurant reviews, 
Lady Lunchalot, Classic cooking, Kitchen gardener, Secrets of the chefs, 
What to do with … 
 

20
06

 
 

Jan 

 
On the beach, Out to tender, Salad daze, Kiwi polish, Chow bella, Quick 
smart, Course you can do it, Cuisine extra, Editorial, People in the issue, 
Letters to the editor, Menu planner, Making a difference, Special Christmas 
offer to subscribers, Emporium, Talking shop, Diary dates, Restaurant 
reviews 

May 

 
 
Courses celebres, Bangers with dash, Endless summer, Choc tactics, Ripeness 
to the core, C'est cheese, Quick smart, Course you can do it, Cuisine extra, 
Editorial, People in the issue, Menu planner, First bite, Letters to the editor, 
The Cuisine 100, Special gift offer to subscribers, Talking shop, Diary dates, 
Restaurant reviews, At your request 
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Sep 

Inspearation, Spring loaded, Fare east, Free reign, Light entertainment, First 
catch your trout, Short order, Class action, Quick smart, Course you can do it, 
Cuisine extra, Editorial, Menu planner and recipe navigator, People in the 
issue, Letters to the editor, First bite, Making a difference, Special offer for 
subscribers, Emporium, Talking shop, Diary dates, Restaurant reviews, At 
your request, Marlborough mon amour 
 
 

20
07

 

Mar 

 
Melting moments, Delicious liaisons, Pret-a-porter, Fuels of the trade, 
Pleasures of the flesh, Table for six, Plate class, Potted history, Quick smart, 
Course you can do it, Cheese connoisseurs, Introduction, Menu planner, 
People in the issue, Letters, Talking shop, Emporium, Special offer for 
subscribers, Diary dates, Southern highlights, Restaurant reviews, At your 
request 

Jul 

 
The long good pie, Wild rice, Shanghai chic, In the mood, La cucina Italiana, 
Chilli factor, Made in Malaysia, Quick smart, Course you can do it, What to 
do with …, Born to cook, Better's off, Introduction, Menu planner, People in 
the issue, Letters, News and views, Special offer for subscribers, Books, 
Emporium, Cuisine restaurant of the year awards 2007, Reader offer 

Nov 

 
Beau fest, Share advantage, Champagne tastes, The light fantastic, Birds of 
paradise, Party on a plate, The Russia house, Quick smart, Course you can do 
it, What to do with all that ham, Three kings, Introduction, Menu planner, 
People in the issue, Letters, News and views books, Emporium, Dine with us, 
Special offer for subscriber 
 

20
08

 

Jan 

 
Coast and country, Like a lamb, Freeze frame, San Francisco dreaming, 
Serious sides, Field days, Dipping point, Seen in public, Quick smart, Course 
you can do it, What to do with …, The Cuisine generation, Critical path, 
Introduction, Menu planner, People in the issue, Letters, News and views, 
Cuisine reader dinner, Special offer for subscribers, Books, Emporium 

May 
 

 
Plates of the day, Staff of life, A handmade tale, Rule Bretagne & Normandie, 
Cereal thrillers, Love a duck, Bread winners, Quick smart, Course you can do 
it, What to do with …, They shall provide, Introduction menu planner, People 
in the issue, Letters, News and views, Books, Special offer for subscribers, 
Emporium 
 

 
Sep 

 
Chicken chic, Fare's fair, Off the hook, Economy class, My Thai, Choc 
treatment, Homemade, Quick smart, Course you can do it, What to do with 
…, Fowl play, Introduction, Menu planner, People in the issue, Letters, 
Cuisine NZ restaurant of the year awards 2008, News and views, Books, 
Emporium 
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20

09
 

Mar 

 
The time is ripe, King Creole, Saving grace, Less is more, Fare play, Dinner 
Italian style, Sides with that?, Quick smart, Course you can do it, What to do 
with tamarind, Introduction, Menu Planner, People in the issue, Letters, 
Cuisine artisan awards 2009, News and views, Books, Emporium 

Jul 

 
Rice reigns, The long and short of it, Cold comfort, Wine and dine, At the end 
of the day, Orient expression, From the menu, The constant garden, Kiwi 
ingenuity, Quick smart, Course you can do it, What to do with …,  Editor's 
letter, People in the issue, Letters, News & Views, Special offer for 
subscribers, Cuisine NZ restaurant of the year 2009 finalists, Dining with the 
stars, Books 

 
Nov 

 
Al Brown's perfect Kiwi Christmas, The spirit of Christmas, The remains of 
the day, Bellissimo!, 24.12.09, 19.25, Best of the brunch, It's a wrap, Quick 
smart, What to do with …, Editor's letter, People in the issue, Letters, News 
& views, Summer dining with the stars, Christmas gift guide, Books, Cuisine 
artisan awards 2010 
 

20
10

 

Jan 

 
Quick smart, Summer afternoon, Gone fishin', Grill seekers, True north, Voici 
Tahiti, Indian summer, Best dressed, What to do with …, Course you can do 
it, Editor's letter, People in the issue, Letters, News & views, Cuisine, Sabato 
and Clooney, Special reader offer, Special offer for subscribers, Cuisine 
artisan awards 2010, Book 

May 

 
Pear essentials, Hearts of darkness, Fare game, Cupboard love, Modern 
British, Sunday best, Out of the blue, The game's afoot, What to do with …, 
Course you can do it, Editor's letter, People in the issue, Letters, News & 
views, Books, Subscriber offer, Quick smart, Shopper's notebook, Last bite, 
Restaurants 

Sep 

 
Love me tender, No bones about it, 5 of the best, Rise to the occasion, Butter 
butter's better, Great escape, People's square meals, The lamb that time forgot, 
What to do with …, Course you can do it, Editor's letter, People in the issue, 
Letters, News & views, Books, Subscriber offer, Quick smart, Shopper's 
notebook, At your request, Reader's giveaway, Last bite 
 

20
11

 

Mar 

 
Seal of approval, Made in the med, Aubergine genie, Light fantastic, Garden 
variety, Time in a bottle, A matter of taste, Attack of the killer tomatoes, What 
to do with …, Course you can do it, Editor's letter, People in the issue, Letters, 
News & views, Books, Subscriber offer, Cuisine artisan awards winners 2011, 
Shopper's notebook, Last bite, Restaurants, Quick smart 
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Jul Quick smart, Dinner jackets, Cut to fit, Block buster, Heart & soul, Modern 
family, Deutche banquet, Chef's table, What to do with …, Course you can do 
it, Editor's letter, People in the issue, Letters, News & views, Restaurants, 
Subscriber offer, At your request, Shopper's notebook, Last bite 

Nov 

 
Quick smart, Scandi design, Classic hits, Light relief, Stars in the east, All 
fired up, Smart casual, Method in the madness, The best-laid plans, What to 
do with …, Course you can, Editor's letter, People in the issue, Letters, News 
& views, Subscriber offer, Restaurant reviews, Shopper's notebook, Last bite 
 

20
12

 

Jan 

 
Quick smart, Come into the garden, Heart of stone, Sol food, Sausage poles, 
Taking leave, Park life, District counsel, What to do with …, Course you can, 
Editor's letter, People in the issue, Letters, News & views, NZ cafés, 
Subscriber offer, Restaurant reviews, Shopper's notebook, Last bite 

 
 

May 

 
Quick smart, It's all gourd, Before the fall, Core values, Flash in the pan, Take 
it slowly, Growing grains, The working lunch, What to do with …, Course 
you can, Editor's letter, People in the issue, Letters, News & views, NZ cafés, 
Subscriber offer, Restaurant reviews, Shopper's notebook, Last bite, Sweet 
spot 

Sep 

 
Quick smart, Glory days, Spear apparent, Gathering place, Flash in the pan, 
The fire starters, Flip service, Perfectly engineered, Flip service, What to do 
with…, Course you can, The rhythm of life, Sea greens, Editor's letter, People 
in the issue, Letters, News & views, NZ cafés, Subscriber offer, Shopper's 
notebook, Last bite, Sweet spot 
 

20
13

 

Mar 

 
Quick smart, Curd of the day, Burger kings, The late escape, Flash in the pan, 
North soul, Indochina dispatch, Downtown savvy, Across the board, What to 
do with …, Course you can, Editor's letter, People in the issue, Letters, News 
& views, NZ cafés, Subscriber offer, Restaurant reviews, Shopper's notebook, 
Last bite 

Jul 

 
 
Quick smart, Roast master, Family favourites, Sweeten the meal, Flash in the 
pan, Bowls club, In the praise of slow…, In grains, Shell seeker, What to do 
with …, Course you can, Editor's letter, People in the issue, Letters, News & 
Views, NZ cafés, Subscriber offer, Book reviews, Shopper's notebook, Last 
bite, Sweet spot 
 

Nov 

 
Quick smart, How to …, The luminaries, Advance party, How to cook, Happy 
blaze, Greens & goodwill, What to do with …, Course you can, Editor's letter, 
People in the issue, Letters, News & views, NZ cafés, Subscriber offer, 
Restaurant reviews, Shopper's notebook, Last bite, Sweet spot 
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20
14

 

Jan 

 
Quick smart, Romancing the stone, Make a splash, The iceberg cometh, Flash 
in the pan, All that fritters, Fire & spice, King of zing, Hear me raw, What to 
do with …, Course you can do, Editor's letter, People in the issue, Letters, 
News & Views, NZ cafés, Subscriber offer, Restaurant reviews, Shopper's 
notebook, Last bite, Sweet spot 

May 

 
Quick smart, Tuttia tavola, Holy fagioli, Pig tales, Flash in the pan, Grand 
master, Soul sisters, Top of the hops, What to do with …, Course you can do, 
Editor's letter, People in the issue, Letters, News & views, NZ cafés, 
Subscriber offer, Restaurant reviews, Shopper's notebook, Last bite, Sweet 
spot, Books 

Sep 

 
Quick smart, Where hard cheese are made, Into the wide brew yonder, Wham, 
bam, thank you lamb, Flash in the pan, Family guy, Mucho gusto, Home free, 
Salt & pepper, What to do with …, Course you can do it, Food for thought, 
Editor's letter, People in the issue, Letters, News & Views, NZ cafés, 
Subscriber offer, Restaurant reviews, Shopper's notebook, Last bite, Sweet 
spot, Books 
 

20
15

 

Mar 

 
Quick smart, How to… , Fine brining, Sweet spot, Flash in the pan, From the 
source, Hot luck, Feta workshop, Easy does it, What to do with …, Courses 
you can do, Editor's letter, People in the issue, Letters, News & Views, NZ 
cafés, Subscribe now, Restaurant reviews, Shopper's notebook, Last bite, 
Books 

Jul 

 
Quick smart, Bangers with dash, Cooking for 2, Sweet spot, Flash in the pan, 
Go slow, The seasonal cook: winter, How sweet it is, What to do with …, 
Editor's letter, People in the issue, Letters, News & Views, NZ cafés, 
Subscribe & save, Book reviews, Shopper's notebook, Last bite  

Nov 

 
Quick smart, Simple splendour, Open house, Cooking for 2, Flash in the pan, 
Take the cake, Prince of sides, Sweet spot, What to do with …, Editor's letter, 
People in the issue, Letters, News & Views, NZ cafés, Subscribe & save, 
Restaurant reviews, Shopper's notebook, Last bite 
 

20
16

 

Jan 

 
Quick smart, Game of stones, Well composed, Cooking for 2, Welcome 
summer, Colour therapy, Flash in the pan, Sweet spot, What to do with …, 
Editor's letter, People in the issue, Letters, News & Views, NZ cafes, 
Subscribe & save, Restaurant reviews, Shopper's notebook, Last bite 

May 

 
Quick smart, Back to the future, The new guard, Roots revival, Sweet spot, 
What to do with …, Golden years, For real, Wild at heart, Cooking for 2, 
Editor's letter, Reviews, Letters, News & Views, NZ cafes, Subscribe & save, 
Restaurant reviews, Shopper's notebook, The main ingredient 
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Sep Chop chop, Spring loaded, Now & then, Taste umami, A brunch less ordinary, 
Goodness, Sweet deal, Green light, Sweet talk, Hour for sour, Smoke signals, 
Wine tasting, Second nature, All fired up, The best thing, Cuisine NZ good 
food awards 2016, A woman’s place, Crispy bits, The changemakers, 
Reviews, The main ingredient, 48 hours in Wairarapa, NZ café, Fest quest  
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Appendix C. An overview of the codebook 
Part one. The covers codebook (summarized) 
 

Age and gender 
A parent node for any mention of adults in the food context on the 
covers 
 

Male 
 

An adult who identifies as man named/pictured in food 
communications 
 

Female 
 

An adult who identifies as woman named/pictured in food 
communications 
 

Gender diverse 
 

An adult who does not conform to the ‘traditional’ division of 
genders named/pictured in food communications 
 

Child(ren) 
 

Any child mentioned/pictured in the food communications on the 
covers regardless of gender 
 

Famous people 
A parent node for any famous person who are specifically 
mentioned on the covers in the food communications and possess 
the status of ‘celebrity’ in any field (e.g. celebrity chef)  

Media 
A parent node for any links to other media in the food context (e.g. 
TV shows, cookbooks) 
 

 
Seasons and events 
 

A parent node for seasons or any named event  

Summer 
 
 

A node for any mentions of summer including the months of 
December, January, February 

Autumn 
 
 

A node for any mentions of autumn including the months of March, 
April, May 

Winter 
 
 

A node for any mentions of winter including the months of June, 
July, August 

Specific occasions 
 
 

A parent node for any specific calendrical occasions and events 
(e.g. Christmas, New Year’s day & eve, Ramadan, birthday) 

Entertaining, occasions,  
Feasts 
 

A parent node for any unspecific or ‘un-calendrical’ occasions or 
events (e.g. entertaining, alfresco dining, barbeque party) 

Concerns and values 
 
 

A parent node for concerns and values expressed in the recipes 

Fresh 
 
 

Any emphasis on fresh foods and ingredients 
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Local 
 
 

Any emphasis on local food and ingredients 
 
 
 
 

Organic  
 
 

Any emphasis on organic food and ingredients 

Artisan/micro-scale 
 
 

Any emphasis on artisan products or micro-scale products 

Ethically manufactured and  
traded 
 

Any emphasis on ethically manufactured and traded foods and 
ingredients (excluding local and organic) including free range, fair 
trade, sustainable, etc. 

Gourmet, fine, premium 
quality 
 

Any emphasis on gourmet, fancy, expensive, or quality foods and 
ingredients 

Thrifty 
 
 

Any mention of thriftiness about cost and money 

Convenient 
 
 

A parent node for any mention of thriftiness about time and effort  

Inconvenient 
 
 

Any mention of extravagance with time and effort (e.g. time 
consuming) 

Historic/traditional/memory 
 
 

Any vague or exact mention of or link to historic background or 
emphasis on tradition or ‘childhood memory’ 

New 
 
 

Any vague or exact mention of ‘new’, ‘novel’, or ‘modern’ 

Inclusivity  
 
 

Any mention of popular, crowd pleasing, or favourite foods and 
ingredients  

Exclusivity 
 
 

Any mention of ‘acquired taste’, rare, uncommonly found or eaten 
foods and ingredients  

Healthy & nutritious 
 
 

A parent node for concerns associated with health and wellbeing 

General health and 
hygiene 
 

Any mention of general health, nutrition, wellbeing, or hygiene in 
an unspecific manner (e.g. healthy, hygienic)  

Specific health and 
hygiene 

A parent node for any specific issues and concerns associated with 
health, nutrition, hygiene, and wellbeing (e.g. allergies, salmonella, 
etc.) 
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Religion Any specific mention or link to religion in association with food 
(e.g. kosher food, halal food) excluding the calendrical religious 
events (e.g. Christmas, Ramadan) 

Commercial links 
 
 

A parent node for any specific mention of a brand in the food 
communications on the covers 

Region, country, 
ethnicity, location 
 

A parent node for any specific mention of a geographic 
location, country, culture, or ethnicity  

Alcohol 
 
 

A parent node for any alcoholic drinks, a node for any 
mention of alcohol or "booze" in general 

Type of dish 
 

A parent node dishes named on the covers (e.g. frittata)   

Cooking techniques 
 
 

A parent node for cooking techniques named on the covers 
(e.g. bake, fry, roast) 

Main Ingredients 
 
 

A parent node for the ingredients named on the covers 

Meat 
 
 

A parent node for any types of animal flesh 

Animal products  
 
 

A parent node for any types of animal products other than 
meat and dairy (e.g. lard, honey, egg) 

Dairy 
 
 

A parent node for any types dairy, including butter 

Vegetables and Herbs 
 

A parent node for any form of vegetables or herbs, fresh, 
frozen, canned or dried 

Fruits 
 
 

A parent node for any form of fruits, fresh, frozen, canned or 
dried 

Sweets & sugars 
 
 

A parent node for any types of sweetener or sugar 

Nuts & seeds 
 
 

A parent node for any types of nuts and seeds 

Legumes 
 
 

A parent node for any form of legume, fresh, frozen, canned 
or dried 

Grains 
 
 

A parent node for any form of grains, fresh, frozen, canned or 
dried 

Spices and essences 
 
 

A parent node for any form of spices or essences (e.g. saffron, 
vanilla) 
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Oils 
 
 

A parent node for any form of oils used in making the recipe 
(e.g. coconut oil), excluding butter 

Sauces and condiments 
 

 

A parent node for any form of sauces and condiments used in 
making the recipe (e.g. vinegar) 

Pasta 
 
 

A parent node for different types of pasta, a node for any 
unspecified mention of "pasta" 

Noodles  
 
 

A parent node for different types of noodle, a node for any 
unspecified mention of "noodle" 

Breads, baked goods & 
doughs 
 

A parent node for any types of bread, bread crumbs, baked 
goods, and dough 
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Part two. The recipes codebook (summarized) 
 
Recipe parts A parent node for the parts of instructions a recipe include 
1 
 

Recipes encompassing one distinct part of instruction   

2 
 

Recipes encompassing two distinct parts of instructions 

3 
 

Recipes encompassing three distinct parts of instructions 

4+ 
 

Recipes encompassing at least four distinct parts of instructions 

Yield A parent node for the ‘yield’ or ‘make’ of the recipe 
1 
 

Yielding 1 portion / for 1 person 

2 
 

Yielding 2 portions / for 2 persons 

3-4 
 

Yielding 3-4 portions / for 3-4 persons 

5-6 
 

Yielding 5-6 portions / for 5-6 persons 

7-10 
 

Yielding 7-10 portions / for 7-10 persons 

11+ 
 

Yielding more than 11 portions / for more than 11 persons 

Other measurements 
 
 

Other types of yield mentioned (e.g. units, cups, cc, litter, 
glasses, etc.) 

Recipe provider 
 

A parent node for the gender and mentioned occupation of 
the recipe providers 

Writer 
 
 

A parent node for the occupation of the recipe providers when 
ambiguous or when distinctly specified as food writer or food 
journalist etc.  

Female writer 
 

A food writer that identifies as a woman 

Male Writer 
 

A food writer that identifies as a man 

Both 
 

A team of two or more food writers of different genders 

Gender diverse 
 

A food writer that does not conform to the male/female 
classifications 

Chef 
 

A parent node for the occupation of the recipe providers when 
specifically and distinctly mention ‘chef’  

Female chef 
 

A chef that identifies as a woman 

Male chef 
 

A chef that identifies as a man 

Both 
 

A team of two or more chefs of different genders 
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Gender diverse A chef that does not conform to the male/female classifications 
Seasons and events 
 

 

Spring 
 
 

A node for any mentions of spring including the months of 
September, October, November 

Summer 
 

A node for any mentions of summer including the months of 
December, January, February 

Autumn 
 

A node for any mentions of autumn including the months of 
March, April, May 

Winter 
 

A node for any mentions of winter including the months of 
June, July, August 

Specific occasions 
 

A parent node for any specific calendrical occasions and events 
(e.g. Christmas, New Year’s day & eve, Ramadan, birthday) 

Entertaining, occasions,  
Feasts 

A parent node for any unspecific or ‘un-calendrical’ occasions 
or events (e.g. entertaining, alfresco dining, barbeque party) 

Concerns and values 
 

A parent node for concerns and values expressed in the recipes 

Fresh 
 

Any emphasis on fresh foods and ingredients 

Local 
 

Any emphasis on local food and ingredients 

Organic  
 

Any emphasis on organic food and ingredients 

Artisan/micro-scale 
 

Any emphasis on artisan products or micro-scale products 

Ethically manufactured and  
traded 
 

Any emphasis on ethically manufactured and traded foods and 
ingredients (excluding local and organic) including free range, 
fair trade, sustainable, etc. 

Gourmet, fine, premium quality 
 

Any emphasis on gourmet, fancy, expensive, or quality foods 
and ingredients 

Thrifty 
 

A parent node for any mention of thriftiness about cost and 
money 

Convenient 
 

A parent node for any mention of thriftiness about time and 
effort  

Inconvenient 
 

Any mention of extravagance with time and effort (e.g. time 
consuming) 

Historic/traditional/memory 
 

Any vague or exact mention of or link to historic background 
or emphasis on tradition or ‘childhood memory’ 

New 
 

Any vague or exact mention to ‘new’ or ‘novel’ 

Inclusivity  
 

Any mention of popular, crowd pleasing, or favourite foods 
and ingredients  

Exclusivity 
 

Any mention of ‘acquired taste’, rare, uncommonly found or 
eaten foods and ingredients  

Healthy 
 

A parent node for concerns associated with health and 
wellbeing 
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General health and hygiene 
 

Any mention of general health, wellbeing, or hygiene in an 
unspecific manner (e.g. healthy, hygienic)  

Specific health and hygiene A parent node for any specific issues and concerns associated 
with health, hygiene, and wellbeing (e.g. allergies, salmonella, 
etc. each will have their own separate node) 

Religion Any specific religion-related communications mentioned 
within the context of the recipe excluding religious calendrical 
events 

Serving ideas 
 

A parent node for any serving ideas specifically mentioned in 
the recipes (e.g. wine pairing) 

Commercial links 
 

A parent node for any specific mention of a brand in the 
recipes 

Region, country, ethnicity, 
location 

A parent node for any specific mention of a geographic 
location, country, culture, or ethnicity  

Title of the recipe – Type of 
dish 

A parent node for parts or names that create the recipe title  

Cooking techniques 
 

A parent node for cooking techniques named in the title of the 
recipe (e.g. bake, fry, roast) 

Main Ingredients 
 

A parent node for the ingredients named in the title of the 
recipes 

Meat 
 

A parent node for any types of animal flesh 

Animal products  
 

A parent node for any types of animal products other than meat 
and dairy (e.g. lard, honey, egg) 

Dairy 
 

A parent node for any types dairy, including butter 

Vegetables and Herbs 
 

A parent node for any form of vegetables or herbs, fresh, 
frozen, canned or dried 

Fruits 
 

A parent node for any form of fruits, fresh, frozen, canned or 
dried 

Sweets & sugars 
 

A parent node for any types of sweetener or sugar 

Alcohol 
 

A parent node for any alcoholic ingredients, a node for any 
mention of alcohol or "booze" in general 

Nuts & seeds 
 

A parent node for any types of nuts and seeds 

Legumes 
 

A parent node for any form of legume, fresh, frozen, canned or 
dried 

Grains 
 

A parent node for any form of grains, fresh, frozen, canned or 
dried 

Spices and essences A parent node for any form of spices or essences (e.g. saffron, 
vanilla) 

Oils 
 

A parent node for any form of oils used in making the recipe 
(e.g. coconut oil), excluding butter 

Sauces and condiments 
 

A parent node for any form of sauces and condiments used in 
making the recipe (e.g. vinegar) 

Pasta 
 

A parent node for different types of pasta, a node for any 
unspecified mention of "pasta" 
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Noodles  
 

A parent node for different types of noodle, a node for any 
unspecified mention of "noodle" 

Breads, baked goods & doughs 
 

A parent node for any types of bread, bread crumbs, baked 
goods, and dough 

Leftovers 
 

Any mention of leftovers in the recipe 

Appliances  
 

A parent node for any specific or special appliance that was 
mentioned in the recipe (e.g. food processor, slow cooker) 
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Part three. The advertisements codebook (summarized) 

Brands A parent node for brands associated with a range of food 
products (e.g. Nestle), excluding the advertisements for a 
specific product of the same brand (e.g. Nestle chocolate chips) 

Kitchen appliance A parent node for different types of kitchen appliance 
including whiteware and small appliances (e.g. espresso 
machine)  

Food ware A parent node for different types of food ware including 
utensils (e.g. kitchen knives), cookware (e.g. pots and pans), 
and tableware (e.g. cutlery)  

Food services, retailers, and 
activities 

A parent node for providers of foods or food-related services 
such as shops, supermarkets, online food stores, caterers, 
cooking classes, tours, fruit picking, etc.  

Foodstuffs A parent node for different types of foodstuffs specifically 
mentioned in the advertisements regardless of brand (e.g. 
Chocolate chips) 

Meat 
 

A parent node for any types of animal flesh 

Animal products  
 

A parent node for any types of animal products other than meat 
and dairy (e.g. lard, honey, egg) 

Dairy 
 

A parent node for any types dairy, including butter 

Vegetables and Herbs 
 

A parent node for any form of vegetables or herbs, fresh, 
frozen, canned or dried 

Fruits 
 

A parent node for any form of fruits, fresh, frozen, canned or 
dried 

Spice, essence, colours, & 
additives 

A parent node for any form of spices or essences (e.g. saffron, 
vanilla) 

Oils 
 

A parent node for any form of oils used in making the recipe 
(e.g. coconut oil), excluding butter 

Breads and baked goods  
 

A parent node for any types of bread, bread crumbs, baked 
goods (e.g. biscuit, crackers) 

Alcoholic drinks 
 

A parent node for different types of alcoholic drinks (e.g. wine, 
beer, liqueur)  

Soft drinks A parent node for different types of non-alcoholic drinks and 
powders or syrups that make such drinks (e.g. sherbet), 
excluding meal replacement drinks   

Other drinks A parent node for different types of non-alcoholic drinks and 
components that make such drinks (e.g. tea, coffee), excluding 
meal replacement drinks   

Meal replacement drinks 
 

A parent node for meal replacement drinks regardless of effect 
(e.g. up & go, slim fast)  

Baby food and formula 
 

Any type of food or formula specifically made for human 
babies up to two tears old 

Sauces and condiments 
 
 

A parent node for any form of dressings and condiments used 
in making the recipe (e.g. ketchup), excluding items that are 
made to optimize ease of consumption (e.g. pasta sauce)   
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Convenience items 
 

A parent node for any items that are made to optimize ease of 
consumption (e.g. pasta sauce, 2 minute noodles) 

Ready-to-eat meals 
 

TV dinners 

Media A parent node for other food-related media communications 
(e.g. cookbooks, TV shows) 

Food tourism (Region, 
country, ethnicity, location) 

A parent node for any specific mention of a geographic 
location, country, culture, or ethnicity specifically in 
association with tourism and events 

Concerns and values 
 

A parent node for concerns and values expressed in the recipes 

Health claims 
 

A parent node for concerns associated with health and 
wellbeing 

General health and hygiene 
 

Any mention of general health, wellbeing, or hygiene in an 
unspecific manner (e.g. healthy, hygienic)  

Specific health and hygiene A parent node for any specific issues and concerns associated 
with health, hygiene, and wellbeing (e.g. allergies, salmonella, 
etc. each will have their own separate node) 

Approved by authority 
 

A health massage that has been approved by a health-related 
authority (e.g. The Heart Foundation tick) 

Fresh 
 

Any emphasis on fresh foods and ingredients 

Local 
 

Any emphasis on local food and ingredients 

Organic  
 

Any emphasis on organic food and ingredients 

Artisan/micro-scale 
 

Any emphasis on artisan products or micro-scale products 

Ethically manufactured and  
traded 
 

Any emphasis on ethically manufactured and traded foods and 
ingredients (excluding local and organic) including free range, 
fair trade, sustainable, etc. 

Gourmet, fine, premium quality 
 

Any emphasis on gourmet, fancy, expensive, or quality foods 
and ingredients 

Thrifty 
 

Any emphasis on cheap, budget, economic, or thrifty foods and 
ingredients 

Convenient 
 

Any emphasis on thriftiness about time and effort  

Historic/traditional/memory 
 

Any emphasis on historic (dated or undated), tradition, or 
memories of the past 

New 
 

Any emphasis on new, modern, or contemporary/futuristic 
themes 

Inclusivity  
 

Any emphasis on the widespread availability 

Exclusivity 
 

Any emphasis on the exclusivity 

Homemade 
 

Any emphasis on the term ‘homemade’ 

Certified for religious reasons Any certifications for particular religions (e.g. Kosher, Halal) 
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Genders and setting 
 

 

Domestic setting 
 

A home-like environment or an intimate, family setting which 
is usually inside the house 

Professional setting 
 
 

An environment associated with paid work which usually 
occurs outside the house 

Other settings 
 

Any setting other that the domestic or professional settings 
(e.g. restaurant, picnic) 

Female adult 
 

A woman mentioned or depicted in the advertisement 

Male adult 
 

A man mentioned or depicted in the advertisement 

Gender diverse 
 

A person mentioned or depicted without any associations with 
the traditional genders, not to be mixed with ‘foodie’  

Together without children 
 

A couple, without child(ren), mentioned or depicted in equal 
settings 

Mixed-sex couples with 
child(ren) 

A couple mixed-sex couple present with at least one child   

Same-sex couples with 
child(ren) 

A couple same-sex couple present with at least one child   

Female adult and 
child(ren) 

A mention or depiction of a woman with at least one child 

Male adult and child(ren) 
 

A mention or depiction of a man with at least one child 

Child(ren) 
 

Any mention or depiction of a child or children, regardless of 
gender, without any adults  

Foodie, epicure, gourmand 
 
 

Any mention to a food enthusiasts without specifying their 
gender 

Seasons and events 
 

 

A parent node for any mention of thriftiness about time and 
effort  

Spring 
 

 

A node for any mention of spring including the months of 
September, October, November 

Summer 
 

A node for any mentions of summer including the months of 
December, January, February 

  
Autumn 
 

A node for any mentions of autumn including the months of 
March, April, May 

Winter 
 

A node for any mentions of winter including the months of 
June, July, August 

Specific occasions 
 

A parent node for any specific calendrical occasions and events 
(e.g. Christmas, New Year’s day & eve, Ramadan, birthday) 

Entertaining, occasions,  
Feasts 

A parent node for any unspecific or ‘un-calendrical’ occasions 
or events (e.g. entertaining, alfresco dining, barbeque party) 

All seasons A specific mention of all time, all seasons 
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Famous people A parent node for any famous person who are specifically 
mentioned on the covers in the food communications and 
possess the status of ‘celebrity’ in any field (e.g. celebrity chef) 

Region, country, ethnicity, 
location 
 

A parent node for any specific mention of a geographic 
location, country, culture, or ethnicity excluding any mention 
in relation to tourism and events 

Prizes & incentives (unknown) A parent nod for any form of incentives that are offered within 
the promotions 
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Part four. The letters codebook (summarized) 

Theme A parent node for the themes mentioned in the letters 
Bad experience  A bad experience of the audience particular to the 

communications mentioned in the magazine (e.g. a bad 
experience at a positively reviewed restaurant or with a 
recipe) 

Good experience A good experience of the audience particular to the 
communications mentioned in the magazine (e.g. a good 
experience at a positively reviewed restaurant or with a 
recipe) 

Foods, dishes, ingredients, 
techniques  

A parent node for specific mentions of foods, dishes, 
ingredients, and cooking techniques in the letters  

Questions/requesting 
information 

A parent node for food-related questions of the audience 
including requesting specific recipes 

Opinions 
 

A parent node for expressed opinions of the readers on 
the food-related issues 

Concerns with food 
costs 

Any concerns regarding the price of food or 
communications about thriftiness 

Concerns with effort 
and time 

Any concerns regarding the value of convenience (i.e. 
thriftiness with time and effort) 

Concerns with health 
 

A parent node for any concerns associated with health, 
nutrition, and wellbeing  

Praising an individual 
 
 

Praising a specific person (e.g. chef, food writer, 
restauranteur) who is involved with food, however, may 
or may not be associated with the magazines 

Praising the magazine or 
its sections 

Praising a specific section of the magazine, team, or the 
magazine as a whole rather than individuals 

Locations named in the 
letters 

Specific locations mentioned in the letters in association 
with food or food-related activities (e.g. vineyards in 
Adelaide)  

Location of the writer 
 
 

A parent node for the residence of the letter writer or the 
place from which they wrote 

Gender of the writer A parent node for the gender of the letter writer  
Female 

 
The expressed female gender of the letter writer (e.g. 
Mrs. ) or hinted in the name (e.g. Sarah) 

Male 
 

The expressed male gender of the letter writer (e.g. Mr.) 
or hinted in the name (e.g. Jack) 

Couples, both 
 
 

The expressed mention of a mixed-sex couple (e.g. Mr. 
& Mrs.) or both genders hinted in the names (e.g. Sarah 
and Jack) 

Unknown or 
undisclosed 
 

Undisclosed gender, signed under pseudonym (e.g. 
Hopeful) or name(s) that cannot clearly hint to a 
particular gender (e.g. Sam)  

Prize 
 

A parent node for any prize given by the magazine to the 
‘best’ letter published  

 


