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Food and Health

| Section A Speed Reading

There are 2 passages in this section. Each passage is followed by some
exercises, including matching the statements with the paragraphs. You

are required to skim or scan the passages, then finish the exercises

followed.

Directions:

Male or Female, You Are What You Eat

On the night of my freshman homecoming, my date and I, along with four other
giggling (EIEEE) couples, sat down to eat in one of the terrible Australian-themed
steakhouse restaurants. When faced with the familiar anxiety of what to order, the
choice proved remarkably simple: all five boys ordered steaks or hamburgers, “well-
done”; and all five girls ordered salad in combinations of chicken breast and mandarin
orange. Though I am a girl, I am not willing to pay much for a bowl of chopped leaves.
I would have much preferred a nice juicy hamburger with tries. But unspoken peer

pressure prevailed — I did want to be one of the slim and attractive girls, didn’t I?

This same scenario plays out in dining rooms across the country, men reviewing the
STEAK & CHOPS or FROM THE GRILL menu listings (or looking for the most

- o
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expensive item, in my 17-year-old brother’s case), while women choose the fish special
or “just a salad, to save room for dessert”. Female fans of filet mignon (ﬁﬁﬁljﬁi:ﬁfi)
and men who order strawberry salads, meanwhile, have surely noticed their server’s
hesitation. When they reach the table with the ordered food, servers sometimes even
mistakenly switching (J#462) the orders to place a plateful of ribs in front of the man
and the frozen fruit cocktail in front of the woman. Undeniably gender has a strong

influence over people’s preferences or perceived preferences of what to eat.

It seems to be true that more women than men
are chronic (XJ5PEMY) dieters, as there is much

greater cultural pressure for women to watch

their weight and therefore what they eat. This
is learned at a very young age. Women have
learned to attach guilt to foods high in calories

and fat. Men, meanwhile, attach physical

strength and height to the consumption of
animal protein and dense, high-energy foods. It’s important to

emphasize that these differences have developed with a certain basis. The teenage me
certainly didn’t fall into these gender patterns: my favorite school lunch in high school
was more like a boy’s type — the Monte Cristo sandwich (a fried ham and cheese

sandwich).

Food advertising provides fairly clear evidence of this gender-typing of foods.
McDonald’s advertisements, for example, typically show young men enjoying their beef
hamburgers, while ads for salads or their new breakfast oatmeal (37 ") with blueberries
feature active-looking women. Chocolate advertisements are overwhelmingly aimed
at women with themes of pleasure and indulgence ()'ﬁ[é};\), or a deserved break from
a stressful life. Ads for spicy wings and beer, on the other hand, target the males by
showing groups of male buddies ( JI:5) watching football on TV, or trying to pick up

women in bars.

Moreover, evidence shows that advertising initiatives help form gendered preferences
for food in an unconscious way. These advertisements gender-type specific foods to

specific consumer groups. By creating perceptions of masculinity (5 < #) and

(S
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femininity (P4 f7) attached to their products, advertisers encourage consumers

to reaffirm their gender identity through their food choices and become consistent,
reliable consumers of these products. Yorkie chocolate bars, popular in England, were
created with the bold slogan “IT’S NOT FOR GIRLS!” intending to appeal to an
untapped (R & [Y) male population of chocolate consumers.

Some studies have shown that men as a group tend to make dietary choices that
conflict with their actual preferences, revealing that they are more influenced towards
foods that they perceive. It makes sense that the eating choices of heterosexual (5F
PERHY)) men are, as a whole, more limited and inflexible than the choices of women
or gay men, because the idea of “masculinity” in our culture is a rigid and supposedly
stable concept. In other words, there are not as many acceptable and recognizable ways
to be a man as there are to be a woman. Men in our society are more concerned with
defining and reaffirming their gender identity, and this is expressed through food as

much as other lifestyle choices.

Consuming foods such as red meat, therefore, make the eater feel more “masculine”
with all of its associations: strength, power and success. This goes just as much for
women as it does for men. The highest-priced items on a menu will always be the cuts

of red meat or seafood. It is no accident that a high-profile business dinner will see a
lot of tenderloin (4 B ¥ [) on the table.

Carol J. Adams in her book The Sexual Politics of Meat (every feminist vegetarian’s bible)
makes precisely this connection between eating meat and conforming to accepted
modes of masculinity. I, personally, reject the idea that the male appetite for meat and
adventure and the female appetite for vegetables, cupcakes and domestic foods are
“natural” and linked to evolutionary behavior. This explains our eating differences as
an evolved biological necessity to ensure the propagation (%) of our species.Gender
itself is not “natural”; it is a social construct that we perform in every behavior,

including eating.

In conclusion, I advise girls not to order salad on homecoming night, and I advise boys

to eat cupcakes, even the ones with pink frosting
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wXercises

1 EOCL of the folloumg stotements contomns information gven :
in one of the porogrophs in this possoge, Tdentify the porogoph from u\;d\
the mformotion is derved, You woy choose o porogroph mare thon once. Eoch
pPorogoph is morked with o letter, Ansier the questions by morking
the corresponding letter in the blorks

-

1. Servers may hesitate to serve filet mignon for females or strawberry salads for males.

2. Men generally care more than women about gender identity as expressed through

wh

their food choices.

P

3. Under peer pressure, I had no other choice but to order salad in combinations of

g
MR a0

chicken breast and mandarin orange.

P ——

4. Advertisements help form and reinforce gendered perception of food to create

z customer loyalty.

e

5. Food advertising has a gender-typing tendency.

6. Gender is an undeniable factor when people choose what to eat. :

|
: 7. I challenge the idea that gendered preferenées for food result from human evolution.

8. It is a cultural phenomenon that women attach great importance to their weight
and food.

|
: 9. I advise people to eat whatever they want regardless of gendered perception.

10. Red meat, which is culturally associated with masculinity, is often dear in price and

a feature in business dinner.



