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Social interactions between smoothie producers and visual smoothie consumers

This paper will be exploring a journey of ‘smoothies’ from kitchen to social media to another kitchen and draws upon existing research on the anthropology of food, including Johnston et al 2015, which explore foodscapes.
A foodscape includes the “…size, shape, texture, colors, and other qualities and may include other attributes such as divisions or demarcations apparent on the surface of the food.” (Sobal et al, 2007:133) It is essentially the landscape of a food substance. Foodscapes are important when it comes to food, as “their universal prevalence influences how much food people eat. Bite by bite, these microscale “-scapes” influence nutrient and calorie intake, and they have an impact on subsequent body weight and health.” (Sobal et al, 2007:135) Foodscapes are not particular well known or heard of, but it is clear to see after this description of the importance of foodscapes that they are a key element in the process of eating. They have power in how much nutritional value our body receives and the way it affects our body.
	The form of social media I will be using to conduct an investigation into the social interactions of a smoothie will be that of Instagram, a popular website and application for those who love to post images.
It is important to understand the history behind the smoothie; in Mediterranean and Eastern Cultures, the smoothie has in fact been around several hundred years, pureed fruit drinks were highly popular in these areas due to the heat and the health benefits which these drinks provided (Carmody, n.d.). However, the smoothie did not begin to spread across to the western world until the early 1900s due to improvements in technology. The invention of the blender and the home refrigerator in the early 1900s allowed for the smoothie to prosper in America. The smoothie was a known phenomenon; however, it was considered to be highly exotic as it only available in the east until technological advances in the west.
Before refrigeration was available in the home, smoothies were limited to fruit that was in season at the time. Therefore, banana, pineapple and strawberry were the amongst the most popular flavour smoothies at the time. However, fruits such as blueberries and pomegranates were more exotic and therefore consumers in the west had to wait for the invention of the refrigerator so they could be frozen and consumed during off peak seasons too. (Carmody, n.d.)
So, what exactly is a smoothie? In my opinion as a smoothie consumer myself, I would describe a smoothie as a brightly coloured (almost resembling that of synthetically coloured drink) liquid product, which is very viscous, full of both exotic and local fruits and is high in essential vitamins and minerals. It can be used as a substitute meal (most commonly a substitute for breakfast), an energy restorer after a heavy workout or as a cooling down agent during the heat of summer.
People’s interest in health and their body increased during the 1960s due to artificial sugar coming onto the market, diet plans and classes starting to become popularised by publications on diet fads and the establishment of Weight Watchers. In 1963 when Weight Watchers became public, 400 people queued outside hoping to be part of the very first meeting (Foley, 2012). The sheer number of people wanting to attend the first meeting amplifies just how important body image was to people then and how food and drink consumption are a huge part of the way we look, so they need to be monitored more closely.
The ideal figure for a woman in the 1960s was a thin and androgynous look, a reminiscent appearance of the 1920s flapper girl (Body Image and BMI, n.d.). However, public figures such as Twiggy and her up to date trends played a huge part in influencing women to change their look and body to keep up with the latest fashions. She “…gave other models and fans the idea that slim was definitely the key to success and popularity.  In average American society, weight was increasing rather than slimming down.” (Evolution of Female Body Image, 2012) However, if a well known and beloved icon was dressing a certain way or trying the latest diet, it would entice fans to follow in their steps to become just as popular and admired as a celebrity.
In recent years it is my belief that social media holds more power showing the world food and drink compared to for example televised cooking shows and other forms of visually presenting food and drink. However, in my opinion, the good old-fashioned recipe book will always hold more power in the tangible world. I am a huge fan of cooking shows; however, it has come to my attention in recent years that it is a very male dominated world. Shows such as the Hairy Bikers/Hairy Bakers, Masterchef and Jamie’s 15 Minute Meals are all presented by men, whereas applications available on electronic devices such as Instagram are in my opinion more female dominated.
Instagram will be the main application I will be referring to in this paper; an online application which allows users to create their own account and show pictures of what goes on in their everyday lives. Some people therefore use this application as a way of marketing businesses and others use it just as a way of sharing recipes from their personal accounts. Also included in the application is the ability to tag other people in posts which can create a wider network and allow people to connect with others who have similar interests. Users of Instagram frequently incorporate ‘hashtags’ too in their posts as a means of appearing when people search for specific topics or people. This therefore allows more people with similar interests to explore others accounts and gain more followers. The collection #smoothie contains thousands of images and other related collections such as #detoxsmoothie and #greensmoothie further delineate types of smoothie for the smoothie fan looking for inspiration.   
It could be stated that Instagram users with large followings have become essentially celebrities of the internet. Instagram users who post about food primarily and have become food celebrities arguably “…embody and articulate to audiences a kind of responsibilization, at the very same time they look to inspire practices of personal empowerment around food, health and choice.” (Johnston et al, 2015:214) These Instagram celebrities have become responsible on the world of the internet to influence people to love, care and respect their bodies more through the power of food and drink. Their posts are seen perhaps as a life line for some or a food bible to others, and they must be followed to achieve a happier and healthier life.
These internet celebrities have become much more “Accessible yet Exclusive Second, food celebrities embody the paradox of accessibility and exclusivity.” (Johnston et al, 2015:213) This therefore means that these posts on new healthy recipes, exotic fruits to try flavourful food combinations are easy to find online, recreate and enjoy primarily, but their trendy and commercial side is more of a happy coincidence.
With the invention of Instagram, it has allowed people to spend time and unleash their inner creativity to produce literal feasts for the eyes. This is one reason in my opinion that has made Instagram so popular and successful. The fact that Instagram relies solely on visual consumption “…epitomizes the culture of visual and psychological consumption: consumption of cooking, of tasting, of hunger, of passion, of the familiar and the exotic…” (Adema, n.d.:114) Instagram has removed the physical act of eating and has replaced it with a mental equivalent, we imagine eating the food in the image in our heads, imagine the texture, taste, smell and temperature of the food without ever trying it. This drives our minds crazy and perhaps leads to food porn being such a widely and heavily used term when we see a tasty meal online. 
Food porn is a term I will be using throughout his paper and it refers to food products which are visually highly desirable and create a need to buy them or make your own as they have become essential and memorable in consumers’ eyes. However, the phrase coined before food porn was that of gastro-porn, it was created by Alexander Cockburn, he described it as heightening “…the excitement and also the sense of the unattainable by proffering colored photographs of various completed recipes” (Cockburn 1977 in Mejova et al, 2016:250). This ties in well with Instagram as I have established earlier, Instagram generally only posts images of completed recipes which are in high definition, bringing out the colour and therefore enhancing its eye-catching potential. Filters are also added to enhance and perfect the images, they are essentially photoshopped to achieve perfection and therefore appear more appealing to the potential consumer. Text next to images entice the consumer more by using descriptive words such as fresh, natural and juicy to describe the fruits in the images, this in turn promotes healthier eating as the fruit sounds so delicious.
Instagram is thus a source of ‘thick description’ (Geertz, n.d. in Denzin et al, 2003) This means that Instagram with its hashtags, comment section and ability to tag people, allows people who do not have an account or do not know much about the smoothie world to gather an understanding of why the smoothie is so popular and what benefits accompany drinking smoothies. With each post an Instagram user creates, other users can comment on it, this therefore might allow for reviews to be given on perhaps a recipe or even advice to be given too from another user’s experience, this can create more followers as the user becomes much more accessible and easy to communicate with. This makes it an ideal field for the study of the anthropology of food. One of the problems I have observed with Instagram is that the images posted more often than not leave out the process of making, any problems that have occurred and just how messy it can get creating products; all that has been revealed is the final product. The element of eating the final product has also been removed.
During the first stage of my research, I conducted a search online to see if there were posts on how to produce great pictures that would be well suited for Instagram, to my surprise a few were listed by the likes of the Daily Mail for example. The Daily Mail’s piece I selected on creating the perfect Instagram picture in 12 steps points out that “Food boasting has become a huge thing. With people taking to the image-sharing site to add filters to otherwise-boring snaps and turning them into works of art.” (Victor, 2015) Food boasting appears to be a key element to incorporate when using Instagram, by adding a quick filter here and there, a crop and a caption, an image instantly becomes more lively, realistic, colourful and tempting to eat, the aim is to create a work of art everybody desires to own. 
Before completing a questionnaire to send out to potential participants on the social life of smoothies, I used Appadurai’s book (n.d.) to gain a better understanding of what The Social Life of Things actually encompasses. Appadurai expresses that “Economic exchange creates value. Value is embodied in commodities that are exchanged.” (n.d.:.3) This relates well to the subject of smoothies on Instagram, as the promotion of recipes through the images posted creates money, and the money that is created through this promotion of smoothies makes the consumer believe that these are highly beneficial and necessary purchases to make. They are so important to have in our lives and are therefore seen as more highly valued above other drinks.
Another academic I studied to help me understand The social life of things (n.d.) was that of Kopytoff; Kopytoff states that “…see what sort of biography it regards as embodying a successful social career.” (n.d. in Miller, 2001:11) This helped me to form a question in my questionnaire, as it is important to consider how exactly the smoothie in the post came about. If it was already a well-known recipe from other sources, perhaps it is considered to have a much more stable and substantial biography. It could be considered to be successful as it is available on so many online places, cookbooks and perhaps cooking shows too in comparison to a home-made/family recipe. A home-made/family recipe doesn’t have the support through other sources too.
Drawing on the work of Kopytoff, I have then moulded this concept into looking into the idea of whether any of the smoothies in the posts by selected users have listed the recipe so that other users may try and test it themselves. Kopytoff writes: “…exchange being a universal feature of human social life and, according to some theorists, at the very core of it.” (n.d. in Miller, 2001:13)
In The Cultural Biography of Things (Kopytoff, n.d. in Miller 2001), Kopytoff asks questions such as “Where does the thing come from and who made it?” (p.11) and “What has been its career so far, and what do people consider to be an ideal career for such things? (p.11).
I have contacted 10 users of Instagram whose main focus on the application is to post images of food and drink either to further their business, number of followers or promote recipes. I asked a series of questions relating to the ‘social life’ of the smoothies that they have presented images of.
To collect the data necessary, I messaged 10 Instagram users that’s main focus was to posting images of smoothies. Of these 10 users, responded; when asked about whether the images posted were of original recipes or of replicated ones from other sources such as cookbooks or television shows, two of these users expressed that the aim of their posts was to promote their own tried and tested recipes, so Instagram was essentially a way of making business or promoting themselves to other users, this in turn creates a great form of networking. One of these two users even had a link attached to their post for a downloadable version of their 75+ smoothie recipe book, therefore promoting her own business.
The user with the 75+ recipe book shows a connection between a smoothie producer and a visual smoothie consumer, as she uses an image of an original flavoured product to entice visual consumers to then purchase their own version of her recipes. She uses Instagram as a means of improving her business and ties the link between an image to a physical purchase improving the smoothie’s social life and biography.
Another question I asked these users included whether any recipes were influenced through family recipes or culture to gain an understanding of cultural and historical movements the smoothie has made. One of my participants responded to this question by stating that she uses pumpkin in one of her smoothie recipes due to the fact that she was born and raised in North America. Pumpkins are native to this area and are in high demand for both eating and recreational purposes. She stated that she was brought up on pumpkin pies using a ‘famous’ family recipe and carving pumpkins with her family for Halloween. She said that by incorporating pumpkin into her smoothie it brought back a taste of home and all the special memories she has surrounding pumpkins. This shows that the element of adding pumpkin to her smoothies has created historical path in which her smoothies have travelled. It is historical in the sense that pumpkin flavoured drinks and food pay homage to her family and also the area in which she was born and raised. The idea of incorporating pumpkin has been passed down from generation to generation.
Dates were another fruit used in one of my participant’s smoothies, she said that this is due to being a Christian. She states that the Bible does talk about date fruit and uses the fruit in her drinks to feel closer to God as she is eating some of the same things as Jesus’ followers did thousands of years ago. Date fruit also brings her happy memories too, as around Christmas time, her family will have bowls full of dates available for all to snack upon in front of the fire. She says by incorporating this fruit into her drinks that she feels an increase in faith and closer to family also. The incorporation of date fruit into these recipes shows a huge cultural influence. Christianity has played a huge part in what foods she consumes and its reaffirmation of ones’ faith. Not only is this cultural, but historical too as the Bible is centuries old and therefore could have influenced just as many people, or more, as my participant into what she eats and the affect this has on them.
I also wanted to find out what the smoothies purpose is and whether it is well suited to this career choice to gain an understanding of a smoothie’s social life. One of my responses to this question stated that in her opinion, a smoothie’s purpose is to encourage people to eat/drink more healthily, especially students at university (college in her words). She believed it was well suited to this career choice as students are looking for food substances that will keep them full for long periods of time and are at an affordable price, she said that the solution to this was to drink smoothies as a snack or as a substitute for breakfast perhaps. She believes in her eyes that this is a successful career choice and will be for a long time being a student herself and experiencing first hand the many benefits drinking smoothies has on her everyday life. This emphasises that the smoothie is food for students, its life revolves around feeding young adults and containing fruits that are affordable for those on a budget.
The idea that a smoothie’s purpose is to promote a healthier diet at an affordable price is something that all four of my participants touched upon.
[bookmark: _GoBack]However, the other three of my participants also stated that a smoothie is almost like a medicine in that it helps to revitalise after an intense workout for example. A smoothie’s purpose is to get our bodies recovering in a healthy and pleasant way so that we can keep on exercising and getting on with our day without having to take out too much time to recuperate. They believe that this is a successful career choice for the smoothie as it helps to restore blood sugar levels if one feels faint after a workout, without the use of synthetically manufactured energy drinks. Not only this, but my participants also stated that a smoothie’s career is successful in this line of work as some gyms and swimming pools for example are located in town and city centres where the temptation to go for an unhealthy meal after a workout is extremely high. With the company of a smoothie, this fills people up for longer than a normal drink and will hopefully cut down on the amount of people who have become hungry after their workout and fancy a bite to eat. It is a perfect post workout snack/meal. The answers to this question indicate to me that the social life of a smoothie in this instance is that of a recovery drink, but also as a means of limiting people’s temptation to eat unhealthily when surrounded by tempting snacks and treats that are not as good for the body as a smoothie is.  
 “The ability to gain new knowledge through mediated food celebrity engagements might then empower an individual or family to broaden their palate, their food choices or develop, for example, more healthy diets and eating habits.” (Johnston et al, 2015:214) Through these social affiliations, in my opinion, these Instagram celebrities hold much more power over what we eat than we actually realise, they influence one’s buying habits, taking people out of their comfort zone by exploring the exotic and allow for physical changes to happen to one’s body. All of this might be highly beneficial at the end result; however, it is scary to think that these celebrities have so much power and control into getting people to reach new results that would perhaps never have been even thought about or considered in the first place.
In conclusion, I have learnt from the questions I have asked that smoothies have a strong historical, cultural and social background to arrive at where they are today in society. In my opinion, Instagram has played a huge part in encouraging a new social life for smoothies by posting enticing photoshopped imagery to promote healthy eating and drinking in the work place, workout space, home environment and on the move. Instagram has created a network of visual feats for visual consumers through food porn.
Smoothies have deep historical backgrounds, unique to each smoothie perhaps through family recipes and cultivation of particular fruits in certain areas. Cultural influences affect smoothies too due to religion and their thoughts on particular food items. They can reaffirm a faith in ones God and create memories during festivals linked to the fruit.
From the readings I have studied during this piece, I have learnt a great deal about understanding the biography of a food socially, historically and culturally too. This linked well with the answers I received from my participants which helped to reiterate how a smoothie can have three different forms of biography which is individual and personal to each smoothie. I acknowledge that whilst smoothies are visually very aesthetic, they are full of memories of family (history) and culture, this could be classed as both a visual and sensorial form of nostalgia.
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