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Abstract
This studyexamines the hybridizationof ethnic a@uin the U.S., using rice products as a
case in point. The paper presents and analyzegpptuc observations of various brands of
ricefrom six cultures in local stores in an Ameriddidwestern city. The analysis of the rice
brands helps us understand the first and the tfithe three levels of hybridity. The first-
level hybridity, or merchandizing hybridity, takpkace when rice commodities from foreign
cultures become available in the host society’s ketarthe second-level hybridity, or
consumptive hybridity, occurs when people’s pragiand lifestyles change by adopting rice
and cuisine choices from more than one culture; tthid-level hybridity, or symbolic
hybridity, involves the mixing of the ideas and leotive memoryassociated withrice of
various origins.The analysis suggests that hylatdin in America through rice occurs on the
first level. Further evidence is necessary to destrate hybridization on the second level. On
the third level, some hybrid collective memory estained in two popular rice brands.

Keywords: Hybridity, Hybridization, Rice, Marketplace, Collae Memory.

I ntroduction

This paper concerns issues of multiculturalismbglzation, and hybridization. In the paper,
| present a study of an everyday commodity—rice-a-&sise in point for understanding the
process of hybridization in the age of globalizati®Vhile many other commaodities may
serve the purpose, rice is a good example bectisse major source of food supply for many
cultures around the world.

First of all, what is hybridization? Hybridizatios the act of mixing elements from different
species, varieties, or types to produce hybridpracress that creates hybridity. What is
hybridity then? There are different versions amuksyof hybridity that come in various guises
with dissimilar effects (Kraidy, 2005). In this pap| focus on just one of the definitions of
hybridity: the recombination of forms (or elementsj a potentially new social practice
(Rowe and Schelling, 1991) and an extension ofdéfgition. In the next section, | elaborate
on the definition. What is a good example of hyityitl Rice, as a staple food in Japan,
Korea, China, India, and many other cultures, natybe an obvious example for illustrating
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hybridity. This paper treats rice in the Americamrketplace as the subject of cultural
hybridity.

Migration can initiate and speed up hybridizatiosp can modern information and
communication technologies, especially the Interrigie U.S. as a major immigrant country
has been described as “the melting pot.” Todaytdha is used much less often, replaced by
newer expressions such as “the salad bowl!” andtfoalturalism.” Regardless of what terms
we use, immigrants coming from different cornershaf world to America bring with them
their respective cultures that form the foundatainthe American culture as we know it
today, and they contribute to many aspects of iifeAmerica—from its academia to its
economy to its music and its cuisine. While one meagard both multiculturalism and
hybridization as resulting processes of globalgtihey are distinct in the following way:
Whereas multiculturalism refers to the integratidrdiverse (immigrant) ethnic cultures into
the host society (Rattansi, 2011), hybridizatispezially cultural hybridization, emphasizes
the mixing of cultures out of the integration oéttlobal and the local (Ritzer, 2009). In other
words, there can be multiculturalism in a societhere diverse cultures co-reside
harmoniously without any mixing at all in their Qalife practices.

On the remaining pages, | first review the literatwn the topic and offer a working
definition of hybridization for facilitating the @tly of rice as a hybrid commodity in the
American marketplace. | then describe issues iaares design—both in terms of an ideal
research design for studying rice as a hybrid cellitn America and the simple design used
for the current research. That is followed by thelgsis of rice in the American marketplace,
based on the photographic observations of two lstales in an American Midwestern
college town. Through the analysis, we find thaeris indeed a representation of hybrid
culture in America. Furthermore, the hybridizatioinrice can be achieved on three levels.
The marketplace can be hybrid by the items it digplfrom various cultures (Beattie, 2005);
merchandizing hybriditpn the first level defines the practice of retajlia mixture of ethnic
rice in the marketplace. Food consumption behawéor be hybrid (Hamlett et al., 2008);
consumptive hybridityon the second level describes individuals’ prastiof buying and
consuming more than one type of ethnic rice. @tite memory itself can be a hybrid form
(Foroutan, 2010)symbolic hybridityon the third level designates hybrid collectivenmey
associated with a particular brand of rice.

Miele (2006, p. 352) highlighted “the importancesefeing consumer practices as hybrid in
nature” and called attention to be paid to “the xameined, routinized aspects of food
consumption.” The significance of the current resleas twofold: The study examines the
marketing of a routine consumer food item, ricehgsrid, and it studies the merchandizing
hybridity and symbolic hybridity of rice in the nkatplace. The analysis reported here
suggests that hybridization in America through wceurs certainly on the first level and on
the third level where hybrid collective memory antained in two popular rice brands.

Definitions of Hybridization

The concept of hybridization/hybridity is relatem deveral important concepts in the social
sciences including essentialism, identity, cretiara syncretism, and assemblage. The
concept relates to essentialism in the sense fisandal properties (as opposed to accidental
ones) in an entity are under scrutiny (for an upldte review of essentialism, see Pratten,
2012). It relates to issues of identity becauseitlildentities can also result from the process
of globalization (Smith and Leavy, 2012). Also tethis the concept of creolization, which
has many layers of meanings, ranging from the tem@oles” referring to the offspring of
Old World born and raised in the New World to theqess of creolization referring to
linguistic restructuring involved in the formatiarf creoles (Stewart, 2007). While the terms
of syncretism and hybridity are often used as synenin literary criticism, distinctions can
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also be made where syncretism refers to a mererfusdi elements and hybridity denotes a
fusion with a new consciousness emerging, as iniBbabha’s “Third Space” (Veit-Wild,
1996). Another closely related term is “assemblagehich has been popular in global
studies, with its origin from Deleuzian philosoplipelLanda, 2006; Deleuze&Guattari,
1987). In the review below | focus primarily on tiiscussions of the concept hybridity in the
social sciences.

In the last two decades, social scientists haveredf numerous useful definitions of
hybridization. For Canclini (2000), hybridizatios the mixing of elements from various
diverse societies, in such a way that results imetbing “irreplaceably unique” (Adorno
1991, p. 68). Cut-'n’-mix experiences are commapeeially those everyday experiences in
consumer behavior and lifestyles, for example wdfand menus (NederveenPieterse, 2007).
Rowe and Schelling (1991, p. 231) defined hybridiiraof cultural phenomena as “the ways
in which forms become separated from existing jrastand recombine with new forms in
new practices.”"NederveenPieterse (1994) extendsgthciple to structural forms of social
organization. It is common knowledge that the M&gstoration adopted various Western
institutions such as a form of Western legal syséemw a quasi-parliamentary constitutional
type of government, directly modeled upon the dar&ins of France, Germany, and the
United States, and combined them with the impeyatem that gave the emperor legislative
power with the consent of the Diet (which contragith Article 41 of the current Japanese
constitution that describes the National Diet as highest organ of state power). Thus, the
Meiji government was a hybrid social institutionomé of these mixing of forms or elements
from forms, however, may relate to another defamitof hybridity given by Easthope (1998),
according to which an individual can have accessvtio or more ethnic identities. This is
essentially what Kraidy (2002) discussed in LatmeXica and what Bhabha (1994) explored
in the postcolonial context (cf. Moss [2003] insthegard). Or in Joseph’s (1999, p. 2) words,
hybridity is “a democratic expression of multipl&ileations of cultural citizenship in the
United States.”

If we regard the mixing of (elements of) forms imew practices as a primary aspect of
hybridity, such mixing can occur in the dimensiofispace and time. For instance, one may
find examples of hybrid sites and spaces in bomgres that are the meeting places of
different organizational modes such as Free Enserptones and offshore banking facilities
(hybrid meeting places of state sovereignty andstrational enterprise) and examples of
hybrid or mixed times (tiemposmixtos) in Latin Argat, where premodernity, modernity,
and postmodernity coexist and intersperse (NedaRieterse, 1994). Hybridization in these
areas is the first stage in the ontogenesis of cidre and new knowledge that provide a
new theoretical resource for intercultural stuq¥ésung, 1997).

Practices of hybridization are as old as the hillsh origins in pastoralism, agriculture, and
horticulture, as Nederveen Pieterse (2001) stateeh though attempts to thematize mixing
as a discourse and a perspective is relatively rfievday’'s genetic engineering makes
hybridization an easier task than the old-fashiogeafting and cross pollination. Genetic
technology made possible from the production of hgwe of hybrid antibiotics (Hopwood et

al., 1985) to high yielding, better tasting tomatqBarach, 2010). Similar to the cultural
examples of hybridization discussed earlier thapleasize the mixing of different cultural

elements into new practices, the examples of nelaridhyantibiotics and tomato plants

describe the blending of genetic components into ewtities.

East-West mixing is a particularly meaningful hgation, for at least three reasons for
studying globalization (NederveenPieterse, 2007hE need to develop a polycentric
perspective on world history to counter Eurocentrithe recognition of the rise of Asia, and
the importance of understanding globalization frglmbal viewpoints. We cannot properly
understand the multiple processes of globalizaiwthout an appropriate understanding of
the importance of East-West fusion and its impiicaton globalization and hybridization.
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Indeed, in face of recent globalization, it is coomly recognized in cultural anthropology
that the East-West dichotomy has become incregsumsgless (Hendry & Wong, 2006). At
the same time, however, we should not lose sigtitepower structure in hybridization. That
is, hybridity is often hegemonically constructed derve the interest of the social elite
(Kraidy, 2002). Here the East-West mixing of eletsdrom the two origins uses the arbitrary
East-West dichotomy even though such dichotomy been considered useless and false
(e.g., Ohnuki-Tierney, 2006).

Another dimension of hybridization is the degreemuich a particular hybrid practice has
spread. NederveenPieterse (2009) treated hybiiolizas a globalization process, and termed
the outcome of such a process as a “global mélanteultural mélange and
cosmopolitanism, then, is not merely a precious ekperience but a collective condition and
experience” (NederveenPieterse, 2009, p. 143). Sylobal mélange can be observed
everywhere if we care to survey our social envirentrcareful enough.

The theme of hybridity, according to NederveenPsste(2007b), matches a world of
intensive intercultural communication, ubiquitousilticulturalism, international migration
and diaspora lives, and the relative erosion ofagertypes of boundaries; new hybrid
phenomena indicate profound changes taking placa asnsequence of migration and
multiculturalism. Therefore, going hand in handhantulticulturalism and globalization is the
omnipresent phenomena of hybridization.

Cultural hybridization is about the mixing of cus out of the integration of the global and
the local (Ritzer, 2009). Along the same lines, Kdilwer (2004) described the glocalization as
the occurrence of blending and mixing two or morecpsses, one of which must be local.
While this is the typical case of hybridity (thategrates the global and the local), Khondher
(2004) gave an example of hybridity in Singaporé&agher education that comprises the
original British and the U.S. model, an examplet thaolves primarily elements from the
global.

For studying rice in the American marketplace,dam practices of hybridization as having
meanings on three different levels at least—merdizang, consumptive, and symbolic—
with no processual order assumed between them. a&berice can also be genetically
engineered and hybridized to achieve better prigsersuch hybrid rice would be of little
interest for cultural and social studies. Hybsidian only be defined relative to non-hybridity
(Easthope, 1998). In a similar vein, Hutnyk (2005,81) considered the degree to which
hybridity relies on “the positing of an anterioutg’ that precedes mixture.Merchandizing
hybridity defines the practice of retailing a mixture of réthrice in the marketplace.
Bringing together Bhabha's notion of hybridity, B#a (2005) regarded the traditional
marketplace as the epitome of local identity anel market with trades and goods from
elsewhere as a site of hybrid meanings that ueskeithl identity. For Kapchan (1993), the
marketplace is hybrid in its products and itemgaisumption. Now we move on to rice as
an item of consumption. If at a particular markite rice shelves contain nothing but
uniformly American rice, that is an anterior purenon-hybridity; if, however, the rice aisle
at a given supermarket offers rice from varioudurek, then rice retailing as an economic
and social practice at this market is hybridized aan disrupt the original local identity.
Furthermore, in a Deleuzian sense, a deterritaddliassemblage is formed (Deleuze &
Guattari, 1987); the assemblage in terms of itmelds is not associated with the local, and
similar deterritorialized assemblages can be foelsgwhere in a globalized society. The
resulting merchandizing hybridity emerges as a sewial phenomenon, distinct from the
merchandizing “pure” that existed before. Such Hity has its economic and social
implications, economic in terms of the merchant'salthg with multiple, possible
multicultural, suppliers, and social in terms o€ tmultiracial, multicultural clientele of a
store. Such a place may serve as a cosmopolitapgamder which multiracial, multiethnic
interactions are encouraged (Anderson, 2011).
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Consumptive hybriditdefines individuals’ practices of buying and cangwy more than one
type of ethnic rice. Mintz (1986) considered thansformative effect of sugar in the
processes of globalization and consumption. The @bkice, in a way not dissimilar to sugar
consumption, can and should be understood in theeps of globalization and in terms of
diversity and mixture. Rice is an item found at tmosarkets. For Kapchan (1993), the
marketplace is hybrid also in associated lifestytamlett et al.’s (2008) reported example of
the British supermarket Sainsbury’s stocked contimefoods (to cater for the needs of the
Jewish community) and “Indian style” goods. Yet Hetinet al.'s (2008) South Asian
interviewees believed such goods were not provifigdthe South Asian consumer but
because of the demand among “English people.” hsws the local British residents’
consumptive behavior is hybrid. Similarly, one’stdiry lifestyle can be hybrid by consuming
on a regular basis American rice, Japanese ridegrirbasmati, and Middle Eastern couscous
(which is not rice technically but can be considers a rice substitute). This is rice
consumptive hybridity.

Finally, symbolic hybriditydefines hybrid collective memory associated witlpaaticular
brand of rice. For example, playing the quena ipdrtant in Andean music because it
symbolizes and identifies with Andean cultures drides. Similarly, rice is commonly
considered a way of life in Japan, and is viewethassymbol of Japanese soul and Japanese
identity, serving as the vehicle of deliberationtleé collective self (Ohnuki-Tierney, 1993).
Kapchan (1993, pp. 308-309) categorized the madepnot just hybrid in products and
items of consumption but also in thought and exqiomsand wrote that “[tlhe marketplace
represents a symbolic locus of contact with thesitpr.” For Foroutan (2010), collective
memory reconstructs the past of a society by bmmggether a myriad of individual stories.
Therefore, collective memory is hybrid in naturegbes without saying that this symbolic
level of understanding is much more difficult toach for the individual. For example,
someone’s music preferences can be multiculturdltesorid, but the person may not at all
understand any of the symbolic meanings of theouartypes of music. By the same token,
one may regularly choose rice from different cidtuas part of one’s diet, but may not know
any of the symbolic meanings of the rice consumed.

We should also consider the creation of symbolsjust individuals’ understanding of them.
Commodity brand logos are created to convey syrabméanings, often relying on collective
memory, and hybridization can occur with the syrialeanings of brand logos. A brand
logo with hybrid collective memory can be at thenbplic level. One may argue that a hybrid
brand logo at the symbolic level is the same asntleechandizing hybridity because the
symbolic meaning does not reside in a particulatividual but physically in the rice
packaging. However, merchandizing hybridity reftosthe mixing of retailing different
ethnic rice by the same store while symbolic hyibriceflects the blended symbolic cultural
meaning of rice associated with various culturaios, in a single or multiple type(s) of rice.

Resear ch Design

There have been a few empirical studies entiretyded on cases of cultural hybridization.
One such study is on the diffusion of Asian medicqadwledge to Germany by Frank and
Stollberg (2004). Selecting physicians practicieguncture from the Yellow Pages Berlin
and the list of the largest professional organimatDAGfA and physicians practicing
Ayurveda in the whole of Germany because of thtedatlow density, the authors conducted
semi-structured interviews with open-ended questi@d with medical acupuncturists and 15
with Ayurvedic physicians, and found four typeshgbridization—biomedically dominated
coexistence, coexistence under heterodox domindnomedically incorporation of Asian
medicine, and the Great Medical Melting Pot.
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To study rice hybridization in America at the meaotizing, consumptive, and symbolic
levels, we would ideally need two kinds of datarotmme: both the sales and consumption
information on all major types of rice over, forample, the last 50 years. In addition, we
would also need in-depth interviews or unobtrugiteservations of consumers from different
cultural backgrounds all across America over thmesperiod of time. The trends in the sales
and consumption figures could then be substantiayegither self-reported lifestyle behavior
or unobtrusive observations of such behavior as aginterviews with regard to people’s
knowledge of the symbolic meaning of various ritegreby assisting us to arrive at a
conclusion about the process of the hybridizationce consumptive culture in America.

Such a research design is ideal but nonethelessssiige to carry because we cannot go back
in time to do what was not done. Instead, | relyaaather simple and practical design for the
research reported in this paper. | first conduatief review of recent rice consumption trends
in the U.S. | then use the unobtrusive method aftgdraphic observations to record rice
available in the market in two stores in a Midwesteown, Urbana-Champaign, lllinois,
USA. The photographic observations provide a typedata belonging to the group of
episodic archival records as nonreactive measuseassed by Webb et al. (1981). One of the
two stores is AM-KO, the largest Asian grocery star town and the other is a Walmart
location. The former store caters primarily for {E@ast) Asian immigrant and nonimmigrant
population in this college town though in recentgeother residents have increasingly
visited it. The latter is visited by people of aelhnic backgrounds.

An observed mixture of various types of ethnic ricea single grocery store should be an
indication of merchandizing hybridity because aestoften begins business with rice from
one culture. In other words, merchandizing hybyids preceded by an anterior “pure” (cf.
Hutnyk, 2005). For example, selling ethnic ricenfronultiple cultures in a general grocery
store like the Walmart should provide a strongdation of rice merchandizing hybridity in

the American marketplace. Put differently, a typiganerican market such as Walmart
provides a container in which rice of various crdtuoackgrounds mix and display in the
same rice aisle; this is mixing at the merchandjizavel. The extensity of the cultural origin

for rice available in a store should suggest thgreke to which such hybridization has
occurred.

To study hybridization at the level of consumptiemot as straightforward. To definitively
study consumptive hybrid behavior, one would havecanduct interviews of consumers.
Short of doing that, we could only examine the kmmlity of the types of rice at the general
American store Walmart. As Hamlett et al. (2008ygested, the provision of South Asian
foods in the British supermarket Sainsbury’s wasgiged as for the benefit of the “English
population” as much as the South Asians. The piavief ethnic foods, then, may serve as
some evidence of hybrid consumptive behavior ofEhglish population. In the same vein,
the availability of ethnic rice in the general Arican supermarket Walmart should suggest
hybrid consumptive behavior of the nonethnic Amemi: Should the general American store
have no ethnic rice at all from any other cultutbgen we know that hybridization of rice
consumption has not occurred at all at the consumvel. However, we do not know if
such hybrid consumption exists among Asians; evaong the nonethnic Americans, we
cannot know the degree of hybrid consumption withiaterviewing them.

Rice hybridization at the symbolic level is not gibde to conclusively study with the current
simple design. Without extensively interviewing, sennot assess possible hybridization of
individuals’ symbolic understanding of rice vargsi However, we can study specific brand
logos and their symbolic meanings as cultural dbjémbued with collective memory.
Through an analysis of two major brand logos, Ude’'s and Kokuho Rose, we will gain
some insight into rice brand logo hybridizatioriret symbolic level.
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Based on the rich literature on hybridity reviewedhe last section and the research design
discussed in this section, | posit two hypotheselsvio The 2010 U.S. census reported a
population size of over 201 thousands, of whicl¥®wlere Asians, in the county in which the
college town is the only key metropolitan area. Weaan population percentage should
actually be higher for the college town becausediying rural areas in the county are
resided primarily by nonimmigrant population. Thwrnt process of forming diaspora and
producing cultural hybridity relates to migratiddara, Kaur, &Hutnyk, 2005). First, given
the diverse dispora populatiomerchandizing hybriditys expected. We may expect such
hybridity take on different forms between the ethand the American supermarkets because
mainstream supermarkets may carry ethnic foodsedlsas nonethnic foods (Hamlett et al.,
2008) but not necessarily the other way aroundoi@®crice brands with long history are
expected to demonstrate sosyanbolic hybriditywhen the notion of tradition is employed
(cf. Foroutan’s [2010] comment on hybrid collectiveemory for constructing the past of a
society). Such symbolic hybridity is often purpaslf constructed to speak to the target
population.

Rice Consumption in the U.S.

There are over 40,000 varieties of rice worldwidleere are only several categories of rice
sold and consumed in the U.S. as chief candidatdsybridization. According to Yang, Dan,
Hong, and associates (1997, p. 159), major ricestyfjor the consideration of East-West
fusion include the following:

Indica, long-grain rice that is the standard in\flest and postcolonial nations;
Japonica, short-grain rice that is the standarast Asian cooking; Basmati,
native to India and Pakistan, aromatic and didtiectstrong enough to stand
up to the punch of curries and other spicy foodsitiGus, used for special

dishes in China and Japan; Jasmine, a varietyd€dnfrom Thailand, looks

much like any other long-grain but cooks up moisted stickier; brown, only

in the U.S. is this considered a delicacy, jushddad rice that has not gone
through the polishing and bleaching.

According to the U.S. Department of Agricultureseriis the nation’s fastest-growing food
commodity. Annual American consumption averagesua25 pounds per capita in the mid-
1990s, roughly twice to that of the early 1980%i¢Tis compared with a worldwide per capita
of 145 pounds, the average Burmese of 408 pounidtamese, 367 pounds, and Japanese,
167 pounds, for example.) Some attribute this tremdhe influx of Asian and Latino
immigrants, and to the increasing mainstream istenre ethnic cuisines and health foods
(Yang, Dan, Hong, & associates, 1997).

These authors attributed the increase in rice copsan to both the increase in the size of the
immigrant population and America’s general intefiaséthnic cuisines and rice. The size of
the immigrant population has experienced a sizalolkease over the past four decades: 6.2%
in 1980, 7.9% in 1990, 11.1% in 2000, and 12.9920h0 (Camarota 2012). The publication
of the bookEastern Standard Timey Yang, Dan, Hong, and associates (1997) istartesy

to the increased interest in ethnic rice. In fawg, per capita consumption of rice increase is
even higher if our starting point was 1970 and endt point was the early 2000s because the
2003 level was almost three times that of 1970réBelMarquez & Jensen, 2005).

There exist racial and ethnic differentials in rmmsumption, and these differentials did not
stay stable over the last decade or so when da@available. Rice consumption in America
has been on the rise over the last four decadiesstt For the recent two decades we have
survey data, about 90% of the U.S. adult populalimneased their rice consumption, and
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relative to the other ethnic groups, non-Hispankites’' rice consumption gained the most
(Betres-Marquez, Jensen, & Upton, 2009, Tables®).&

Photographic Observations of the Two Resear ch Sites

| present below photographic data from the two aede sites, AM-KO and Walmart. AM-
KO is an independent supermarket owned by a Kongaman married to an American (at the
time of the study in early 2010). Even the namehef store suggests fusion and hybridity,
formed from the first two letters of the words “Anza” and “Korea.” The Walmart location
is a superstore, selling anything from groceryragd to clothing. Figure 1 compares the rice
aisles of the two supermarkets (Figure 1). The aiske in the Asian supermarket consists of
four sections of metal shelves, giving one the gspion of a warehouse. Unlike a typical
American supermarket where bags of rice are stamed warehouse first before being
shelved, bags of rice are brought in and many eintlare directly left on the shelves in this
Asian supermarket. There is no particular ordelooational arrangement of rice; all larger
bags are stored together in this space. In cosgarthe Walmart rice aisle has shelves well
organized and clearly labeled as to what prodiissdisle is for.

AM-KO

Fig. 1. The Rice Aisles in the Two Supermarkets

The Asian supermarket AM-KO does not carry Ameridaa because its clientele would not
come here to buy American rice. This is true okotAsian supermarkets in this town as well
(there are five Asian supermarkets altogether). rivdat, like most other American
supermarkets, carries the brand of Uncle Ben'sufei@®). Uncle Ben'’s is the biggest brand
name of American rice.

AM-KO Walmart

R - o) o

Fig. 2. American Rice in Only One of the Two Supermarkets
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There are several popular types of Indian rice solthe U.S. The Asian food market shows
three varieties in the two photos in the left paofeFigure 3, basmati rice (with the longest
grain), idli rice (from South India), and sonamasoize (a medium-grain rice). The basmati
is sandwiched between a bag of Korean rice andgaobd& hai rice while the lower photo
shows the sonamasoori and the idli rice. In comspari imported Indian rice was not
observed in the Walmart store, which carries UiBda’s basmati rice, shown as the middle
package in the photo in the right panel (FigurelBjcle Ben's Ready Rice is a product the
company markets to people who are busy and can hieweready to eat in 90 seconds’
cooking with a microwave oven.

AM-KO

Fig. 3: Indian Rice in the Two Supermarkets

The Asian supermarket shows three brands of Japaivesin the two photos in the left panel
of Figure 4: Kokuho Rose, Kagayaki, and Nishikig{iie 4). Walmart competes quite well in
this regard, selling two brands of Japanese ricgarB (or Calrose) and Nishiki. Note that
typically rice in the Asian supermarket comes iffedent sized bags up to 40-50 lbs while
Walmart has no bags heavier than 20 Ibs. Asianrmwug&ets have the loyal following of

local immigrant and nonimmigrant Asian communitibgnce the need for selling larger
packages and more varieties. It is unclear why Viglmeeds two brands of Japanese rice.

Being a Korean-owned store, AM-KO sells variousetymf Korean rice. Shown in the two
photos of Figure 5 are three examples, two typddasf KukMi (Korean Rice) brown rice,
the Daipoong brand, and the Cheong-jeong rice itb4fag (Figure 5). In the first photo of
Figure 4, next to the Kokuho Rose Japanese riaebesg of Rhee Chun rice. Walmart, on the
other hand, carries no Korean rice. This pointdstiwnoting because, if Walmart is a serious
provider of rice to the local East Asian resideéndsn China, Japan, and Korea, then it would
have to have Korean rice because it is a shorhgdavariety, like Chinese and Japanese rice,
but has a lower price tag. The fact that it carnesKorean rice indicates that it is not a
supplier of rice for the everyday consumption by litcal East Asian community.
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Walmart, however, is more serious about Thai riithas both Uncle Ben’s Ready Rice type
and the Imperial Dragon brand of jasmine rice (Fégh), presumably because jasmine rice is
also long-grained, like the American rice. AM-KCQos¥s two brands in the left panel photos
of Figure 6, the Three Elephant Brand and the P&aahd of jasmine rice. Jasmine rice is
also known as Milagrosa rice, as shown on the gaegaf some of the bags.

AM-KO Walmart

et b 8 1

KOKUHO ROSE |

Fig. 4: Japanese Rice in the Two Supermarkets

Walmart

Fig. 5: Korean Rice in Only One of the Two Supermarkets
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AM-KO Walmart

Fig. 7: Middle Eastern Couscous in the Two Supermarkets

The Asian supermarket AM-KO shelves the Rivoire&@tbrand of couscous away from the
rice corner because of its smaller package (Figir&Valmart sells the Near East brand of
couscous, also in small packaging, and storestit ether health dietary items such as pilaf
and wild rice, as shown in the right panel of Fegur The smaller packaging of couscous
suggests that few local people consume it on g Basis, like people do with rice, especially
Korean, Japanese, and Thai rice. On the other h@ewhle in the Middle East and North

Africa do eat couscous on a daily basis even thaoghigrants from those regions may not
do so in the U.S.
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One interesting observation is that neither staks LChinese rice even though the local
Chinese immigrant and nonimmigrant communities &ege in size. Such rice is
certainlyavailable in supermarket on the West Ceash as the Bay Area and the Greater Los
Angeles Area. Locally, however, Korean, Japanesd, hai rice would suffice especially
since these types have occupied the market nich¢hé East Asian and some Southeast
Asian communities. Speaking with a local Chinesgtaurant owner reveals that they do
purchase Chinese rice (brand name Dasanyuan) framotesaler and mix it with Korean
rice before cooking.

The Three Levels of Hybridization
Merchandizing Hybridity

The Walmart store taken as a representation of/ienarketplace provides some interesting
choices as far as the availability of rice goes Tibe aisle at this supermarket offers varieties
of American, Japan, Middle Eastern, and Thai graamgl carries Indian rice made by the
American company Uncle Ben’s. This certainly intlsamerchandizing hybridity in the
marketplace through the merchant's dealing with tiplel, multicultural, and likely
multinational suppliers. Judged by the arrangeroéttie rice aisle, Uncle Ben’s or American
rice as a whole does not overpower rice represgotimer cultures.

We cannot exactly use the Asian food store as ampbe of local hybridization of the
collective level because the objective of the siet® sell nonmainstream ethnic foods. Even
so, the store’s objective is to sell East Asiardf@dems but nevertheless carries Indian, Thali,
and Middle Eastern ingredients and products. Thegethe Asian supermarket shows a type
of merchandizing hybridity different from that diet Walmart’s. That is, a hybridization
taking place between and among the minority cuttimeAmerica as opposed to between the
minority and majority cultures in the country.

The photographic evidence supports the first hygmghabout merchandizing hybridity. In

either the Asian or the American supermarket, étlear mixed shelving style (of rice bags of
different cultures), in particular in the Asian tbatore, offers the customers visiting these
stores a chance to see rice from other culturespassibly to interact under the cosmopolitan
canopy described by Anderson (2011). Thus, theithyloize aisle provides a social setting

that facilitates multicultural and multiethnic egganent, perhaps communication and
interaction as well.

Consumptive Hybridity

It is difficult to establish the degree of consum@thybridity without additional research.
For the sake of argument, let us consider the mtrease of a total, 100 percent rice
consumptive hybridity of all cultural background&hen that happens, each of the U.S.
resident population would eat the types of riceesenting all the different population groups
in the country: Whether our ethnic background isaAs European, African, or Latin
American, we would go out and purchase Americadjalm Japanese, Korean, Thai, and
Middle Eastern grains, and enjoy them all at oudiviidual homes. This would be
consumptive hybridity par excellence. The photograpbservations discussed earlier do not
support such total hybridity because the mainstreapermarket does not display all kinds of
ethnic rice and the Asian food store does notAsekrican rice.

Past consumer research in Britain shows that almaedizing hybridity in a mainstream
supermarket suggests consumptive hybridity amoegntinethnic majority (Hamlett et al.,
2008); the same argument cannot be made aboutathinorities. In addition, we do not
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know to what degree people in the majority groumstmne ethnic rice. To understand
consumptive hybridity adequately, another studyeisessary.

Symbolic Hybridity

The symbolic meaning of rice and its hybridizaticem be better understood as collective
memory, especially in the two cultures of studyowlective memory described by Olick
(1999): Some study national symbols such as montsranacollectiveform of collective
memory while others study peoples’ memories ofohnisal events as aollectedform of
collective memory. We may approach the symbolic mivepn of rice, hybrid or not, in a
similar fashion. Surveying rice consumers to obttdiair understanding of the symbolic
meaning of a particular type of rice is tantamainstudying thecollectedtype of collective
memory; analyzing brands of rice is akin to studytinecollectivetype of collective memory
by way of national symbols. Short of conductingveys of rice consumers in America, |
resort to the approach of studying brands and #emnbolic meanings. | analyze below two
brands of rice, Uncle Ben'’s, a brand of America® iand Kokuho Rose, a brand of Japanese
rice.

There is a reason why rice had become an impditadtchoice in America even before rice

from Asia became widely available. As is well knqwite does not occupy an important

place in cuisines of Europe, where wheat is thg kind bread rules the day. That is probably
why we have the common phrase in English, “breatl artter”, meaning a basic means of

support or livelihood. By contrast, in East Asiatably Japan, South Korea, and Southern
China, rice is the “bread and butter” for everydiaturally, associated with such staple food
is one’s identity with the land where rice is cudtied as well as with the people of the land.

In the U.S., the most popular brand of rice, Uritda’s, features the picture of Uncle Ben, an
African American man, as the logo, as shown ingihetographs. This logo in itself is already
a work of cultural hybridity. The American riceirsfact African in origin. “The development
of rice culture” in America, according to Carney0Q2, p. 2), “marked not simply the
movement of a crop across the Atlantic but alsardwesfer of an entire cultural system, from
production to consumption” when “[a] knowledge gystlong practiced in West Africa was
brought with slaves across the Atlantic.” Rice igaltion is central to cultural identity in
much of West Africa, where those ethnic groups whiosider rice as their dietary staple do
not claim that they have eaten unless the mealdesl rice, and this cultural identity settled
in the Americas with the slaves and their descetsdom the rice regions of West Africa
(Carney 2001, p. 31). Slaves brought with theneiotimops of Africa too, but “none proved
as significant as rice in affirming African cultbidentity” (Carney 2001, p. 137).

The use of Uncle Ben’s as a brand name is intagestiitself. In the American culture in the
past, “uncle” was used as a familiar title to ref@rolder black men (like “Uncle Tom” in
Uncle Tom’s Cabipto whom the larger white society could never offee more respectful
“mister” (White, 2009). The use of the Uncle Belwgo is to sell rice by drawing on the long
history of similar representations of black menspraably having the expertise in cultivating,
harvesting, and cooking rice (White, 2009). Thisirianic because in West Africa, rice
cultivation is often associated with female lab@re cultivation is referred to as a “woman’s
sweat” by the Diola people in Senegal, and ricedsesere reportedly tucked away in
women’s hair aboard the slave ships to smugglesactioe Atlantic (Carney, 2001). The
Uncle Ben’s marketing ploy shows that, to sell rieenew identity was constructed by
shifting the gender emphasis and relying on thegenaf an older, lovable, black male with
knowledge and expertise for rice cultivation.

Today, however, the identity is transformed yetimgaAt Uncle Ben’s corporate website
(http://www.unclebens.com, accessed in Septemb&d)2Wncle Ben takes on the image of
“a genteel, high-powered corporate executive withlaly interests,” offering “proverbs and
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witticisms that reflect an educated life of the dhims well as a business-oriented obsession
with rice” (White 2009, p. 52). The website feasiBen’s Office, a posh executive office
with Uncle Ben'’s portrait hanging on the wall. teesd of trying to sell the rice through Uncle
Ben the “expert” rice grower slave, nhow the compamploys the identity of a CEO-type,
knowledgeable, wealthy uncle that people wish they.

While we may not be able to expect everyone conmsgidincle Ben's rice to know the newly
created meaning of this rice in Uncle Ben the CE@, can certainly expect the hybrid
symbolic meaning intended—a “21century African American business executive
knowledgeable in rice (with perhaps just a touclhisfroots in Africa hinted upon)—will be
acquired by some of the consumers in the U.S.

Without as much fanfare as found at the websit&Jmfle Ben's company, the website of
Koda Farms in California (http://www.kodafarms.coh@s a rich cache of historical text and
photographic information on the origin of the comypa The founder’s story is a compelling
one: The founder of today's Koda Farms, Keisabud&dorn in 1882, was from Ogawa in
Fukushima Prefecture. His father was a samurahefTtaira Clan but became a miller and
broker of rice and rice flour. With this story, lsaburoKoda’'s gentlemanlike photo of 1908
when he came to California, and a photo of his dapa passport, Koda’'s authentic authority
in Japanese rice is firmly established. Howevelis&®uro was not just a good farmer and
businessman; he was active in Asian American digiits groups and launched the People’s
Rights Protection Association in 1945 to lobby agaia discriminatory land law, which was
declared unconstitutional in 1948. In the 1950s, dstablished the California Farming
Trainees and the Japanese Farming Youth prograrisasdapanese trainees could come to
the U.S. to study American farming. For these aghigents he was awarded the Order of the
Scared Treasurefh43egree, and the Order of the Sacred Treas[?rae@ree, from Emperor
Hirohito. As we see, two kinds of collective memairg created by the website—one steeped
in the Japanese tradition and the other in the Araespirit—and intertwined in one brand of
rice.

Koda Farms markets two major brands, Kokuho Rose aind Sho-Chiku-Bai sweet rice.
Kokuho Rose is the choice of many Japanese, Japarasricans, and Asian Americans.
The brand logo of Kokuho consists of the three ingbéreasures: the jewel, the mirror, and
the sword, eliciting memories of the ancient Japarailture. On the other hand, the rose is a
Western flower, regarded as the Queen of Floweyscd@nbining the two words “Kokuho”
and “Rose”, the brand name purports to conjurewgpdultural traditions and two collective
memories and hybridize them in one rice—a typaaef that is the best of East and West.

Rice is considered a Japanese way of life, geyeraived as a symbol of Japanese soul and
Japanese identity (Ohnuki-Tierney, 1993). Japaagpatriates living in Kentucky studied by
Yotsumoto, Sakamoto, and Tanaka (2009) felt satisind happy with rice produced in
California. Some of their interviewees believedt tte image of Japanese land (presumably
rice paddies where rice is grown) and the rice ésted there were inseparable, and would
remind one of Japanese spirit and identity. Ricekgging in Japan, by contrast, does not
necessarily need to resort to logos of traditiarcthsas Yamagata Haenuki rice though one
may find examples such as Akita Komachi rice thagsdrelate to tradition. Japanese rice in
America, however, is a different matter. Kokuho &a#entionally draws upon a hybrid set
of collective memories of Japanese and Westermredgt To a smaller degree the Nishiki
brand also calls upon tradition it may conjure mpges of brocade from the past.

A cautionary note is in order here. There are mahgr types of rice whose brand logos may
not possess much symbolic meaning. Furthermore,riad intend to assess in this paper the
efficacy of hybrid logos like Uncle Ben's and KolaliRose. Neither do | know whether
individuals regularly consuming more than one tygerice actually internalize or even
understand collective memories associated withyibes of rice. These issues are beyond this
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paper. However, we do know that brand logos likelegiBen’'s and Kokuho Rose combine
cultural traditions into one logo and use it aseans for marketing purposes; as such, hybrid
collective memory is created and becomes availdiveughout the nation in supermarkets
and on the Internet for the world to view.

Conclusion

In this paper, | have analyzed rice hybridity ie thmerican marketplace. Rice consumption
has been on the rise over the past several detates U.S. as a nation. By and large, many
ethnic groups have increased their rice consumghiongh the increase is noticeably larger
for non-Hispanic whites, the majority in Americhah the other groups.

Using photographic observations as a type of utikeameasures, | studied the rice aisles in
two local supermarkets and compared rice varietiethe shelves in these stores. The study
of the supermarkets provides evidence for a faiigh degree of rice merchandizing
hybridity, supporting the first hypothesis; thedstwalso presents hybrid collective memory at
work as reflected in two most popular rice brardsigh other rice brands may not offer any
hybrid collective memory, supporting the seconddtlpsis. The extensity of consumptive
hybridity, however, cannot be properly studied withadditional research even though there
is some indication of consumptive hybridity amoheg tmajority group. The observation is
also limited in its scope. Thus, while we can s&yaliserved some degree of rice hybridity at
the merchandizing and symbolic levels in one lgocake cannot generalize the observation to
the larger American society or even to other calagvns in the country. What we do know
is that hybridity in rice marketing has occurred ah least one corner of the American
marketplace.

The study of rice as a hybrid culture in Americlstes that it is possible to conduct a more
nuanced analysis of an everyday cultural object tharot so obvious as an example of
hybridity. The study shows that many everyday caltwbjects around us may all have a
story to tell—a story about the hybrid global \gjéain which we all live today.
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