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Food is much more than a mere means of subsistence. It is filled with cultural,
psychological, emotional, and even religious significance. It defines shared identities
and embeodies religious and group traditions.

The European discovery of the New World represented a momentous turning
point in the history of food. Pigs, sheep, and cattle were unknown in America. Until the
late 19th century, the history of food in America was a story of fairly distinct regional
traditions that stemmed largely from England. Yet the presence of new ingredients,
and especially contact among diverse ethnic groups, would eventually encourage
experimentation and innovation. Nevertheless, for more than two centuries, English
food traditions dominated American cuisine. Before the Civil War, there were four
major food traditions in the United States, each with English roots.

One unique feature of the American diet from an early period was the abundance
of meat and distilled liquor. One of the first major forces for dietary change came from
German immigrants, whose distinctive emphasis on beer, marinade meats, sour flavors,
wursts, and pastries was gradually assimifated into the mainstream American diet in
the form of barbeque, Cole slaw, hot dogs, donuts, and hamburger.

Today, food tends to play a less distinctive role in defining ethnic or religious
identity. Americans, regardless of religion or region, eat bagels, curry, egg rolls, and
salsa and a Thanksgiving turkey.

The main food in America is meat, fish and chicken. One kind of main food
may be presented in one meal. Hamburger and Hot dogs are the most famous food

in America. Hot dog can be bought in small shops or booths. In all menus of most



restaurants in America, there are hamburgers made with steaks, chicken, seafood, the
French fries and fresh salad. The last piece of dishes is the dessert, such as apple pie,
cheese cake, chocolate, ice-cream, etc.

Coffee and tea is the main drinks in America, milk follows. They often drink
Coco-Cola and Pepsi Cola. Some people like to drink wine, whisky and cocktail.

Adorable food in America was Fettuccine Alfredo, Lasagna, Cheese on
Broccoli, Pepperoni Pizza and so on. Fettuccine Alfredo is a kind of pasta food
made from Fettuccine pasta tossed with Parmesan cheese, butter, and heave cream.
In American cuisine, it is often mixed with other ingredients such as parsley,
chicken, garlic and shrimp. Lasagna is a form of pasta in sheets made with layers of
pasta, cheese, sausage and tomato sauce. Americans usually like regular Lasagna.
Cheese on Broccoli is cooked with heavy cheese, made the broccoli so sweet.
Finally comes Pepperoni Pizza which is Italian smoked sausage, pizza topped with

pepperoni made it so delicious.
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Fast food is the term given to food that can be prepared and served very
quickly. While any meal with low preparation time can be considered to be fast
food, typically the term refers to food sold in a restaurant or store with preheated or
precooked ingredients, and served to the customer in a packaged form for take-out/
take-away. The term “fast food” was recognized in a dictionary by Merriam-Webster
in 1951.

Outlets may be stands or kiosks, which may provide no shelter ot seating, or
fast food restaurants (also known as quick service restaurants). Franchise operations
which are part of restaurant chains have standardized foodstuffs shipped to each
restaurant from central locations.

The capital requirements involved in opening up a fast food restaurant are
relatively low. Restaurants with much higher sit-in ratios, where customers tend to
sit and have their orders brought to them in a seemingly more upscale atmosphere
may be known in some areas as fast casual restaurants.

Fast food outlets are take-away or take-out providers, often with a “drive-
through” service which allows customers to order and pick up food from their
cars; but most also have a seating area in which customers can eat the food on the
premises.

Nearly from its inception, fast food has been designed to be eaten “on
the go”, often does not require traditional cutlery, and is eaten as a finger food.
Common menu items at fast food outlets include fish and chips, sandwiches, pitas,

hamburgers, fried chicken, french fries, chicken nuggets, taces, pizza, hot dogs,
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and ice cream, although many fast food restaurants offer “slower” foods like chili,
mashed potatoes, and salads.

Modemn commercial fast food is often highly processed and prepared in an
industrial fashion, i.e., on a large scale with standard ingredients and standardized
cooking and production methods. It is usually rapidly served in cartons or bags or in
a plastic wrapping, in a fashion which minimizes cost. In most fast food operations,
menu items are generally made from processed ingredients prepared at a central
supply facility and then shipped to individual outlets where they are reheated,
cooked (usually by microwave or deep frying) or assembled in a short amount of
time. This process ensures a consistent level of product quality, and is key to being
able to deliver the order quickly to the customer and eliminate labor and equipment
costs in the individual stores.

Because of commercial emphasis on speed, uniformity and low cost, fast food
products are often made with ingredients formulated to achieve a certain flavor or

consistency and to preserve freshness.
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In the United States, coffee culture is frequently used to designate the
ubiquitous presence of hundreds of espresso stands and coffee shops in the Seattle
metropolitan area and the spread of franchises of businesses such as Starbucks
and their clones across the United States. Other aspects of coffee culture include the
presence of free wireless Internet access for customers, many of whom do business
in these locations for hours on a regular basis. The style of coffee culture varies by
country, with an example being the strength of existing cafe style coffee culture in
Australia used to explain the poor performance of Starbucks there.

In the world of marketing and entrepreneurship, Starbucks is a success
story. It is one of those stories of “excellence” taught as a case study at business
school. Founded in 1971, it really began its incredible growth under Howard
Schultz in 1985, and presently has 6,294 coffee shops. But what does its success
really consists of? A large cup of coffee at Starbucks is much more expensive
than at Dunkin ‘ Donuts: $2.69 compared to $3.40 for a Starbucks’ ‘venti’.

Chains with thousands of branches like Dunkin’ Donuts or Starbucks
dominate US daily street life. Especially in the morning (90% of coffee consumed
in the US is in the moming), millions of white foamy cups with boldly imprinted
pink and orange logos bob across the streets in morning rush hour and on the train.
Coffee drive-ins are a saving grace for the rushing army of helmeted and tattooed
construction workers. During lunch break, men and women in savvy business suits
duck into coffee shops.

These days coffee is second only to oil as the most valuable (legally) traded



good in the world with a total trade value of $70 billion. Interestingly, only $6
billion reaches coffee producing countries. The remaining $64 billion is generated
as surplus vaiue in the consumption countries. Small farmers grow 70% of world
coffee production. They mainly grow two kinds of coffee beans: Arabica and
Robusta. About 20 million people in the world are directly dependent on coffee
production for their subsistence.

Coffee in the US is a subculture that massively floated to the surface of the
consumer’s society. Starbucks is more than coffee, it’s more than just another brand
on the market, it is a social-political statement, a way of perceiving how you would
like to live, in other words it is a culture. Starbucks is the alternative to Coca-Cola
and so much more than just coffee: it’s chocolate, ice-cream, Frappuccino, trave!
mugs with exotic prints, cups and live music, CD’s, discounts on exhibitions and

even support for volunteer work.
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