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Abstract

Food undeniably is a basic necessity of man, representing our history and culture.
Beyond being vital for man’s survival, it is interwoven with political and economic
development. In recent times, Food has continued to gain increasing prominence in
the international scheme of things giving rise to what is term gastrodiplomacy. This
article explores the contemporary field of gastrodiplomacy albeit limited literature,
while testing the hypothesis that “There is no impact of perceived importance of
gastrodiplomacy on the decision making process of sociopreneurs” at 5% level of
significance. Data was collected with the aid of an online questionnaire which was
sent to a Social Media group with an estimated number of 25 sociopreneurs from
within and outside the ASEAN community. 9 of 10 responses received were
completed correctly and used for this study. Results from the analysis revealed that
the perceived importance of gastrodiplomacy by sociopreneurs and the influence of
gastrodiplomacy on their decision making process are positively correlated and
statistically significant.
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Abstrak

Tidak dapat disangkal, makanan adalah kebutuhan dasar manusia yang mewakili
sejarah dan budaya dirinya. Selain penting untuk kelangsungan hidup manusia, isu
makanan juga terkait dengan perkembangan politik dan ekonomi di suatu daerah.
Baru-baru ini, wacana seputar pangan semakin banyak dibicarakan di level
internasional, atau yang saat ini popular dengan istilah gastrodiplomacy. Artikel ini
megkaji tentang gastrodiplomacy kontemporer, terutama untuk menguji hipotesis
pengaruh hubungan antara pentingnya gastrodiplomacy dengan proses
pengambilan keputusan sosiopreneur pada tingkat signifikansi 5%. Data
dikumpulkan melalui bantuan kuesioner online yang dikirim ke grup media sosial,
dengan prosentasi 25 sosiopreneur dari dalam dan di luar komunitas ASEAN. 9 dari
10 tanggapan yang diterima diselesaikan dengan benar dan digunakan untuk
penelitian ini. Hasil dari kajian ini mendapati temuan lapangan, bahwa persepsi
pentingnya gastrodiplomacy oleh sosiopreneur, serta pengaruh gastrodiplomacy
pada proses pengambilan keputusan, secara keseluruhan memiliki kolerasi positif
dan signifikan secara statistik.
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Introduction

Food is without doubt, is a basic necessity of man and it often
represents the history, traditions, and culture of a group of people
(Chapple-Sokol, 2013: 161). Food is vital for human survival and is
inextricably linked to political and economic development (Muldoon, 2020:
1). It has remained an important factor in diplomacy since the inception of
the institution of diplomacy and the modern nation-state in the 17th century
(Muldoon, 2020: 1). Humans are known not to only rely on food for
survival, but also to comfort, communicate, and connect with others
(Chapple-Sokol, 2013: 161).

Food has historically connected people across various cultural and
geographical terrains and divides, dating back to ancient trade routes used
in the transportation of goods such as coffee, sugar and spices (Suntikul,
2017: 1). The importance of food is deeply rooted in the history and
tradition of diplomacy (Chapple-Sokol, 2013: 162), as it symbolizes much
more than the substance, it is mixed with culture and ethnicity which
remains a powerful ingredient in human and international relations
(Forman & Tara, 2014: 1). There are few aspects of humanity as richly and
uniquely tied to history, culture, or geography as food (Rockower, 2014: 1).
Food forms a tangible tie to every individual and nation’s respective
histories, traditions, and values; thereby making it a viable platform for
cultural exchange (Rockower, 2014: 1);(Lipscomb, 2020: 1).

In recent times, there has been a surge in the relevance of food in
the international scheme of things (Forman, 2016: 1). Given the increase
in the movement of people globally and technology development, food is
now easily shared with others across geographical divides unlike the past,
giving rise to what is termed gastrodiplomacy (Lipscomb, 2020: 1).
Gastrodiplomacy is aimed at creating a more oblique emotional interaction
and connection through cultural diplomacy using food as a medium for
cultural engagement (Rockower, 2014: 2). This cultural diplomacy tool is
increasingly been used today by states to promote nation-building and

nation-branding (Lipscomb, 2020: 1). Food as we know it today is
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becoming a staple of global diplomacy (Forman & Tara, 2014: 1), creating
an emotional and transcendent connection that is felt even across
language barriers (Rockower, 2014: 1). However, these concepts remain a
relatively understudied topic in academia.

The practical applications of gastrodiplomacy are diverse (Chapple-
Sokol, 2013: 163). The connection between food and diplomacy has
always been strong (LusSa & JakeSevi¢, 2017: 103). This connection leads
us to investigate the potential impact food as a factor influencing decision
making, to determine if the power of food can be used for both social good
or otherwise (Forman, 2016: 1).

This article will explore the field of gastrodiplomacy despite limited
literature in this area. Also, it analyzes the influence on the decision
making processes of sociopreneurs and creates a basis for future
research in this field. The researcher hypothesizes that the perceived
importance of gastrodiplomacy by sociopreneurs positively impacts on
their decision making process.

Hypothesis: There is no impact of perceived importance of
gastrodiplomacy on the decision making process of sociopreneurs.
Literature Review

Throughout history, food has played a phenomenal role in shaping
the world (Pham, 2013: 6). Beyond food being a basic need for human
survival (Peristiwo, 2020: 1), food was paramount in the carving of ancient
trade routes and bestowing economic and political power to those who had
essential food commodities like cardamom, coffee and sugar. Food indeed
has a critical but understated role in our lives (Chapple-Sokol, 2013: 163),
and literally paved the way for globalization (Pham, 2013: 6). In the past
decade, countries such as Thailand, South Korea, and Peru have
embraced the concept of gastrodiplomacy (Poon, 2014: 1).

a) Definition of Gastrodiplomacy

The term “gastrodiplomacy” was first coined by The Economist in

February 2002, to describe the then new effort by the Thailand
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government to promote Thai cuisine across the globe, marking the start of
State-sponsored food promotion campaigns (Lipscomb, 2020: 1).

(Rockower, 2014:), described gastrodiplomacy as "the act of
winning hearts and minds through stomachs”, and defined the term as the
process of concerted and sustained campaigns of public relations and
investment by governments and states, often in collaboration with non-
state actors, to increase the value and standing of their nation brand
through food, as cited in (Suntikul, 2017: 1). While the state is the primary
actor in gastrodiplomacy, private organizations, businesses, and
individuals are by no means left out as they also play relevant roles
(Lipscomb, 2020: 1).
b) Roles of Gastrodiplomacy

Gastrodiplomacy holds fast the bond between food and foreign
policy and reveals how a country showcases its culture to the world as
evident in her food (Stimson Center, 2016: 10). The strength of
gastrodiplomacy is that, it is a non-verbal means of communication (Pham,
2013: 1), that inspires many individuals and communities to share their
traditions and cultures, irrespective of educational background, social
standing, religion or other forms of societal classifications (Stimson Center,
2016: 9). Historically this intimate connection between food and politics
has emerged in diverse forms (Hopkins & Puchala, 2016: 1).
1. Food in Nation Branding

Nation branding is the showcase of a nation’s self-image to the
world aimed at influencing its economic and political vitality. East Asian
nations are known to be particularly active in this domain with Thailand
considered a pioneer with the launch of The Thai government’'s 2002
“Global Thai Program” aimed at increasing the number of Thai restaurants
abroad (Suntikul, 2017:6). Ultimately, East Asian gastrodiplomacy
programs all provided an opportunity for these countries to enhance their

national and cultural brands to world (Lipscomb, 2020: 1).
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2. Food as National Security

Beyond culture and tradition, Food has entered the security space
and has remained a prominent weapon of war. Food insecurity is now
being discussed as a factor that exacerbates other political, economic, and
social drivers of conflict, for power is often determined by the ownership of
land and food (Forman, 2016: 1) .
3. Food as Soft Power

Countries and individuals have used gastrodiplomacy to influence
global food market and beyond, deep into international political and
economic relations (Muldoon, 2020: 1). While public dialogue and
conferences can lead to decision-making, it has been noted that the best
negotiation and conversation often happens over meals or drinks usually
far away from the purview of the public (Chapple-Sokol, 2013: 162). Soft
power has been defined as the means of attracting and persuading people
in order to achieve a particular outcome(s), while hard power is the ability
to coerce or cajole others which could involve the use of military or
economic might (Adesina, 2017: 1). In this regards, Gastrodiplomacy is not
just a niche of diplomacy, because Food’s intrinsic value and potential to
engage “hearts and minds” all climaxing in decision making which spans
beyond the diplomatic spectrum.
c) Gastronomy, Socialpreneurs and Social Entrepreneurship

Over the last two decades the term social entrepreneurship has
emerged as a recognizable field in development work with youths
(Karunan, 2007: 3). Social entrepreneurship is a relatively complex
phenomenon, and has continued to gain more traction in recent times
within and outside the research community (Ferrari, 2014: 26). The
interest in social entrepreneurship began in the 1980s with the emergence
of two schools of thought that aimed to invest in youths to promote positive
social change and innovative solutions that are both sustainable and
reproducible (Karunan, 2007: 3 ). Sociopreneurs are indeed seen as a
unique genre of entrepreneurs (Ferrari, 2014: 20), who are poised to

transform lives both within and outside their immediate communities.

ENTITA Vol. 2 No. 1, Juni 2020



Anthony Nnamdi Ogbolu

Although no agreeable definition of social entrepreneurship exists
today, definitions from two schools of thought seem to always come in
handy among researchers; The Social Enterprise School which presents
social entrepreneurship as social enterprise initiatives, and The Social
Innovation School which presents social entrepreneurship as the initiatives
of innovators pursuing social change, aimed at alleviating a particular
social problem (Karunan, 2007: 9). It is worthy of note that, the concept of
social entrepreneurship should not be mistaken for traditional
entrepreneurship, and of course the difference lies in their value
propositions (Ferrari, 2014: 38), while their similarities rest in their basic
operating principles (Swanson & Zhang, 2012: 174).

d) Roles and Characteristics of Sociopreneurs

According to (Dees, 2001: 4); some of the societal roles that
sociopreneurs play as change agents are;

1. Adopting a mission to create and sustain social value (not just private
value),

2. Recognizing and relentlessly pursuing new opportunities to serve that
mission,

3. Engaging in a process of continuous innovation, adaptation, and
learning,

4. Acting boldly without being limited by resources currently in hand,
and

5. Exhibiting a heightened sense of accountability to the constituencies
served and for the outcomes created.

Social entrepreneurship and sociopreneurs are important for
economic growth and development. Specifically, sociopreneurs adopt a
social vision to transform the society by creating and sustaining social
values (Devi, 2016: 193). Some common characteristics of sociopreneurs
as noted by (Karunan, 2007: 4) includes;

1. Visionary,
2. Innovative,

3. Leadership & dedication,
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4. Resourceful,
5. Willingness to Self-Correct,
6. Replicability and Scalability,
7. Ethical fiber, Formative Experiences,
8. Fun
e) Sociopreneurs and Decision Making Process

Sociopreneurs are innovative, highly motivated and critical thinkers
(Devi, 2016: 191), who have to make various deals and decisions aimed at
growing their enterprises while tackling minor and major social issues on a
daily basis. Deals are generally mutually beneficial contractual
relationships between the entrepreneurial ventures and the resource
providers (Rostiani, Paramita, Audita, et al., 2015: 185). Decision making
is the process of making a choice among alternative courses of action
after careful thought (OBI, : 93). However, decision-making is far from
being thoughtful in social enterprises as it is often pervasive and highly
threatened by factors both inside and outside the enterprise (Ohana,
Meyer, & Swaton, 2013: 1093).

Some researchers have argued that decision making can be an
emotional event hence leaving decision maker to execute ‘just good
enough’ decisions and not necessarily the ‘best ones’ as they are
subjective to human elements intervening in decision making process
(OBI, : 93). In a study carried out on judges, results shows that the
percentage of favorable rulings drops gradually from about 65% to nearly
0% within each decision session and returns abruptly to about 65% after
meal breaks (Danziger, Levav, & Avnaim-Pesso, 2011: 6890). Another
study revealed that the taste of food is also as important as the food in
influencing decision (Sagioglou & Greitemeyer, 2014: 1591). They found
that the bitter taste of meal or drink evokes aggression related affect and
behavioral intention towards people with or without initial provocation.

Although there exist some empirical studies on the influence of food
on decision making, non seem to exist in relations to the social

entrepreneurship or sociopreneurs, who are change agents making
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decisions that has continue to transform themselves and their communities
at large. This has placed some limits on our understanding on
sociopreneurs and their process of decision making. This study intends to
explore this issue with the hope of contributing to the literature on
gastrodiplomacy, and social entrepreneurship which will remain beneficial
to both the academic and non academic community.

Methodology

a) Sample and Procedure

This study was administered on sociopreneurs who were
participants at the 3rd ASEAN Young Sociopreneurs Program (2019).
ASEAN Young Socialpreneurs Program is a biennial program organized
by the Global Engagement Office, and Faculty of Social and Political
Sciences of Gadjah Mada University, Indonesia aimed at bringing together
young sociopreneurs from within and outside ASEAN into a two-weeks
collective forum of scholars, practitioners, and professionals to improve
each participants' critical understanding and social awareness of social
entrepreneurship in the ever increasingly digital society (AYSPP, 2019: 1).

A link that led to an online questionnaire was sent to an estimated
twenty-five (25) participants through the Program’s Watsapp group for a
period of two days with an open invitation in which the researcher stated to
uphold all best known research ethics. A total of ten (10) participants
responded to the questionnaire and nine (9) completed it correctly, for a
response rate of 40%.

Due to the lack of available validated instrument that measures the
variables of interest in this study, the researcher had to develop an
instrument that measure the variables of interest from scratch. An 11-item
measure was developed of which 4-items measures the perceived
importance of gastrodiplomacy, and the remaining 7-items measures the
level of influence gastrodiplomacy has on respondent’s decision making
process.

Respondents were asked use 5-point Likert scales to assess a

series of statements describing their perceptions and feelings on the
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variables of interest in this study. The options range from the low to high
spectrum; [Strongly Disagree/Strongly Agree] and [not at all/very much] for
perceptions and feelings variables respectively.

Upon visual inspection of the data, the sample distribution appears
not to be significantly different from a normal distribution. The data also
reported a Skewness & kurtosis Z-values of 1.732 which is within the
normality range (-1.96 to +1.96). Using Cronbach’s alphas, the research
instrument construct reliability was evaluated and the constructs were
lower than 0.70. Reverse coding was used to ensure the validity of the
instrument. To test the hypothesis, a regression analysis was carried out
on each respondent’s total score for both their perceived importance of
gastrodiplomacy (V) and the level of influence gastrodiplomacy has on

their decision making process (DV).

Table 1. Demographic Information of Respondents

Parameter Freq. Parameter Freq. Parameter Freq.
Total

Respondents (N) 9 Gender(Male) 6 Gender(Female) 3
Age 27 (6)*

Education Level Marital Status Nationalities
Bachelors 3 Single 5 Myanmar 1
Masters 5 Married 4 Congo 1
Doctorate 1 Religion Indonesia 4
Study Program Christianity 2 Libya 1
Business oriented 2 Islam 6 Panama 1
Non-Business

oriented 7 Buddhism 1 Sudan 1

Note: Data is presented as frequency count. * Standard dev. in bracket

Analysis and Results

This study sets out to test the hypothesis that; There is no impact of
perceived importance of gastrodiplomacy on the decision making process
of social entrepreneurs.The results from the regression analysis carried
out on the sample data revealed that the perceived importance of
gastrodiplomacy by social entrepreneurs and the influence of
gastrodiplomacy on their decision making process are positively correlated

and statistically significant at alpha 5%.
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Table 2: Correlation Results for Main Variables

1 2 3 4
1. Importance of Gastrodiplomacy -
2. Influence on Decision Making B671* -
3. Age 374 .083 -
4. Education 307 207 766* -

Note: *p < .05, two-tailed

Discussion

Based on initially reviewed literature and the interest of the
researcher, the objective of this study was to present and test the stated
hypotheses ‘There is no impact of perceived importance of
gastrodiplomacy on the decision making process of sociopreneurs’. This is
because traditional businesses are usually motivated by profit unlike social
enterprises hence, the researcher became interested in investigating what
roles basic commodities like food can play in influencing the decision
making process of sociopreneurs who are believed to be social change
agent and mainly interested in promoting social value which has little or
nothing to do with profits instead, it involves the fulfillment of basic and
long standing needs of humanity (Certo & Miller, 2008: 267).

Findings from this study shows that sociopreneurs who appreciates
the value of food or have a pleasant dining with a business associates is
more likely to make a decision that is favourable to such business
associates. This is evident as more that 75 percent of the respondents
saw nothing wrong in allowing food to influences their decisions making
process and coincided gastrodiplomacy important for the political and
economic growth of any given business entity and country at large.

As anticipated by the researcher, the results of this study supports
the existence of a statistically significant relationship between perceived
importance of gastrodiplomacy and its ability to influence decision making

process, among sociopreneurs which is in line with other findings on food’s
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ability to influence people decisions (Spence, 2016: 9); (Aan het Rot,
Moskowitz, Hsu, & Young, 2015: 108); & (Danziger et al., 2011: 6890).

Sociopreneurs should therefore ensure that they pay close
attention, think through and anticipate the outcomes of their decisions
especially in the context of gastrodiplomacy. While gastrodiplomacy is a
relatively new field in the realm of public diplomacy (Poon, 2014: 1), more
study is required to identify and elaborate upon its potential benefits or
drawbacks . The America University, a private research university located
in Washington, D.C, already uses the city's food culture to educate
students about global affairs in a gastrodiplomacy class (Poon, 2014: 1).
Conclusion

Gastrodiplomacy encompasses a powerful medium of non-verbal
communication capable of connecting all forms of people from diverse
backgrounds thus serving a dynamic tool in the practice and conduct of
both public and cultural diplomacy (Rockower, 2014: 4). Historically, the
phrase “break the ice” originated at the time when Greeks and Romans
would invite their enemies to the dining table to get to know them (Stimson
Center, 2016: 9). Apparently, food when transformed through the lens of
national identity can become highly influential and can be manipulated to
change people’s minds and hearts (Chapple-Sokol, 2013: 181).

This study set out to present and test the hypotheses that, there is
no impact of the perceived importance of gastrodiplomacy by social
entrepreneurs on their decision making process. The results of this study
provided evidence to reject the null hypothesis, allowing the researcher to
conclude that there is not only a positive relationship between perceived
importance of gastrodiplomacy and its ability to influence the decision
making process of social entrepreneurs but also this relationship is
statistically significant at alpha 5%.

This goes to show how food as a soft power is effective in influencing the
decision making process of sociopreneurs.

As gastrodiplomacy and social entrepreneurship has continue to

attract positive attention globally over the past decade, it is pertinent that
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more research be carried out going forward with a view to provide more
and useful insights into these fields for educational institutions, policy
makers, industry leaders and other relevant stakeholders. This study
contributes in this regards to the scarce body of knowledge in this field that
has the potential to advance the course of humanity.

Limitation and Future Area of Study

Certain limitations of this study must be brought to the fore in order
to improve engagements on this study. First; the sample size used in this
study was relatively small and this possibly resulted in the survey
instruments reporting a less than desirable Cronbach’s alphas of 0.586,
hence the findings of this study should be interpreted lightly as further
studies with a larger sample size is recommended to provide more
concrete results.

Intriguingly, 89% (8 out of 9) of the respondent believed that
Gastrodiplomacy can influence sociopreneur’s decision making processes.
This was gathered from a standalone question that the researcher has
included in the survey instrument. Respondents had 3 option (Yes,
Indifferent, No) to respond with when presented with the statement ‘|
believe that gastronomy can influence socio entrepreneur’s decision
making processes”.

The researcher recommends that further studies be done to
investigate the concepts of gastrodiplomacy on traditional entrepreneurs
as it would be interesting to compare the impact of gastrodiplomacy on the
decision making process of both sociopreneur and traditional

entrepreneurs.
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