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ABSTRACT 

In recent years, the concept of local food has attracted a great amount of attention.  Little is 

known, however, about the organization and particular characteristics of local agrifood systems 

in different regions.  This research paper examines the extent to which Chinese and fine dining 

restaurants in Vancouver, British Columbia (BC), purchase products from the local BC food 

system.  The study also explores what factors affect the food purchasing practices, marketing 

strategies and supply chains of the two restaurant groups.  Findings are based on data from a 

representative sample (n=79) and self-completion survey.  Three-fifths of Chinese restaurants 

report sourcing over 60% of their annual food purchases from BC compared to one-third of fine 

dining restaurants.  The difference in local food purchasing practices is not simply one of ethnic 

and non-ethnic cuisine types and differing food cultures.  Less expensive restaurants in both 

groups are more likely to source local food.   

 

Keywords:  local food; Vancouver; food purchasing practices; food service industry; urban food 
policy; local food systems. 
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1: INTRODUCTION 

In recent years, the concept of local food has attracted a great amount of attention.  Celebrity 

chefs promote food that is fresh, local and in season (Inwood, Sharp, Moore, and Stinner, 2009).  

The slow food movement and concepts like ‘eat your view’ (Pollan, 2006) and the ‘100 mile diet’ 

have received great interest from the public (Miele and Murdoch, 2002).  Farmer’s markets, 

food box delivery programs, community supported agriculture and other farm direct sales have 

grown in popularity in the last decade (Hinrichs, 2000).  Canadian Municipalities and their 

American counterparts have started to put relocalizing the food system on the municipal agenda 

by forming food policy councils, drafting food charters and adopting mandates to develop ‘just 

and sustainable food systems’ for cities (Mendes, 2003).   

This interest in local food has grown out of a concern about the rapid changes that have taken 

place to urban food systems in the last 50 years (Millstone and Lang, 2008).  With more than 

half of the world's population now living in urban centers, understanding the urban food 

systems that support cities and feed urban residents has become increasingly important.  The 

parallel forces of globalization and industrialization have drastically changed the way food is 

produced, distributed and consumed.  These changes have raised concerns over the 

environmental impacts of large-scale industrial farming and about the distance that has grown 

between producers and consumers as food systems become ever more complex (Allen, 

FitzSimmons, Goodman and Warner, 2003;  Millstone and Lang, 2008;).   

Local agrifood systems are often seen as alternative, even oppositional, systems to the 

conventional industrialized global food system (Morris and Buller, 2003; Moverley, 2007; 
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Donald, 2009).  The products produced by local food systems are frequently equated with 

notions of quality, freshness, wholesomeness and superior flavour (Inwood et al., 2009).  Local 

food has a clear origin of place (Feagan, 2007) and therefore is often seen to present 

opportunities for social embeddedness (Ross, 2006).  Further emphasis is placed on the 

opportunities local food systems provide for both rural and local economic development 

(Marsden, Banks and Bristow, 2000; Murdoch, 2000; Renting, Marsden, and Banks, 2003; Watts, 

Ilbery and Maye, 2005; Ross, 2006; Feagan, 2007).  The concept of local food, however, is 

problematic in that it has a variety of contradictory and ambiguous meanings (Allen et al., 2003).  

Several authors challenge the assumption that local is inherently ‘good,’ arguing that food 

systems at the local scale are not necessarily more sustainable or socially just systems nor do 

they always provide healthier or better quality products (Winter, 2003; Born and Purcell, 2006).   

Despite all of the attention and debate that local food and local food systems have received in 

recent years, little is known about the organization, particular characteristics and types of 

connections that exist in different local and regional agrifood systems (Jarosz, 2000; Donald and 

Blay-Palmer, 2006).   This is particularly true in examining how certain actors or sectors within 

local food economies deal with sourcing locally.  This paper examines how one sector in the 

Vancouver food economy, the food service industry, connects with the ‘local’ British Columbia 

(BC) food system.   It presents the findings of a restaurant survey conducted on two types of 

Vancouver restaurants, fine dining and Chinese, and seeks to gain a better understanding of the 

local food purchasing practices of these two restaurant groups.  Two questions are central to 

this exploration of the food purchasing practices of Vancouver’s fine dining and Chinese food 

service establishments:   
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1)  To what extent do fine dining and Chinese restaurants purchase products from the 

local (BC) food system? 

2) What are the factors that affect food choices amongst the study population and are 

these factors different for each restaurant type?    

It is found that both fine dining and Chinese restaurants purchase a high percentage of their 

food from the local food system.  Three-fifths of Chinese restaurants report sourcing over 60% 

of their annual food purchases from BC compared to one-third of fine dining restaurants.  

Chinese restaurants tend to focus on purchasing products from the Lower Mainland whereas 

fine dining restaurants buy similar amounts of ingredients from all areas in BC.   

The difference in local food purchasing practices between fine dining restaurants and Chinese 

restaurants is not simply one of ethnic and non-ethnic cuisine types and differing food cultures.   

Less expensive restaurants in both groups are more likely to source local food.  Further, smaller 

fine dining restaurants tend to source more local food than large ones, unlike Chinese 

restaurants, where the size of the establishment does not greatly influence how much local 

product is purchased.   The price of food products, the perception of food quality, the type(s) of 

cuisine served and the ability to find distributors appears to have little influence on Vancouver’s 

fine dining and Chinese restaurants’ food choices.  

This paper begins with a discussion of the academic literature on urban food policy, global and 

local food systems, the role restaurants play in the local food sector and the debates 

surrounding the definition of the term ‘local food’.   This is followed by a detailed outline of the 

research methodologies employed in the study.  An overview of the BC food sector provides 

context for the subsequent discussion of the survey results.  The results are laid out in several 

sections beginning with a presentation of the type and quantity of food purchased by each 
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restaurant category.  The following section discusses the general characteristics of the two 

restaurant types, which is followed by an examination of the perceptions held by each group 

regarding the qualities of food products from different regions.   The discussion then leads to an 

exploration of how each restaurant category deals with the marketing of local products and 

takes a look at the supply chains that provide these restaurants with their ingredients.  Finally, 

these characteristics, perceptions, marketing strategies and approaches to local food purchasing 

are compared with a ‘localness’ indicator that underlines how some of these factors affect the 

food choices made by fine dining and Chinese restaurants.   The paper concludes with 

recommendations for future studies and explores what the findings of this study imply for urban 

food policy.  
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2: CITIES, THE GLOBAL FOOD SYSTEM AND URBAN FOOD 

POLICY  

Food is one of the most basic human needs.   It is both a daily physiological requirement and an 

important part of human culture and socialization (Murcott, 1982; Mintz and Du Bois, 2002).  

Food supplies are transported into cities and delivered to supermarkets, restaurants and other 

commercial food customers to be consumed by urban residents on a daily basis. The food 

system that provides cities with this constant supply of food products consists of actors – 

including farmers, distributors, food retailers, restaurateurs and regulators.  It works 

continuously to source, process, distribute and sell food products and remove wastes from 

urban centers.   

Over the past 50 years the parallel forces of urbanization, globalization and industrialization 

have had a major impact on how urban centers provide food products to their residents. Cities 

have become ever more reliant on a globalized industrial food system to meet the needs of 

growing urban populations (Millstone and Lang, 2008).  More than half the world’s population 

now lives in urban centers and as more people move into or are born in cities, the nature and 

stability of the food system that supports these urban centers becomes increasingly important.    

In the 2006 Canadian Census, 25 million Canadians (80% of the population) lived in urban areas, 

places with populations of 1,000 or more people, which have at least 400 persons per square 

kilometre (Human Resources and Skills Development Canada, n.d.).  Many cities are facing 

problems of sprawling urban growth, which results in an increasing loss of the surrounding 

agricultural land to housing and other urban needs (Smith and Haid, 2004).  As cities lose local 

farms and farmland, a silent shift has taken place in which urban food systems have become 
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ever more dependent on global food system to feed urban residents (Pothukuchi and Kaufman, 

1999).   

With these issues in mind it is therefore surprising that food planning and policy has not 

traditionally been seen to be a part of planning at the municipal level of government (Mendes, 

2008).  Policy-makers have tended to view the food system as an agricultural and therefore 

distinctly rural issue (Pothukuchi and Kaufman, 1999).  However, the “re-conceptualization of 

food systems as an urban governance issue” (Mendes, 2008: 943) and as an important urban 

system (Pothukuchi and Kaufman, 1999), has resulted in food system policy and planning 

becoming one of the newest items on the municipal and regional government agenda 

(Pothukuchi and Kaufman, 2000; Mendes, 2008).  Over the last couple of decades a number of 

American and Canadian cities have developed municipal-level food policies, food charters and 

food policy councils (Mendes, 2003; Morgan, 2009).  In combination with issues of food justice 

and fair access, a predominant theme in the discussion has been the concept of food security.  

Defined by the Food and Agriculture Organization of the United Nations,  food security is the 

condition in which “. . . all people, at all times, have physical and economic access to sufficient, 

safe and nutritious food to meet their dietary needs and food preferences for an active and 

healthy life.” (Food and Agricultural Organization of the UN, 1996: para. 1).  The interest in food 

policy issues at the municipal levels stems in part from this concern that cities are overly reliant 

on a conventional food system which does not ensure food security (Anderson and Cook, 2000), 

but also often stems from larger concerns about sustainable urban development and climate 

change mitigation (Mendes, 2008; Donald, 2009; Morgan, 2009).   

The globalization and industrialization of food systems has changed the very nature of food 

production, distribution and consumption.  Scholars point out that the global food system has 
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become increasingly dominated by a small number of multinational agrifood corporations; 

progressively more complex, resulting in the widening of the distance between producers and 

consumers; and ever more reliant on large-scale mono-crop industrial farming to feed a growing 

global population (Allen et al.,  2003;  Millstone and Lang, 2008;).  Concerns are raised about the 

regulatory frameworks that support industrial farming and transportation as well as the 

environmental impacts of this type of production, both in terms of inputs and wastes (Allen et 

al., 2003). Kattides and Lima (2008) highlight the effects this globalized system has on 

communities, arguing that the internationalization of food systems has caused “the rapid 

demise of environmentally-sound small-scale agriculture, family farm enterprises [and] 

traditional food cultures and diets” (Kattides and Lima, 2008: 45).  Also cited as concerns are the 

consequences that the global system has for human health, particularly in terms of nutrition and 

safety (Murdoch, Marsden and Banks, 2000; Allen et al., 2003) as ultimately food is an ingested 

commodity that becomes the building blocks of the human body.   This globalized food systems 

has produced what Berry calls the ‘Industrialized eater,’  consumers who do not recognize that 

“eating is an agricultural act, who no longer knows the connections between eating and the land 

[and] who [are] therefore passive and uncritical (as quoted in Inwood et al., 2009: 178). 

Local Food as an Alternative System 

Local food and local agrifood networks are being championed by a growing number of scholars, 

activists, consumers and policy-makers as an alternative to the conventional global food system 

(Morris and Buller, 2003; Moverley, 2007; Donald, 2009).  The concept of local food has become 

intrinsically linked with notions of ‘alternativeness’ and ‘quality’ of products (Murdoch et al., 

2000; Allen et al., 2003; Sage, 2003).  Allen et al. writes that “localizing food seems to manifest 

both oppositional and alternative desires . . . [Local food] initiatives are framed as counter 
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movements” (Allen et al., 2003: 63) that challenge corporate power and attempt to mitigate the 

socially and ecologically destructive forces of an industrialized food system.  Consumers, 

including restaurant chefs and other food service professionals, that engage in consciously 

purchasing local food are attracted by a variety of reasons.  Some are motivated by the belief 

that local food is more nutritious and wholesome, others by the perception that local food is 

more flavourful and fresh and others over concerns about the effects of transporting food great 

distances (Inwood et al., 2009).    According to Ross, growing food locally provides opportunities 

for increased food security and local economic development because it is seen as a means of 

supporting “small and medium sized farms, revitaliz*ing+ rural communities and transform*ing+ 

producer/consumer relationships” (Ross, 2006: 114).  Great emphasis is placed on the 

opportunity that local food presents for rural development (Marsden et al., 2000; Murdoch, 

2000; Renting et al.,  2003; Watts et al., 2005; Ross, 2006; Feagan, 2007).  Supply chains that 

connect rural and urban communities represent real opportunities for revitalizing rural 

communities (Ross, 2006), because they are the link between rural and urban food economies.  

Local food networks are often equated with the goals of sustainable agriculture because local 

food can help support small-scale organic farming and reduce emissions from long distance 

transport (Smith, 2008).  Local food has a clear place of origin, which creates a sense of 

connection to the food items and to where and how they were grown (Hein, 2006; Feagan, 

2007).   

Putting Local Food on the Menu 

Restaurants and the culinary community are recognized as potentially important partners in 

building support for local food systems.  They respond quickly to “take advantage of the latest 
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trends almost as quickly as the fashion world” (Slavens, 2005: 16).  And the latest trend in the 

restaurant purchasing sector is local food (Tanyeri, 2008).   

Local food has not always been important to the culinary community.  In the early 1970s when 

Jeremiah Tower and Alice Waters started to seek out locally grown, farm fresh ingredients for 

the menu of their San Francisco restaurant, Chez Panisse, it was considered a new and radical 

way of purchasing food.  Historically, eating food that was grown locally was not considered an 

innovative act, but with the development of the global and industrial food system, ‘intentional 

consumption’ had become a novel thing.  This new trend in the early 70s, known as ‘California 

Cuisine,’ spread through the culinary community (Inwood et al., 2009).  Seasonality became 

equated with quality and chefs following this trend would change their menus on a daily or 

weekly basis in order to respond to the seasonality of local products (Starr et al., 2003; Inwood 

et al., 2009).     

More recently, organizations, both at the local and national level, have been established with 

mandates to create awareness about the impact of chef’s food choices.  Formed in 1993, the US 

organization, Chefs Collaborative, is a network of chefs that are “changing the sustainable food 

landscape using the power of connections, education and responsible buying decisions” (Chefs 

Collaborative, 2009).  They provide a means for chefs to share best practices, facilitate farmer-

chef relationships and offer education and informational opportunities for the culinary 

community (ibid).   A similar organization in Canada, the Canadian Chefs’ Congress, founded in 

2008, holds biennial conference to foster the Canadian food culture identity through connecting 

“chefs to *the+ land in solidarity with farmers, fishers, gardeners, foragers and all artisanal food 

producers” (Canadian Chefs’ Congress, 2010). 
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Chefs and restaurants are in a position of significant influence over the production and 

consumption of food products.  As the presenters and marketers of food, they have the 

potential to increase interest in and awareness about local food among customers and 

consumers.  Restaurants have at their disposal various communication tools and strategies to 

convey information about their food products, including signage, marketing and wait staff 

(Inwood et al., 2009).   The rise of the celebrity chef in recent years is a prime example of the 

type of influence that some restaurant professionals can have in the wider community.   It is the 

interpersonal interactions, however, between restaurant professionals - who are passionate 

about food issues - and other food sector agents that hold the greatest potential for creating 

change in the food service industry (Inwood et al., 2009).  These types of influential interactions 

can happen between early adopters of local food purchasing and other vertical (other non-local 

food focused restaurants and industry professionals) and horizontal agents along the food 

supply chain, namely food distributors, farmers and producers.  In a recent report published by 

the Vancouver Economic Development Commission, Hild (2009) argues that restaurants, like 

supermarkets, can have a significant influence over their supply chains.  A study by Ilbery and 

Maye (2006) of local food retailers in the Scottish-English borders consider restaurants to be a 

form of food retailing.   They demonstrate that these retail shops operate ‘individually 

customized [local food] supply chains.’  Millstone and Lang (2008) have laid out how some food 

retailers, namely supermarkets, have become increasingly powerful and influential in the past 

50 years.  They are seen to be the gate-keepers to food chains (Smith, 2008) and have the 

capacity to “reconfigure supply chains *by+ developing sophisticated outlets and distribution 

systems (Ilbery and Maye, 2006).  Although some restaurants, as in the case of large-scale chain 

and multinational restaurants such as McDonalds, have the same ability to shape and control 

supply chains, most restaurants do not hold the same power.  Instead the power of locally-
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owned small and medium sized enterprises lies in the power of trend-setting and community 

leadership.  It is the relationships that these businesses form with other food sector agents as 

well as members of the greater community that provide the greatest potential for change.   

Several studies have begun to explore the intersection between the food purchasing practices of 

the culinary community and the local food movement.  Inwood et al. (2009) are able to 

demonstrate that Ohio chefs and restaurants, as early adopters of local food purchasing, act as 

opinion leaders in their community.  To explore this question they use the model of diffusion of 

innovation developed by Roger (2003), which depicts innovation as a new idea or practice that 

provides an advantage to the adopter in social or economic terms (Inwood et al., 2009).  

Restaurants are able to act as promoters of local food by using signage, wait staff and cooking 

classes.  However, it was also found that significant barriers existed to a more wide spread use 

of local foods, including supply reliability and convenience issues (ibid).    

These concerns are echoed in a study conducted by Starr et al. (2003) of Colorado restaurants.  

While there was an interest from respondents in purchasing more local products, most 

restaurants surveyed pointed to problems with distribution, reliability and consistency.  A 

similar report on the opportunities for connections between Iowa farmers and the Hotel and 

Restaurant Industry, found that high-end restaurants offered the best market potential for 

Iowa-grown products.  These establishments had the ability to be flexible with their menus and 

thus  were able to respond to the seasonal nature of Iowa products.  They were also more 

willing and able to promote Iowa-grown ingredients (Scanlan and Associates, Huber and Karp, 

2000).  Hild highlights that Vancouver restaurants face many of the same challenges in terms of 

the cost and supply of local food (2009). 
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These studies provide foundational knowledge about the food purchasing practices of 

restaurants.  However, there are several large gaps in the research which this study attempts to 

address.   First, many of the studies of restaurants and their relationship with local food are 

combined with investigations of hotel and supermarket industry sectors and therefore the 

results of the study are often tangled up with discussions regarding these other food retailers. 

This paper focuses solely on the food service industry in order to provide a detailed examination 

of this one sector.  Further little attention in these studies is paid to the food purchasing 

practices of ethnic restaurants, perhaps because most of the regions that have been studied do 

not enjoy a wide range of culinary options.  Donald and Blay-Palmer (2006) do discuss ethnic 

cuisine as part of what they call an emerging ‘creative-food industry’ in Toronto, Canada, but 

their study does not examine the extent to which these restaurants and other food retailers 

purchase from products the local system and why.  Like Toronto, Vancouver’s restaurant 

industry is highly diverse, reflecting the multiculturalism of the city and surrounding 

metropolitan region.  Therefore, while this research project continues the work of previous 

studies, it also examines one type of ethnic restaurant: the Chinese restaurant, which to date 

has received little academic attention.    

Making the Case for Vancouver’s Fine Dining and Chinese Restaurants 

Fine dining and Chinese restaurants were chosen as the focus for this study for several reasons.  

The original intent of the research had been to gather data on the food purchasing practices of 

all types of Vancouver restaurants.  During the pilot test of the survey, however, it became 

apparent that for many respondents, language was a significant barrier to completing the 

survey.   Roughly half of restaurants in the pilot cluster served some form of ethnic food and 

English was the second language for many of the respondents from these restaurants.  Of the 
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twenty-three restaurants in the pilot cluster, there were two Thai, four Japanese, one Chinese, 

one Singaporean, one Indian, one Vietnamese and one Korean restaurant.   To address this issue 

of language and to be able to provide translated survey material to the study population, it was 

necessary to narrow the focus of the study to one type of ethnic restaurant: Chinese.   

Fine dining restaurants have already been the focus of several studies (Scanlan and Associates et 

al., 2000; Smith and Hall, 2003; Starr et al., 2003; Inwood et al., 2009) and therefore, from an 

academic perspective something is known about the food purchasing practices of these types of 

establishments.  Surveying fine dining restaurants adds to this body of knowledge and provides 

an opportunity to gain a detailed understanding of what is happening in the case of Vancouver.  

In contrast, from an academic point of view, little is known about the food purchasing practices 

of Chinese restaurants.  While other studies have included Asian restaurants in their research 

(Smith and Hall, 2003), ‘Asian restaurants’ is a broad category that includes many types of 

cuisines and cooking styles.  None of these studies have focused specifically on the particular 

food procurement practices of any type of Asian restaurant.    

Moreover, Hild (2009), in his recent report on the local food economy in Vancouver, states that 

the distribution networks that supply ethnic restaurants with their food products are distinct 

from the networks that supply other Vancouver restaurants with their supplies.  This would 

seem to support Jarosz’s (2000) understanding of supply chain networks as social relations.  

Because the distributions systems that support Chinese and non-Chinese restaurants are 

different, it is important to explore whether the procurement practices and the barriers they 

face in sourcing local food differ between restaurant types.   

Vancouver residents of Chinese decent are the largest visible minority group in the region, with 

over one in five Vancouverites identify Mandarin, Cantonese or Taiwanese as their primary 
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language in the 2006 Census (City of Vancouver, 2008).  The Metro Vancouver region is home to 

over 750 Chinese restaurants (Urbanspoon, 2010) and is said to have some of the best Chinese 

food in the world (Schatzker, 2010; Lam, 2010).  A recent article in Montecristo, a Vancouver-

based magazine, quotes Mark Bittman, a food writer for the New York Times, as saying that 

“Vancouver is to Asian food what New York is to European: a place where cuisine is often as 

good, and sometimes better, than in its country of origin”  (Kant, 2010: 55).   

Vancouver has not always been known internationally for its Chinese cuisine.  Stephen Wong, a 

Vancouver chef, food writer and founder of the Chinese Restaurant Awards (CRA), explains that 

in the 1970s and 80s very few Chinese restaurants could be found outside the boundaries of 

Chinatown.  The repatriation of Hong Kong into mainland China caused an influx of Chinese 

immigrants to move to Vancouver in the 1990s.  They brought with them wealth, both in terms 

of chefs with culinary expertise and a new Chinese community willing to pay more for fine 

Chinese cuisine (Kant, 2010).    

Lee Man, also a Vancouver food writer, remembers growing up in Vancouver and eating in 

Chinatown with his family.  “Coming together to eat was more than just about having a meal – it 

was about being part of a community, and food was integral to that identity” (Kant, 2010: 55).    

He recounts how he would go foraging for watercress, catch rock cod and dig for goeduck and 

oysters with his parents.  When they “brought the ingredients home, it was all about applying 

Chinese cooking techniques to *their+ new finds” (Kant, 2010: 56).    Wong argues that Chinese 

restaurants were in many ways early adopters of using local ingredients in their cooking and 

were eating local foods, such as spot prawns and Dungeness crab, long before the rest of 

Vancouver’s restaurant community.    This practice of eating local foods did not come about 
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from an ethical or environment standpoint, however, but rather was driven by a pragmatic 

approach to finding the freshest, best priced ingredients available (Kant, 2010).      

This study of two prominent restaurant types in Vancouver is not simply a comparison of ethnic 

and non-ethnic food types.  There are other modes of comparison that are important to 

understanding the similarities and difference between the two restaurant groups.  Both Chinese 

and fine dining restaurants tend to independently owned and operated, unlike some of the large 

chain restaurants that are popular in the city.  This is an important characteristic, as Starr et al.’s 

(2008) survey of restaurants in Colorado found that chain restaurants were less likely to source 

local foods than other restaurant categories.  Although fine dining restaurants tend to be on 

average moderately larger in seating capacity, both restaurant types are medium sized food 

establishments that have a modal seating capacity of between 50 – 99 guests.   

There is not one type of Chinese restaurant, just as fine dining restaurants do not serve only one 

type of cuisine.  Fine dining restaurants in Vancouver offer meals that are most often influenced 

by European cooking styles, such as French or Italian cuisine, but many also show a commitment 

to cooking in a Pacific Northwest style that focuses on using native ingredients to West Coast of 

Canada.   There is also great variety in choice in the Chinese culinary community in terms of 

styles of cooking.  Taiwanese and Northern / Shanghainese restaurants, Cantonese style dim 

sum, Schezuan and Hong Kong Style cafes reflects the regional variety of cooking back in China.  

Although ‘Chinese restaurant’ is used as a blanket term in this paper, it is important to 

remember that it represents a wide variety of styles and approaches to Chinese cooking.   

Fine dining and Chinese restaurants cater to different sections of the market and this can be 

seen most clearly, other than in cuisine type, in the way that menu items are priced.  The 

average meal price of fine dining restaurants is roughly a third more than that of Chinese 
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restaurants.  Patrons at fine dining restaurants can expect to pay between $15 to $25+ for a 

main entrée, while most Chinese restaurants offer more reasonable prices menu items, 

between $10 -$15 a plate.  Language is another defining factor between these two restaurants.  

Chinese (Mandarin, Cantonese or Taiwanese) is the predominant language spoken between 

restaurant staff at many Chinese restaurants.  For fine dining restaurants, English is the most 

common language used.  Because supply chain relations are found to be based on the 

relationships chefs and food service professionals form with their suppliers (Jarosz, 2000) it is 

possible that commonality in language may affect the types of distributors and methods of food 

purchasing that these two restaurant types use.   

Defining and Debating Local Food 

Although the term local, “has played an increasing role in framing resistance” (Allen et al., 2003: 

63) to the conventional food system, it “can have multiple and conflicting meanings” (ibid).  

‘Local’ does not contain precise geographical boundaries and “specific social or environmental 

relations do not always map predictably onto spatial relations” (Hinrichs, 2003: 33).  Two 

definitions of local appear in the literature.  The first approach is to use the place of origin 

through various labelling and certification schemes, such as Europe’s Appellation d’Origine 

Contrôlée (AOC) classification for wines, to add value to products (Murdoch et al., 2000; Morris 

and Buller, 2003).  The second approach emphasizes food that has been produced and 

distributed in a geographically bounded area (Morris and Buller, 2003).  Feagan (2007) discussed 

how boundaries of place are necessary for definitions of local food.  Although there tends to be 

fluidity in the concept as boundaries are largely human constructs, Feagan quotes Pascual-de-

Sans as saying “a place without boundaries is not a place” (2007:37).   



 

 
17 

The concept of local is also problematic because, as Born and Purcell argue, it often falls prey to 

what they call the local trap.  This is the tendency of advocates of local food – both academic 

and practitioners –  to “assume something inherent about the local scale” (Born and Purcell, 

2006: 195).  They maintain that  “localizing food systems does not lead inherently to greater 

sustainability or to any other goal” (Born and Purcell, 2006: 196).  They caution against the 

tendency of activists and researchers to conflate local food systems with other desired 

outcomes such as sustainable or organic agriculture (Winter, 2003; Born and Purcell, 2006).  

Studies have found that local food is not always desirable as it can sometimes produce negative 

outcomes, such as increased environmental degradation or social inequalities. Cross (2009) finds 

that globalized food supply chains have a better ability to provide social benefits to farm 

workers than some local systems do.  Further, purchasing local food does not always result in a 

reduction of carbon emissions (Weber, 2008; Coley, 2009).  It also does not necessarily comprise 

organic or sustainable agriculture (Hein, 2006) and therefore Winter argues that the apparent 

turn to quality is problematic as “quality has no single defining set of characteristics based 

around local ecologies” (Winter, 2003:25). 

Born and Purcell (2006) argue that it is not possible to equate any scale with any particular set 

of outcomes as “no scale can have eternal extent, function or quality.”  Instead it is the agenda 

of those that the scalar system empowers that drives the outcomes of a particular system.  The 

argument follows then that just as local is not inherently good, neither is global inherently bad.  

Because the current global food system is characterized by industrialized capitalist agriculture, 

does not mean that all possible conceptualizations of a globalized food system would be based 

on practices that have so many negative consequences.   
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Binary oppositions continue to permeate scholarly agrifood discourse: ‘local’ verses ‘global’, 

‘conventional’ verses ‘alternative’, ‘good’ verses ‘bad.’  These oppositional views are 

problematic for several authors (Hinrichs, 2003; Ilbery and Maye, 2006; Feagan, 2007) because 

ultimately both global and local are connected under the umbrella of the larger agrifood system 

and do not operate in complete separation.  The local system cannot be expected to replace the 

global system (Feagan, 2007) as this might have serious consequences for food security.  

Hinrichs (2003) cautions that equating ‘local’ with ‘good’ and ‘global’ with ‘bad’  may exaggerate 

the importance of proximity and hide more ambiguous social and environmental outcomes.   

Instead Ilbery and Maye (2006) suggest that it may be more appropriate to think about ‘hybrid 

food spaces’ (emphasis in original), providing the example of processing an “alternative” rare 

meat in a ‘conventional’ abattoir that is then sold at a local food retailer (Ilbery and Maye, 

2006).  Although this hybridized view of food systems “muddies the clarion call” (Feagan, 2007: 

35) for local food, it does position local food actors as critical players in the larger agrifood 

system that can “supplement and complement larger-scale food systems in urgently needed 

ways”  (Anderson and Cook, 2000:244).     

Feagan (2007) writes that the complexity of defining and debating local food is truly a difficult 

exercise, but believes that the definition is more “plausible, radical and enriching” (2007:37) 

when the issues and considerations are sufficiently taken into account.  In other words, it is 

necessary to pull the concept apart in order to put it back together again.   It is not yet well 

understood what type of balance is necessary between these local and global systems to 

sustainably support cities.  This balancing act will most likely differ from city to city and depend 

on the characteristics of the local bioregion that supports each urban center.  Different regions 

will require access to different portions of the local and global food systems to provide adequate 

and sustainable food supplies to urban residents.  
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The purpose of this discussion is not to reify the concept of local, but rather to acknowledge its 

contested nature.   The definition of local food for the City of Vancouver used in this research 

paper is as a result pragmatic in nature.  It is not possible to say that all local food is more 

sustainable or better quality or even necessarily always an alternative to the conventional food 

system.  Instead local food is defined as coming from a particular geographically bounded area 

and as being distinct, yet intrinsically linked, to the large global food system.  This research study 

considers all BC products to be local food for the City of Vancouver.  At first glance the province 

of BC may appear to be too large an area to be considered local to the City of Vancouver.  

However, a third of all food production in BC is located in the southwest of the province, in close 

proximity to the city.  It is within this same area that most field and greenhouse vegetables are 

grown.  Other productive agricultural regions, such as the Pemberton Valley and the Okanogan 

valley, are within half a day’s drive to the city and its urban consumers (Ostry and Morrison, 

2008).   

This review of relevant literature has helped to situate this study in various academic discourses 

and debates about the attributes, impacts and opportunities presented by local food systems.  

The following chapter outlines the research methodologies used to gather data on the study 

population. 
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3: RESEARCH METHODOLOGY 

The findings in this paper are based primarily on original survey data collected from Vancouver 

Chinese and fine dining restaurants between May and September 2010.  A daily field journal was 

also kept to track notes from conversations with restaurant industry staff and to record 

observations made while delivering the surveys.   

The survey sample was drawn from the City of Vancouver’s business license listings for 

Vancouver restaurants.  The city uses multiple classes to designate different restaurant types 

and the geographic sample frame is based on Restaurant Classes 1 and 2 (With and Without 

Liquor Service) and Liquor Establishment Classes 1 and 2.  These classes comprise food 

establishments with more than 16 seats and less than 150 seats.  Liquor Establishments with 

greater than 150 seats (Classes 3 to 7) were not included because they represent clubs and bars 

(City of Vancouver, 2010), which are not typically food focused.  Once combined, the restaurants 

were sorted geographically by postal code and then address.  The final list of restaurant names 

and addresses totalled 1,447 food service establishments.   

The restaurants were grouped into 58 geographic clusters of 25 restaurants.  (Group 19, 38, 58, 

contained 24 restaurants for division purposes.)  33 geographic clusters were then selected as 

the survey sample population.  In each geographic cluster, fine dining and Chinese restaurants 

were visually identified based on the criteria in Table 1.   Much of the survey data in this report 

is cross tabulated with these two restaurant categories, Chinese and fine dining, and the 

categories correspond to the visual identifications made in the field.   
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Table 1 Criteria for visually identifying restaurant types 

The actual sample frame therefore was the collection of restaurants that were open and 

identified during the period of May to September 2010.  This frame in turn was extracted from 

the larger geographic frame based on the City of Vancouver’s business licence list from February 

2010.  This business license list comprised restaurants that had been open during the previous 

year. The data in this paper, therefore, offers a snapshot picture of Vancouver’s Chinese and 

fine dining restaurants in the late spring and summer months of 2010.  Over the time of data 

collection, two identified (but not surveyed) restaurants closed and several more changed 

names and/or ownership.  These types of changes are not uncommon in the restaurant industry.  

According to several recent studies, roughly 25% of restaurants do not make it past their first 

year of business and 60% fail in the first three years (Cline Group for Specialized Publications, 

2003; Parsa, Self, Njite, and King, 2005).  

The questionnaire content was guided by a review of relevant academic literature and refined 

with input from several informal interviews with restaurant professionals.  The four page survey 

contains 11 questions.  Most focus on the type and origins of food products purchased by the 

Fine dining restaurants Chinese restaurants 

· More than 16 seats, table service with 
wait staff 

· Conservative, classic, elegant, 
sophisticated design.   

· Wait staff dressed formally 
· Serves entire meals, not a tapas bar 
· Limited hours of service  
· Not more than one location in 

Vancouver or if more than one location, 
name is different 

· Menu items average $22 for dinner 
service and $18 for lunch service 

· Not a bar, lounge, casual-dining or 
bistro. 

 

· More than 16 seats, table service with 
wait staff. 

· Serves Chinese food and wait and kitchen 
staff speak Mandarin and/or Cantonese 
and/or Taiwanese.) 

· Not restaurants that serve Japanese, 
Korean, Vietnamese, Thai, or other ethnic 
foods regardless of what language is 
spoken by wait and kitchen staff. 

· Based on language spoken and therefore 
Hong-Kong and Taiwanese restaurants are 
considered Chinese restaurants. 

· Chinese characters on store front or 
signage. 
 

http://cqx.sagepub.com.proxy.lib.sfu.ca/search?author1=John+T.+Self&sortspec=date&submit=Submit
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restaurants and how well these products meet the restaurant’s business needs.  Several 

questions request information on the different methods of food procurement practiced by the 

restaurants.  The remaining questions ask for basic information on cuisine type, restaurant size, 

average entrée price and ownership model.    

In an attempt to address the potential language barrier for Chinese respondents, the survey was 

translated into Traditional Chinese.  The Chinese restaurants were offered both Chinese and 

English versions of the survey, while fine dining restaurants were only offered the English 

version.  The four-page survey (see Appendix A for both English and Chinese translated versions 

of the survey) was hand-delivered to every Chinese and fine dining restaurant in the selected 

clusters during non-peak hours of service (Monday to Friday 11am - 12pm, 2pm - 5pm).   The 

restaurants were asked to participate and the ones that agreed were left with the survey for 

approximately a week.  If the survey was not complete upon returning, restaurant owners or 

chefs were given a stamped envelope with a return address.   

Using this sampling strategy resulted in a sample of Vancouver restaurants that is geographically 

representative of all of Vancouver’s fine dining and Chinese establishments.   A total of 79 fine 

dining and Chinese restaurants out of the possible 148 restaurants from the cluster level sample 

frame participated in the study.  The resulting cumulative response rate of 53% is adequate for 

analysis and reporting, according to Babbie and Benaquisto (2002) in their discussion of survey 

response rates.  Although there were over a third more Chinese restaurants in the sample 

frame, the high response rate is due in part to the effects of the fine dining restaurants, which 

responded at a rate of 85%.  Chinese restaurants at 43% were roughly half as likely to respond.  

The reason for the large difference in response rate may have been due to the challenges of 

communication.  Future studies of Chinese restaurant populations may want to consider hiring a 
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translator for interactions or better yet, have the ability to speak Mandarin or Cantonese 

themselves.  Speaking to the Chinese restaurant owners, managers and chef may be the best 

way to access information on their food purchasing practices.   

The results from the survey were analyzed using SPSS 18.  Because the sampling strategy was 

successful and the response rate was over 50% (although it varied by sub-population), all cases 

have been weighted to provide a more complete picture of all fine dining and Chinese 

restaurants in Vancouver.  Unless otherwise stated, all results are presented as weighted 

frequencies.  Weighting for each of the two restaurant types was calculated based on the 

proportion of clusters selected (33 of 58), multiplied by an adjustment for selected clusters 

where no restaurant responded although there were restaurants in the cluster (5 of 109 

selected Chinese restaurants and 1 of 39 selected fine dining restaurants) and finally multiplied 

by the proportion of restaurants of each type that responded in each cluster.  For example, 

Cluster 22, one out of a possible two Chinese restaurants responded, therefore the weight was 

calculated as: 

58

33
 ×  

109

104 
×  

2

1
 = weight of 3.7  

The result of weighting all cases indicates that there are 69 fine dining restaurants in Vancouver 

and 192 Chinese restaurants, figures both consistent with online dinning listings for Vancouver 

food establishments (DineHere Vancouver, 2010; Urbanspoon Vancouver, 2010).  

In addition to the survey data collected, a field journal was used to record notes from 

conversations with restaurant industry professionals and to document observations made while 

delivering the surveys.  Notes were made after each conversation and throughout the day as the 

surveys were being delivered.  Once the data collection phase of the project was complete, the 
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journal entries were analyzed using a coding method in which the notes were coded with 

common themes and key areas of interest of the research project.  These notes, quotations and 

observations were then woven into the text of the report to illustrate or clarify points in the 

data.   

To begin this exploration of the food purchasing practices of Vancouver’s Chinese and fine 

dining restaurants, it is first necessary to understand the context of this study: BC’s local food 

system and food industry sector.   
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4: BRITISH COLUMBIA’S LOCAL FOOD SYSTEM 

The food service industry is an important urban market for local foods (Scanlan and Associates 

et al., 2000; NovaCorp, 2006; Hild, 2009). Vancouver has a thriving food service sector and 

therefore is potentially an important market for British Columbia’s highly productive agriculture, 

seafood and fishing sectors.   According to the 2006 Census of Agriculture, the province contains 

only about 4.2% (2.8 million hectares) of  the total farm area 1 in Canada (Statistics Canada, 

2009), but supports 8.7% (19,844 farms) of Canadian farms.  The 2006 cash receipts earned per 

hectare in BC were roughly 50% higher than those in the rest of Canada (Ostry and Morrison, 

2008).   With the small land area in BC, total farm receipts in the province reached $2.6 billion in 

2009, ranking it 6th in the country (Statistics Canada, 2010).   The Agricultural Land Reserve 

(ALR), a provincial level land-use policy developed in the 1970s, has been instrumental in 

protecting BC’s agricultural land from the development pressures of the last 30 years.  This land-

use policy designates ALR land, both private and public, as being primarily for agricultural uses 

(Agricultural Land Reserve, 2002).  As of 2008 there are roughly 4.7 million hectares (3% of BC’s 

total land mass) in the BC ALR (BC Ministry of Agriculture and Lands, n.d.). 

BC’s regional differences in climate and geography allow BC farmers to grow a wide range of 

agricultural products.  The BC Ministry of Agriculture reports that over 240 commodities are 

produced in the province,  ranging from “grain crops to cow/calf operations to turkey, chicken 

and pork farms, to tree fruit, berries and grapes to vegetables, milk and egg production” (BC 

                                                           

1
  The source does not provide a definition for ‘total farm area,’ but presumable refers to the total land 

area  of all census farms.  Census farms are farms that produce crops, livestock, poultry, animal 
products or other agricultural products intended for sale (Statistics Canada, 2008).  
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Stats, 2010: 8).  Dairy products, poultry, eggs and vegetables generated the largest percentage 

of farm cash receipts in 2008 (BC Stats, 2010). The type and quantity of Asian vegetables and 

products grown in the province has not been well documented, but Asian vegetables are known 

to grow well in the Lower Mainland’s temperate climate.   Harold Steves, the Chair of the Metro 

Vancouver Agricultural Committee, pointed out at a public consultation on Metro Vancouver‘s 

draft Food Policy Strategy in the fall of 2010 that many Asian vegetables, such as Sui Choi, 

Chinese kale and Chinese cabbage, grow well in the Lower Mainland year round (personal 

communication, November 9, 2010).   Further West Coast Seeds, a local seed company that 

offers a variety of Asian vegetables seeds,  writes in their 2011 catalogue that “a lot of 

vegetables associated with Asian cuisines are grown in the region, and many are available fresh 

all year” (West Coast Seeds, 2011: 37).   

In addition to agricultural opportunities, BC’s seafood sector offers some of the most diverse 

selection in the world.  The province’s 25,000 kilometres of coastline and 1.8 million hectares of 

fresh water lakes and rivers, provides the British Columbian seafood sector with over 90 

different species of wild and farmed seafood products.  The total wholesale value of this sector 

reached $1.3 billion in 2007.  While there are some serious concerns over the ecological impact 

of some farmed salmon practices, over half of that wholesale value came from salmon sales, 

both farmed and wild (BC Stats, 2010).  

The Lower Mainland (including the Metro Vancouver and the Fraser Valley regional districts) is 

the urban center of the province.  It is home to 58% of the provinces’ residents (BC Ministry of 

Agriculture and Lands, n.d.) and contains some of the richest farmland in Canada (Metro 

Vancouver, 2010). The region’s mild climate, fertile alluvial soil from the Fraser delta and access 

to a clean water supply supports in a highly productive agricultural industry (Metro Vancouver, 
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n.d.).  Metro Vancouver and the Fraser Valley contain 2.8% (133,229 ha) of BC’s agricultural land 

base, but produce 62.2% of the province’s gross farm income and contain 5,185 of a total 

19,844 farm in BC2 (BC Ministry of Agriculture and Lands, n.d.).  These farmers and producers 

grow, raise or catch over 130 different agricultural products (Metro Vancouver, 2010).   

As is the case in farming communities across the country (Elton, 2010), BC’s agricultural system 

has been facing significant challenges in recent years.  The sector is under increasing pressure to 

remain competitive within the global market, while production and input costs have continued 

to rise (BC Provincial Government, n.d.).  The BC farming community is aging and British 

Columbians, particularly those of the younger generations, are not choosing to enter the 

farming profession.  The average age of a BC farm operator is 53 and the number of farm 

operators continues to decline each year (Statistics Canada, 2009).   This is partially because, for 

many in the agriculture community, farming is not a lucrative profession.  The average farmer in 

BC makes less than $50,000 per year (Ostry and Morrison, 2008).  Over half of the farm 

operators in the 2006 Census reported having an off-farm job or business, while 31.1% reported 

that they worked over 40 hours on their farm operations (Statistics Canada, 2009).  Adding to 

the challenges of hard work and low pay is the price of farm land, particularly in the Lower 

Mainland were land values are high due to development pressures.   

Despite the challenges faced by the agricultural community, the food sector continues to be an 

important part of BC’s economy. The BC Ministry of Agriculture estimates that 48% of the fresh 

foods grown in the province is consumed locally (BC Ministry of Agriculture and Lands, 2006).    

In 2006 BC’s food sector generated over $36 billion in total gross revenues (BC Ministry of 

                                                           
2
 Calculations based on the BC Ministry of Agriculture and Lands Agriculture in Brief publications, 

originally based on Statistics Canada data.   
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Agriculture and Lands, 2007).   In Metro Vancouver alone, residents spend over $5 billion a year 

on food (Metro Vancouver, 2010).   1 in 8 jobs in BC are in the food sector, which includes the 

growing, raising and catching of food products as well as the distribution and retailing of food 

(Metro Vancouver, 2010).   

Eating out is clearly an important part of BC’s food culture.  The province has one of the highest 

densities of food service establishments in Canada (244 establishments per 100,000 people) and 

accounts for approximately 2% of the province’s yearly economic activity.   Food sales are 

predominantly driven by local BC residents, with 75% of the revenues generated by the sector in 

2007 coming from local clientele.  British Columbians spent on average $2,106 on restaurant 

meals in 2007 (Stroomer and Gründlingh, 2010), the highest average of all provinces and 

territories for that year.  Moreover, this spending represents 27% of the average household 

total food expenditures for the year, again the highest percentage in the country.  BC residents 

have consistently spent more than the national average on eating out since 2001 and the 

growth in the food service and drinking places industry matches this trend.  The total sales from 

the sector grew by 41.4% between 1999 and 2008 to $7.7 billion (Stroomer and Gründlingh, 

2010).  Almost half (47%) or roughly $3.6 million of this growth can be attributed to full-service 

restaurants (Dobinson, 2008).  

The proximity of BC’s strong agricultural and seafood sectors and Vancouver’s thriving food 

service industry raises questions about the kinds of connections and relationships exist between 

the agents in these two sectors.  By looking at the food procurement practices of Vancouver’s 

fine dining and Chinese restaurants in terms of the quantity and types of local foods purchased 

by these two groups, we can begin to understand how these two sectors within the local food 

system are connected.  
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5: TRACKING FOOD ORIGINS 

One of the central questions of this paper is to determine whether fine dining and Chinese 

restaurants source local food and if so, to what extent they are doing it.  To address this, 

restaurant participants were asked to answer two questions about the quantity, type and origin 

of their food purchases.  These two survey questions were: 

1. Where are your restaurant’s food products grown, raised or caught?  Please identify all 
the places your food products came from in the past year.   

2. What percentage of all food products purchased by your restaurant was grown, raised 
or caught in the following geographic regions?  

 For both questions, respondents were asked to provide information on the origin of their food 

purchases based on four geographic areas:  Metro Vancouver and the Fraser Valley, elsewhere 

in BC, elsewhere in Canada and international.  The Metro Vancouver and the Fraser Valley 

region and BC food region represent two different versions of the definition of local food for the 

City of Vancouver.  The smallest food region, the Metro Vancouver and the Fraser Valley region 

(commonly referred to as the Lower Mainland), reflects a bioregional definition of local food 

and can be roughly equated with the Vancouver based idea of the 100 mile diet (Elton, 2010).  

The larger elsewhere in BC food region is more in line with the approach taken by the 

government of BC and runs in parallel with marketing schemes, such as ‘buy BC’.   Dividing the 

province in to two different food regions allows us to explore whether there are differences in 

the two definitions of local food in terms of the amount of food purchased as well as the 

perception, marketing and procurement practices of the two restaurant categories.  Because the 

focus of the paper is on local food procurement, the final two categories, elsewhere in Canada 
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and international, are broad and therefore less precisely defined, especially in terms the 

international food products category.   

Origin of Food Purchases by Type  
Table 2 Percentage of restaurants that purchased food products from different geographic regions 

The results in Table 2 present the aggregated responses to the first question about food origin 

and provide an overview of where different types of ingredients used in Vancouver Chinese and 

fine dining kitchens come from.  Because only certain food products are grown, raised or caught 

in BC, the survey question focused on asking about vegetable, fruit, dairy, meat, poultry and 

seafood products.  It is important to note that the responses in Table 2 do not indicate the 

quantity of food purchased, but rather provides information on what percentage of each 

restaurant type purchased particular food products from the different geographic regions. 

Fine dining restaurants  

 Lower Mainland BC Canada International  

Vegetable 86% 80% 25% 74%  

Fruit 65% 77% 28% 71%  

Dairy 72% 46% 26% 6%  

Meat and poultry 74% 71% 67% 33%  

Seafood 55% 97% 46% 57%  

Chinese restaurants 

 

 Lower Mainland BC Canada International  

Vegetable 85% 33% 19% 39%  

Fruit 43% 13% 9% 22%  

Dairy 56% 4% 18% 9%  

Meat and poultry 76% 34% 24% 28%  

Seafood 59% 13% 11% 47%  

 
Unweighted n=75 (76 for vegetables)   

Table 2 Percentage of restaurants that purchased food products from different geographic regions 
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 Vegetable products are common in both fine dining and Chinese cuisine; whereas fruit and 

dairy products are ingredients used more frequently in European and therefore fine dining 

restaurants’ styles of cooking.  A high percentage of Chinese and fine dining restaurants 

purchased vegetables from Metro Vancouver and the Fraser Valley.  Many fine dining 

restaurants also reported purchasing vegetables from BC and international food regions.  In 

contrast, fewer Chinese restaurants purchased vegetables from outside of the Lower Mainland.   

Less than half  of the fine dining and Chinese restaurants bought fruit from the Lower Mainland.  

Instead more fine dining restaurants reported that they purchased fruit from BC or international 

regions.  In contrast, few Chinese restaurants indicated that they purchased fruit from regions 

outside the Lower Mainland.  The low numbers of Chinese restaurants purchasing fruit and dairy 

products from any food region may be due in part to the infrequent use of these products in 

Chinese cuisine.  One Chinese restaurant crossed out the dairy line on the questionnaire with a 

note specifying that they did not use dairy products.  Another wrote “N/A” after the question.  

The same feedback was also provided verbally by some restaurants.   Roughly half of the 

Chinese restaurant that responded to the question did not fill out the dairy products line.  In 

contrast, almost three quarters of fine dining restaurants indicated that they purchased dairy 

products from Metro Vancouver and the Fraser Valley.  The percentage of fine dining 

restaurants that purchased dairy products from BC, Canadian and international regions decline 

steadily, culminating in only 6% of restaurants purchasing dairy products from the international 

category.    

Many fine dining and Chinese restaurants indicated that they purchased meat and poultry 

products from the Lower Mainland.  The percentage of fine dining restaurants that purchased 

meat from BC and Canada remains relatively high, but drops to more than half for international 
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meat and dairy products.  Only a third to a quarter of Chinese restaurants purchased meat and 

poultry from BC, Canada and international regions.  

Vancouver is known internationally for its abundance of fresh seafood and fish.  Although 

seafood is a common focus in Chinese cuisine, surprisingly, only 59% of Chinese restaurants 

indicated that they purchased seafood from the Lower Mainland and very few reported 

purchasing seafood from BC or the rest of Canada.  Fine dining restaurants make much better 

use of local seafood.  Half responded that they purchased seafood from the Lower Mainland and 

97% (the highest response rate for the entire question on food origin) indicated that they 

purchased seafood from BC.  Although this is good news for the local seafood industry, a high 

number of both Chinese and fine dining restaurants purchased internationally caught seafood.  

This may be due to the need for restaurants to bring in speciality items, such as lobsters and 

Digby scallops from Nova Scotia  or particular types of fish that do not live in local or Canadian 

waters, such as tilapia.  One fine dining chef explained that he did not always buy local seafood 

products because of preparation and packaging issues.  He describes how local scallops often 

arrive needing to be shucked, whereas the scallops flown in from Japan have been shelled and 

neatly vacuum packed in bundles of four - a much easier product to work with because it 

requires less prep time and is also apparently more consistent in terms of supply.  

Percentage of Food Purchased in a Year by Origin 

Respondents were also asked to indicate what percentage of all of their food products in the last 

year came from the same four geographic regions.  Unlike the previous question regarding food 

origin, this question asked respondents to estimate the quantity of food purchased over a one 

year period, but does not provide information on the type of food that was bought.  Table 3 

outlines the responses to this question for both fine dining and Chinese restaurants.     
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Table 3 Distribution of percentage of total annual food purchased by geographic category 

Fine dining restaurants 

 Lower Mainland BC Canada International 

less than 10% 22% 25% 23% 43% 

11-25% 22% 45% 42% 29% 

26-50% 48% 28% 22% 22% 

51-75% 3% 3% 14% 6% 

76-100% 6% 0% 0% 0% 

Totals* 100% 100% 100% 100% 

Chinese restaurants 

 Lower Mainland BC Canada International 

less than 10% 14% 59% 68% 39% 

11-25% 8% 29% 16% 26% 

26-50% 32% 5% 9% 25% 

51-75% 27% 0% 7% 10% 

76-100% 20% 7% 0% 0% 

Totals* 100% 100% 100% 100% 

 

* Totals may not add to 100% due to rounding Unweighted n for BC 
and Canada =66 
Unweighted n for LM and International = 67 

The most prevalent response from fine dining restaurants was that they purchased between 26-

50% of their products from the Lower Mainland and 11-25% of their products from BC.  Only a 

small percentage of fine dining restaurants source a majority of their products locally.  Just 9% 

of the restaurants source more than 50% of their products from the Lower Mainland and the 

percentage is even lower for products from elsewhere in BC.  Most fine dining restaurants 

purchased between 11-25% of their food from elsewhere in Canada.  Interestingly almost half of 

the fine dining restaurants reported having purchased less than 10% of their products from 

international food regions.   Overall the largest portion of all fine dining restaurants purchased 

the most amounts of food items from Metro Vancouver and the least amount from international 

areas, which may be taken as an encouraging sign for the local food system.   
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A majority of Chinese restaurants reported a relatively high percentage of food purchased from 

the Lower Mainland.  Although the most common response from Chinese restaurants was that 

they  purchased between 26-50% from the Lower Mainland (the same as the fine dining 

restaurants), almost half of the Chinese respondents reported purchasing over 50% of their 

products from this region.  It appears that Chinese restaurants do not source a large amount of 

products from elsewhere in BC and buy even less of their products from Canadian food regions 

outside of the province.  In terms of international products, three quarters reported sourcing 

less than 25% of their products from international areas.   

These high local sourcing ratios for Chinese restaurants raise some questions about the validity 

of the Chinese responses to the question of how much food was purchased from different 

geographic regions.  Looking closely at the data, six (unweighted n) Chinese restaurants 

respondents indicated that they purchased 100% of their products locally.  Although it is 

possible that restaurants could source all of their products from somewhere in BC there are 

certain Chinese stables, such as rice and Asian spices, which are not grown locally.  A review of 

the translation indicates that the question is clear.  However, these discrepancies in the data 

suggest that perhaps some respondents interpreted the question to be asking where they 

purchased their food products, not where their food products were grown raised or caught.  It 

may be due to a lack of knowledge on the part of the respondent since many of the Chinese 

restaurants individuals who participated in the survey were not the individuals who make the 

food purchasing decisions for the restaurants.   

Judging from conversations with Chinese restaurant managers and owners, ’where their food 

comes from’ is not something that many Chinese restaurants think about.  On several occasions 

a request to participate in the study was met with the reply of ‘I don’t know where my food 
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comes from; you have to talk to my suppliers.’   This is not to say that Chinese restaurants do 

not purchased local agricultural products.  But within the Chinese community there seems to be 

some disagreement about the kind, quality and availability of local food products.  One 

restaurant respondent comments “In my opinion, Asian restaurants vegetables are not locally 

grown usually. Aside from spinach etc. Also locally grown spinach has a rough texture . . .” while 

another adds “In general, we look for the least expensive product that is still good quality and 

not where it is grown.”  However, in a conversation with another Chinese restaurant manager, 

she describes how the restaurant in the summer buys a lot of local vegetables, meat and 

seafood because it is cheaper and the products are fresher.  In the winter the restaurant will 

often pay more for food products, because the price of local food goes up as availability 

decreases and they are forced to pay higher prices for products from outside of BC.  Further 

study may be needed to confirm whether the purchasing of local food by Chinese restaurants is 

as extensive as reported.   

Most fine dining restaurants purchase seafood, vegetables and fruit locally compared to Chinese 

restaurants that tend to buy more vegetables, meat, poultry and seafood products.  More 

Chinese restaurants report purchasing higher amounts of ingredients from the Lower Mainland 

whereas fine dining restaurants tend to buy similar amounts of ingredients from all regions in 

BC.  Both restaurant categories report purchasing a remarkable amount of food from the local 

system, with Chinese restaurants taking the lead on local food purchasing. Armed with an 

understanding of the quantity and type of local food purchased by Vancouver fine dining and 

Chinese restaurants, the following section explores what general characteristics these two 

restaurant categories share and what sets them apart.   
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6: COMPARING THE CHARACTERISTICS OF FINE DINING 

AND CHINESE RESTAURANTS  

Fine dining and Chinese restaurants occupy very different spaces in the Vancouver restaurant 

scene and on the surface it may not seem likely that they have much in common, particularly in 

terms of their food procurement practices.  Fine dining restaurants are found more often in the 

downtown core and on the west side of the city, while Chinese restaurants are more abundant 

on the east side of Vancouver. Fine dining restaurants charge on average as much as twice the 

amount per plate as their Chinese counterparts.   Fine dining restaurants serve European styles 

of cooking and Chinese restaurants serve Chinese cuisine.  The décor at Chinese restaurants is 

often simple and unassuming, particularly at small neighbourhood restaurants and cafes.  The 

dining rooms at fine dining restaurants are simple as well, but with a different aesthetic.  

Traditionally known for their white table clothes and polished wine glasses, all Vancouver fine 

dining restaurants feature elegant, carefully selected dining furniture and interior design 

elements.   

With the aim of developing a better understanding of the similarities and differences between 

these two restaurant types, the following chapter compares fine dining and Chinese restaurants 

in terms of the general characteristics that define their businesses: cuisine type, geography, 

language, ownership model, seating capacity, average entrée price, respondent type and the 

type of individual(s) making the food purchasing decisions.   
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Cuisine Type 

Respondents were asked to identify the type or types of cuisine served at their restaurant. 

Because the questions about food typology did not restrict respondents to one main food type, 

the percentages in Table 4 do not add up to 100%.  All responses from Chinese restaurants 

indicated that some form of Chinese cuisine was served at the restaurant.  The few “other” 

category responses from the Chinese restaurants provided descriptions of styles of Chinese 

cuisine (Shanghai style or Hong Kong style for example) or indicated that the restaurant served 

fusion food, such as Indian Chinese cuisine.   

Table 4 Cuisine type by restaurant category 

 Restaurant category 

  Fine dining Chinese 

Chinese 0% 96% 

French 39% 0% 

Greek 3% 0% 

Italian 25% 0% 

Mediterranean 7% 0% 

West Coast  59% 0% 

Other 28% 15% 

 
Unweighted n=79 

The responses from fine dining restaurants in terms of main cuisine typologies were much more 

varied.  Fine dining restaurants in Vancouver typically serve a European style cuisine, with a 

strong emphasis on French and Italian food styles.  A third of fine dining restaurants provided 

details in the “other” response category.  Several fine dining restaurants placed emphasis on the 

local and sustainable nature of their menus, while others indicated forms of fusion cooking or 

provided details about the type of food served at the establishment.  The most common style of 

cuisine served by fine dining restaurants is West Coast Contemporary, a term described by Elton 
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in her book Locovore/ From farmers' fields to rooftop gardens – How Canadians are changing 

the way we eat as a style particular to the West Coast of Canada.  It is loosely defined as a style 

of cooking that is influenced by the Asian cooking styles, particularly Japanese and Chinese 

traditions, and focuses on using local, seasonal and sustainable products.  According to Elton, 

“it’s practically impossible to achieve culinary stature in Vancouver without cooking” (Elton, 

2010:184) in this way.   Elton quotes an interview with Jamie Maw, a Vancouver food and 

restaurant critic as saying, “Vancouver is a very interesting city in which to watch the culinary 

DNA weave together [. . .] to create a common cuisine with influences from elsewhere.   You add 

to that mix local farmers, fisheries, ranchers – that’s what sets us apart” (Elton, 2010:185). 

In most cases both fine dining (70%) and Chinese restaurants (96%) serve only one type of 

cuisine (See Table 38 in Appendix B).  It is important to note, however, that a single category for 

Chinese cuisine obscures the variations of cooking styles in Chinese restaurants.  The survey did 

not ask Chinese restaurants to identify which style of Chinese cuisine the restaurant served, 

which explains the high percentage of Chinese restaurants that indicated only one cuisine type.   

Geography 

As a result of the clustered sampling strategy, the study produced a geographically 

representative sample of Chinese and fine dining restaurants in Vancouver.  Figure 1 shows the 

geographic distribution of restaurant types throughout the city and reflects the pattern of the 

randomly selected clusters.  The results of the sampling strategy reveal an interesting pattern to 

the dispersion of restaurant categories.  While found in all neighbourhoods of the city, a 

majority of Chinese restaurants are clustered in the eastern and southern neighbourhoods of 

Vancouver, whereas fine dining restaurants are only found west of Cambie Street and in the 

downtown core.  Although not all Vancouver restaurants are listed on the map, it does 
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demonstrate that there is a separation in geography between the two restaurant groups.  This 

may be due in part to a reflection of the demographics of different neighbourhoods.  

Restaurants respond to market forces and consumer demand and therefore it follows that the 

type of restaurants found in different neighbourhoods are a reflection of the people that live 

there.  

 

Language 

Data compiled on which survey version (English or Chinese) Chinese respondents chose to use, 

confirms the earlier discussion of the challenges of language and the need for translated survey 

material (see Table 39 in Appendix B).   85% of the Chinese participants chose to respond using 

the Chinese survey.  These figures in conjunction with what was observed in the field 

Figure 1 Geographic distribution of responding restaurants 
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demonstrates that the majority of managers and owners of Chinese restaurants felt most 

comfortable communicating in Mandarin, Cantonese or Taiwanese opposed to English.  When 

approaching Chinese restaurant staff, my introduction and request for participation in the study 

was sometimes met with confusion until these restaurant staff were handed a translated 

introductory letter explaining the purpose of the visit.  These experiences underline the 

importance of providing Chinese translated material for this study population and highlight the 

importance of language in engaging this population in discussions about local food 

procurement.   

Ownership Model 

Most restaurants from both categories are independently owned.  Very few respondents from 

either fine dining or Chinese restaurants indicating that their establishments were part of a 

franchise or chain (see Table 40 in Appendix B).  Interestingly this has little impact on who 

makes the food purchasing decisions, with most chains or franchises relying on the chef or 

owners to make the food choices, not a food purchasing department or head office.  Chefs and 

owners that are able to make food purchasing decisions independent of their ownership 

structure have greater control over the type of food purchased by their restaurant and 

therefore these individuals could potentially source a considerable amount of products locally.  

Number of Guests and Seating Capacity 

Measured by the capacity to seat guests, the combined modal restaurant size for both 

restaurant types lies between 50 and 99 guests (see Table 41 in Appendix B).   Fine dining 

restaurants tend to be larger than Chinese restaurants, with fine dining restaurants holding a 

mean of 138 guests.  Chinese restaurants are typically smaller with a mean of 74 guests.  Table 5 

indicates that the seating capacity of fine dining establishments tends to be over 50 patrons.  
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Here, the distribution is spread evenly between the three larger restaurant size categories.  In 

comparison, a majority of Chinese restaurants have a seating capacity of between 50 – 99 

patrons.  

Table 5 Number of guests by restaurant category 

 Restaurant category 

 Fine dining Chinese 

150+ 31% 8% 

100-149 28% 13% 

50-99 31% 73% 

Less than 50 11% 7% 

 100% 100% 

 Unweighted n=65 

Entrée Price 

Unlike Chinese restaurants, fine dining establishments are known for their typically high menu 

prices.  As expected, the average entrée price for fine dining restaurants was noticeably higher 

than for Chinese restaurants (see Table 6).  This may in be due in part to the different traditions 

Table 6 Average entree price by restaurant category 

      Restaurant category 

 Fine dining Chinese 

25+ 59% 3% 

15-25 41% 7% 

10-15 0% 67% 

Less than 10 0% 25% 

Totals 100% 100% 

 Unweighted n=79 

of food service between the two groups.  Fine dining restaurants tend to serve meals that are 

one plate per patron, whereas Chinese cooking is often served as multiple plates for sharing.  

The considerable difference in pricing is apparent between the two groups when divided at the 
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$15 mark, with 100% of fine dining restaurants above and 91% of Chinese below this divisive 

line. 

Respondent Type and Individuals Making Food Purchasing Decisions  

Comparing the respondents’ position in the restaurant with the responses to which individual(s) 

make the food purchasing decisions shows that for most fine dining restaurants the individuals 

that participated in the survey were the individuals that make the food purchasing decisions for 

the restaurant.  This was not, however, the case for Chinese restaurants. 

Table 7 Respondent type by restaurant category 

 Restaurant category 

 Fine dining Chinese 

Chef 86% 4% 

Manager 0% 37% 

Owner  9% 22% 

Other 3% 3% 

 100% 100% 

 Unweighted n= 63 

 

Although there were many variations in the job titles of the participants, the respondents fell 

into several large categories: chef, manager, owner and other (see Table 7).  A third of Chinese 

restaurant respondents chose not to provide a job title on the survey, whereas almost all fine 

dining restaurant respondents indicated their position at the restaurant.    The head chef makes 

the food purchasing decisions for most fine dining restaurants (see Table 8) and a majority (86%) 

of the fine dining participants identified themselves as chefs.  A third of fine dining restaurants 

also indicated that the owner participates in making food choices, yet very few restaurant 

owners completed the survey.  The respondents from Chinese restaurants were predominantly 

either managers or owners.   Of the 192 Chinese restaurants, three quarters responded that the 
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owner makes the food purchasing decisions for the restaurant, yet only 22% of the respondents 

were owners.  Like fine dining restaurants, for most Chinese establishments it is the chef that 

makes the food choices, but only 4% of respondents were chefs or kitchen staff.  This shows that 

the survey was not successful at gaining access to the most appropriate individuals in the 

Chinese restaurants to answer some of the questions about food choice and purchasing 

practices.  There is a possibility that this may have had an effect on the Chinese restaurants 

data. 

Table 8 Personnel type making food purchasing decisions by restaurant category 

  Restaurant category 

 Fine dining Chinese 

Head chef 93% 55% 

Purchasing department 12% 5% 

Owner 32% 73% 

Head office 9% 0% 

Other  10% 0% 

 Unweighted n=79 

While both restaurant types are owned independently, they do display very different 

characteristics in terms of cuisine type, geographic distribution within the city, meal price and 

seating capacity.  The following chapter explores how the two groups perceive food products, 

adding another layer of comparison to this study of Vancouver’s fine dining and Chinese 

restaurants’ food purchasing practices.    



 

 
44 

7: THE PERCEPTION OF LOCAL  

“Any chef worth his salt will look for the best quality ingredients” 

- a key informant on Chinese restaurants 

Previous studies of restaurants’ purchasing practices confirm that restaurant professionals base 

their food choices on a variety of potentially conflicting factors including the quality, availability 

and price of food items (Starr et al., 2003; Inwood et al., 2009).  To help determine how 

Vancouver fine dining and Chinese restaurants deal with these conflicting drivers of food choice, 

respondents were asked a series of questions regarding how food products from different 

regions were perceived in terms of five characteristics: quality, quantity, availability, price value 

and freshness.  Respondents were asked about food products in terms of three geographic 

regions:  Metro Vancouver and the Fraser Valley, elsewhere BC and all other areas outside of BC.  

The original Canadian and international categories were combined into one outside of BC 

category in order to place a greater emphasis on local products from BC and the Lower 

Mainland.    

Quality 

Recent studies of restaurant purchasing habits have shown that the quality of food products is a 

major driver of food purchasing decisions (Starr et al., 2003; Inwood et al., 2009).  Fine dining 

and Chinese restaurants generally agreed that the quality of products from the Lower Mainland 

and BC is consistently good and provide less positive reviews for products from outside of the 

province (see Table 9).   Interestingly, a third of fine dining restaurants felt strongly that quality 
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of Lower Mainland products was consistently good, whereas that same emphasis is not seen 

from the Chinese restaurant community.   

The reviews from both groups regarding products from outside BC where less positive as a 

higher percentage of both restaurant categories provided neutral responses.  This indicates that 

both Chinese and fine dining restaurants find local products to be better quality, although more 

Chinese restaurants perceived Lower Mainland products to be better quality than BC products.      

Table 9 Perceived quality of food products by geographic region 

 The quality of food products from this region is consistently good. 

 Fine dining restaurants  Chinese restaurants 

 
Lower 

Mainland BC  
Outside 

BC 
 

Lower 
Mainland BC  

Outside 
BC 

Strongly agree 29% 19% 7%  10% 0% 0% 

Agree  57% 57% 43%  69% 51% 45% 

Neutral  9% 19% 47%  20% 49% 55% 

Disagree 6% 6% 3%  1% 0% 0% 

Strongly disagree 0% 0% 0%  0% 0% 0% 

Totals 100% 100% 100%  100% 100% 100% 

Unweighted n 33 33 33  45 48 49 

Freshness of Products 

The relative freshness of ingredients is closely related to the perception of the quality of food 

products.  When asked about the freshness of products from different regions (see Table 10), 

fine dining restaurants gave slightly better reviews for all regions than did Chinese restaurants.   

Most fine dining restaurants agreed or strongly agreed that Metro Vancouver products were 

consistently fresh.  Likewise BC products were also rated well.  Products outside of BC were 

given mixed reviews with half of the respondents giving a neutral response, perhaps because 

this is a large category and some products are fresh while others are not.   
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Table 10 Consistent freshness of products by geographic region 

 Food products from this region are consistently fresh. 

 Fine dining restaurants  Chinese restaurants 

 
Lower 

Mainland BC  
Outside 

BC 
 

Lower 
Mainland BC  

Outside 
BC 

Strongly Agree 35% 16% 3%  10% 3% 4% 

Agree  52% 64% 31%  63% 54% 19% 

Neutral  13% 20% 49%  26% 44% 73% 

Disagree 0% 0% 15%  1% 0% 2% 

Strongly Disagree 0% 0% 3%  0% 0% 3% 

Totals 100% 100% 100%  100% 100% 100% 

Unweighted n 33 33 33  45 39 40 

Chinese restaurants gave similar reviews to products from each of the regions, but with slightly 

less conviction.  Both Lower Mainland and BC products were given positive reviews.   A high 

percentage of Chinese restaurants remained neutral on the subject of products from outside of 

BC, perhaps again owing to the broadness of the category.   

Food Quantity 

Food service establishments also require a sufficient quantity of food products in order to run a 

successful business and this may be a determining factor in whether restaurants chose to 

purchase local ingredients.  Restaurant individuals were asked to what extent the supply 

quantity from the different food regions was sufficient for the restaurant’s needs (see Table 11).  

Fine dining respondents were divided on the question of supply quantity of Metro Vancouver 

and Fraser Valley products, whereas fewer Chinese restaurants disagreed with the statement.  

Instead, almost three quarters of Chinese restaurants agreed that the supply quantity for Lower 

Mainland products was sufficient.  It appears that for fine dining restaurants, BC and outside of 

BC products do a slightly better job of meeting the business’ supply needs, particularly in the 
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case of outside of BC products.  In contrast a slightly smaller percentage of Chinese restaurants 

agreed that products from both BC and outside of BC provided sufficient quantity for their 

business and almost half of the respondents remained neutral on the questions regarding these 

products.   

Table 11 Quantity of food products by geographic region 

 The supply quantity is sufficient for my restaurant’s needs. 

 Fine dining restaurants  Chinese restaurants 

 
Lower 

Mainland BC  
Outside 

BC 
 

Lower 
Mainland BC  

Outside 
BC 

Strongly Agree 14% 17% 37%  4% 0% 0% 

Agree  53% 55% 48%  66% 53% 57% 

Neutral  6% 17% 12%  24% 42% 43% 

Disagree 27% 12% 3%  6% 4% 0% 

Strongly Disagree 0% 0% 0%  0% 0% 0% 

Totals 100% 100% 100%  100% 100% 100% 

Unweighted n 32 32 32  45 39 40 

Availability of products 

The seasonality of food products is an important factor in the local food system. Figure 2 

provides an example of the availability of various products grown in the Metro Vancouver and 

Fraser Valley regions at different times of the year.  The seasonality chart was developed by the 

non-profit organization Get Local, which works to education Metro Vancouver residents about 

what local food is and where and how to find local products (Get Local, 2011).  The chart 

illustrates that there is a large number of products available during the summer and fall months, 

but that the diversity of locally available products drops in the winter and early spring.   It is not 

surprising then that when restaurants were asked to agree or disagree with the statement that 

products from the various regions were not available year round (see Table 12), both fine dining 
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and Chinese restaurants were mostly in agreement that they faced seasonality issues with 

Lower Mainland and BC products. 

Most fine dining 

restaurants agreed 

that Lower Mainland 

and BC products are 

affected by seasonality 

issues.  However, a 

small portion of this 

restaurant type 

disagree or strongly 

disagree with the 

majority, indicating 

that there is a small 

group of fine dining 

restaurants that feel it 

is possible to find local 

products year round.   

Again most Chinese 

restaurants agree with 

the fine dining group 

regarding the seasonality of Lower Mainland and BC products.  Remarkably, though, twice as 

many Chinese respondents compared to fine dining participants disagreed with the statement.  

Figure 2 Seasonality chart for products grown in Metro Vancouver 
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This indicates that perhaps some Chinese products are more readily available year round.  

Although no studies or report to date have confirmed this, it is known that certain Asian 

vegetables grow well over the winter months in the Lower Mainland (West Coast Seeds, 2011).  

The responses were mixed for products from outside of BC.  Fine dining restaurants more clearly 

felt that products from outside BC were more readily available all year, with over half agreeing 

to the statement.  In contrast, half of the Chinese respondents were neutral on the question, 

but the remainder is evenly split between agreement and disagreement.  These results are 

significantly different at a level of p<0.000 than those reported by fine dining restaurants.   This 

difference in responses between the two groups may be due to the sheer size of the ‘outside BC’ 

category and different regions where Chinese restaurants source their products could be subject 

to seasonality constraints as well.   

Table 12 Availability of food products by geographic region 

 Food products from this region are not available year round. 

 Fine dining restaurants  Chinese restaurants 

 
Lower 

Mainland BC  
Outside 

BC 
 

Lower 
Mainland BC  

Outside 
BC 

Strongly agree 24% 20% 3%  7% 4% 4% 

Agree  59% 61% 19%  48% 44% 23% 

Neutral  6% 9% 13%  25% 46% 50% 

Disagree 7% 6% 41%  20% 6% 23% 

Strongly disagree 4% 4% 24%  0% 0% 0% 

Totals 100% 100% 100%  100% 100% 100% 

Unweighted n 33 33 33  46 39 41 
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Price Value 

The price of food products is thought to be a major driving factor in food purchasing practices 

for all restaurant types, however several recent studies indicate that perhaps it is not always as 

critical a decision making factor as previous studies determined it to be (Starr et al., 2003).   

When asked whether participants could get the best price value for products from the three 

food regions, responses were mixed from both groups (see Table 13).   An even proportion of 

fine dining respondents agreed and disagreed on the price value of products from Metro 

Vancouver and the Fraser Valley.  The same response pattern emerges for BC products.  This 

disagreement within the group may be due to the typically higher prices for Metro Vancouver 

and BC products (Elton, 2010).  Remembering that a majority of restaurants agreed that local 

products were of consistently good quality, some respondents may feel that the higher prices 

associated with local food are worth the better quality products whereas others may not.  There 

is more consistency in the responses in regard to products from outside of BC.  Only 9% 

disagreed that these products offer good price value. 

Table 13 Best price value by geographic region 

 I can get the best price value for food products from this region. 

 Fine dining restaurants  Chinese restaurants 

 
 

Lower 
Mainland BC 

Outside 
BC 

 
Lower 

Mainland BC 
Outside 

BC 

Strongly agree 0% 0% 16%  5% 0% 6% 

Agree  34% 26% 36%  38% 28% 26% 

Neutral  28% 51% 39%  46% 65% 44% 

Disagree 35% 20% 6%  11% 8% 20% 

Strongly disagree 3% 3% 3%  0% 0% 4% 

Totals 100% 100% 100%  100% 100% 100% 

Unweighted n 33 33 33  44 39 39 
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In comparison, fewer Chinese restaurants feel that Lower Mainland and BC products do not 

provide good price value.  Where there was considerable disagreement amongst the Chinese 

restaurants was surrounding the question of price value of products outside of BC.  Although, 

half were neutral on the question the remaining respondents were split evenly between 

agreement and disagreement.  One Chinese restaurant manager explained that in the summer 

local food was much better and cheaper, but that in the winter prices go up because the local 

supply decreases.  She described how the restaurant would then be forced to buy products from 

outside of BC at a higher price and lower quality.   

The Turn to Quality  

Academic discourse describes how the recent interest in local food represents a return or turn 

to quality.  Local, sustainable and organic foods is equated with concepts of quality and  

authenticity of products and represents a return to the ‘naturalness’ of food (Murdoch et al., 

2000; Sage, 2003; The quality ‘turn’, 2003).   A ‘turn to quality’ indicator was developed to 

assess the extent to which this is occurring in the restaurant industry in Vancouver and to 

provide an overall measurement of how local food is perceived by restaurant professionals.  A 

score for the overall quality of local food products was created by combining the responses to 

the preceding questions regarding the restaurant’s perceptions of food products.  The original 

questions regarding the quality, cost, availability, quantity and freshness of products contained 

5 response categories.  For the ‘turn to quality’ indicator these categories were collapsed into 3 

groupings:  strongly agree and agree into ‘good,’ neutral into ‘okay’ and disagree and strongly 

disagree into ‘not good.’    Only responses regarding Lower Mainland and BC products were 

used.  Table 14 provides the results of the new ‘turn to quality’ score.  A relatively high number 
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 Table 14 Turn to quality indicator 

         Restaurant category 

 Fine dining Chinese 

Good 69% 56% 

Okay 18% 38% 

Not good 13% 6% 

Total 100% 100% 

 
Unweighted n= 79 

of both fine dining and Chinese restaurants scored local food as ‘good.’  Almost twice as many 

Chinese restaurants scored local food as only “okay” compared to fine dining restaurants, 

however, a larger group of fine dining restaurants felt that local food was ‘not good’ compared 

to Chinese respondents.   

Both fine dining and Chinese restaurants provided similar positive reviews for the quality and 

freshness of Lower Mainland and BC products and provided mixed reviews regarding the 

question of price value of local foods.   More Chinese restaurants felt that local food provided 

sufficient quantities for their business, especially in terms of products from the Lower Mainland.  

The seasonality of local products was also less of an issue for Chinese restaurants than fine 

dining restaurants.  These may all be indications of why Chinese restaurants reported sourcing 

higher percentages of food from the local system.   As a group, however, Chinese restaurants 

are more likely to be critical of the overall quality of local food than fine dining restaurants.  The 

following section examines how these perceptions of local food translate into the business 

strategies and advertising approached practiced by the two restaurant groups.  
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8: THE BUSINESS AND MARKETING OF LOCAL FOOD  

The food purchasing decisions made by fine dining and Chinese restaurant professionals are 

informed in part by the marketability of products as ultimately the goal is to succeed as a 

business.  Several studies have indicated that purchasing and marketing local foods can be an 

effective way of improving brand value for restaurants (Smith and Hall, 2003; Hild, 2009).  Some 

restaurants make purchasing local food part of their marketing strategy, because they believe 

consumer demand is high for these products.  They seek out products from the Lower Mainland 

and BC and make an effort to advertise these local ingredients on the menu.  Others may not 

consider local food as a key business driver because the perception is that their guests are not 

concerned about the origin of their food products.  These businesses do not actively seek out 

local products and do not consider advertising local ingredients on their menus regardless of 

how much local product is actually purchased.   

This chapter examines how fine dining and Chinese restaurants approach purchasing local food 

from a business and marketing perspective.  Respondents were asked to indicate whether 

products from the three geographic regions (Lower Mainland, elsewhere in BC and outside BC) 

were part of the restaurant’s marketing strategy and whether these businesses actively sourced 

products from any of the regions.  Respondents were also asked to indicate how high they 

perceived consumer demand to be for products from the different regions.  Finally, respondents 

were asked to provide information on whether the restaurant advertised local ingredients on 

the menu. 
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Marketing Strategy 

Survey participants were asked to what extent purchasing food items from the different regions 

were part of the restaurant’s marketing strategy (see Table 15).  Fine dining restaurants are 

more likely than Chinese restaurants to purchase products from the Lower Mainland or BC as 

part of their strategy to attract business, but the difference is smaller than one might imagine.   

Fine dining restaurants place more emphasis on products from BC compared to products from 

the Lower Mainland.   Although a majority of restaurants responded positively to the question, 

some disagreed with the statement, showing that not all fine dining restaurants are focused on 

purchasing local food as part of their marketing strategy.   Moreover, a quarter of fine dining 

restaurants responded that they purchased products from outside of BC to attract customers.  

However, there remains a strong conviction from some restaurants that products from outside 

of BC were not part of their marketing plan.   In conjunction with the wide variety of responses 

from fine dining restaurants, half to a third of respondents across the different regions 

responded neutrally.  For this group, which tended to give responses that were either positive or 

negative, the higher percentages of neutral response could be an indication that many 

restaurants do not actively purchase products from these regions for marketing purposes or that 

those respondents did not consider the origins of food products to be an important part of a 

marketing strategy. 

Purchasing products from a particular region was less of a concern for many of the Chinese 

restaurants.  Although almost half agreed that purchasing products from BC was part of the 

marketing plan, a high percentage of respondents answered neutrally in regards to Metro 

Vancouver and Fraser Valley products.  Similar to fine dining restaurants, a third of Chinese 

restaurants agreed that purchasing products from outside of BC was done to attract customers, 
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while about 20% disagreed, showing that these restaurants do not actively market products 

from outside of the province.  

Table 15 Food products as part of marketing strategy by geographic region 

 
Purchasing food products from this region is part of the restaurant’s 

marketing strategy.   

 Fine dining restaurants  Chinese restaurants 

 
Lower 

Mainland BC 
Outside 

BC 
 

Lower 
Mainland BC 

Outside 
BC 

Strongly agree 3% 33% 7%  4% 0% 0% 

Agree  31% 27% 18%  19% 42% 31% 

Neutral  49% 29% 37%  73% 46% 47% 

Disagree 15% 11% 21%  2% 6% 15% 

Strongly disagree 3% 0% 18%  3% 6% 6% 

Totals 100% 100% 100%  100% 100% 100% 

Unweighted n 32 32 32  44 39 39 

Actively Purchasing 

Closely related to the issue of marketing is the question of whether restaurants are actively 

purchasing products from particular regions.  Restaurants, like grocery stores, (Ilbery and Maye, 

2006; Hild, 2009) can influence other actors along their supply chains.  Although there are 

certain expectations and pressures that go along with supplying products to restaurant 

customers, if a large number of restaurants actively seek to purchase products from the Lower 

Mainland or BC, their food choices would positively affect market demand for local distributors, 

producers, farmers and those who catch, gather or raise local products.   

Fine dining restaurants are more likely to actively source products from the Lower Mainland and 

BC than Chinese restaurants (see Table 16).  Only a very small percentage of fine dining 

restaurants do not actively seek products from these food regions. As a group fine dining 

restaurants were less likely than Chinese restaurants to actively seek products from outside of 
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BC.  This portion of fine dining Vancouver restaurants may actively reject purchasing products 

from outside of the province or may simply be not be making conscious choices to purchase 

products from any particular region.  However, a quarter still agreed that they actively sought to 

purchase products from outside of BC.  When speaking with the chef of one fine dining 

restaurant which served French cuisine, he described how, for the sake of authenticity of taste, 

he must balance between sourcing locally and importing products that come specifically from 

the region in which style he is cooking.  To give an example, he described how there were 

certain cheeses and specialty products such as truffles that cannot be found locally, which he 

buys and uses to create authentic French cuisine.  He also described how his food choices are 

governed by flavour as he will specifically source certain products from outside of BC or Canada, 

such as sundried tomatoes from California, because of their quality and taste is superior 

compared to local products of the same type.  

Table 16 Restaurants that actively seek to purchase products by geographic region 

 The restaurant actively seeks to purchase food products from this region. 

 Fine dining restaurants  Chinese restaurants 

 
Lower 

Mainland BC  
Outside 

BC 
 

Lower 
Mainland BC  

Outside 
BC 

Strongly agree 42% 37% 6%  13% 2% 4% 

Agree  46% 41% 21%  52% 39% 30% 

Neutral  6% 16% 51%  19% 53% 55% 

Disagree 6% 6% 15%  10% 0% 2% 

Strongly disagree 0% 0% 7%  5% 7% 9% 

Totals 100% 100% 100%  100% 100% 100% 

Unweighted n 33 33 32  44 38 38 

Chinese restaurants also actively seek to purchase products from the Lower Mainland and BC as 

well as from outside of the province, but the percentages are lower than the numbers for fine 

dining restaurants.  Consistent with the amount of products from BC that was reported by 
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Chinese restaurants, a smaller percentage actively seek to purchase products from this region.  

This is compared to relatively high number of Chinese restaurants that actively purchase Lower 

Mainland products.  There is a minority of restaurants who do not actively seek to purchase 

products from the Lower Mainland or BC, but it is not possible to determine whether they 

actively reject purchasing products from these regions or simply do not make the effort to seek 

out products from those areas.   

Consumer Demand 

The clientele of fine dining restaurants are typically different than those who eat regularly at 

Chinese restaurants.  If based on nothing other than socio-economic status, Chinese restaurants 

cater to a different section of the population than fine dining restaurants, which tend to attract 

clientele that have the ability to pay the higher prices associated with their menu items.    The 

reported level of consumer demand for products from the three food regions was however not 

as different as one might expect for the two restaurant categories (see Table 17).   

Fine dining restaurants reported that consumer demand was exceptionally high for products 

from the Lower Mainland, again high for BC products, but was clearly lower for products from 

outside of the province.  Chinese restaurants indicated a similar demand from their guests for 

Lower Mainland products, but unlike fine dining restaurants clientele, demand for BC products 

was noticeably less.  A higher portion of Chinese respondents, compared to fine dining 

restaurants, agreed that consumer demand was high for products outside of BC.  These 

restaurants many be responding to the customer’s expectation that they will offer specialty 

items that are not available locally or are of superior quality to local options.  Some products 

from outside of BC, such as mangoes from Hawaii, beef from Alberta and fois gras from France, 

have such distinct flavours that the consumer demand remains high for these specialty 
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products.  Likewise, there are speciality Asian products which cannot be grown, raised or caught 

locally which are prized by some guests at Asian restaurants.   

Table 17 Perceived consumer demand for products by geographic region 

 Consumer demand for food from this region is high.   

 Fine dining restaurants  Chinese restaurants 

 
Lower 

Mainland BC  
Outside 

BC 
 

Lower 
Mainland BC  

Outside 
BC 

Strongly agree 12% 9% 3%  14% 1% 1% 

Agree  74% 62% 26%  57% 32% 42% 

Neutral  14% 29% 54%  27% 65% 48% 

Disagree 0% 0% 17%  2% 1% 9% 

Strongly disagree 0% 0% 0%  0% 0% 0% 

Totals 100% 100% 100%  100% 100% 100% 

Unweighted n 33 33 32  45 39 40 

Advertising Local Food Ingredients 

Restaurants that advertise local products on their menu are using it as a strategy to attract 

business.  In the case of fine dining restaurants in Vancouver some chefs, such as John Bishop 

(Bishops); Jennifer Peters (Raincity Grill); and Robert Clark (C, Nu and Raincity Grill), have been 

very active in promoting local foods and have worked to help change the culture of eating in the 

city (Elton, 2010).  Almost all of the 69 fine dining restaurants in Vancouver reported advertising 

local food on their menus, although 38% reported that they only do this some of the time (see 

Table 18).   Only 3% reported that the restaurant never indicated on their menu if an item was 

local.  For a majority of the fine dining restaurants communicating the origin of a food product 

to their guests adds value to the menu item.  For those guests who care about the origins and 

quality of their food, a ‘Sloping Hills Farm pork tenderloin’ or a ‘Barnston Island micro green 

salad’ adds the perception of value and connection to place that ‘pork tenderloin’ and ‘micro 

green salad’ do not.    Fine dining restaurants, responding to the increased public interest in 
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local food in recent years, are eager to provide information on the origin of their local food 

items.  The responses from Chinese restaurants are in sharp contrast to those of the fine dining 

restaurants.  67% of Chinese restaurants do not advertise local food on their menu.  While 22% 

will sometimes provide this information, only 3% responded that they regularly advertised on 

their menu if an item was local.     

Table 18 Advertizing local food on the menu by restaurant category 

   Restaurant category 

 Fine dining Chinese 

Yes 59% 3% 

Sometimes 38% 22% 

No 3% 67% 

Don't know 0% 8% 

Totals 100% 100% 

 
Unweighted n= 79 

All restaurants that responded ‘Yes’ or ‘Sometimes’ to the question of advertising local food 

were asked to indicate which of the geographic regions they considered to be local (see Table 

19).  Some Chinese restaurants chose to respond although they answered ‘No’ or ‘Don’t Know’ 

to the previous question.   Only half of the Chinese restaurants group responded to the 

questions and therefore the results should be interpreted with a certain amount of caution.   

Most fine dining and Chinese restaurants agreed that Metro Vancouver and Fraser Valley 

products were local.  Interestingly a far greater number of fine dining restaurants also indicated 

that BC products were considered local foods, compared to the small percentages from Chinese 

restaurants.   A small percentage of fine dining restaurants also considered Canadian products 

to be local products.  Evidently, fine dining restaurants tend to define local foods in broader 

terms and see BC products as local, whereas Chinese restaurants appear to have a much smaller 

geographic definition of local food.   
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Table 19 Definitions of local food geography by restaurant category 

 Restaurant category 

 Fine dining Chinese 

Metro  91% 96% 

BC 77% 16% 

Canada 12% 0% 

International 0% 0% 

 

Unweighted n= 51 

Chinese restaurants are more likely to source locally, but less likely to advertise it.  In contrast 

most fine dining restaurants make an effort to advertise local foods even when they are 

relatively less likely to purchase large amounts of these products.  Fine dining restaurants are 

more likely to actively source ingredients from the local system than Chinese restaurants, 

although consumer demand is reportedly high for both groups for local food.   Many fine dining 

restaurants indicated that purchasing products from the Lower Mainland and BC was part of 

their overall marketing strategy, whereas purchasing products from particular geographic 

regions is relatively less of a concern for Chinese restaurants.  This exploration of how each 

restaurant category deals with the business and marketing of local food leads to an examination 

of the food supply chains that provide restaurants with their ingredients.   
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9: LOCAL FOOD SUPPLY CHAINS AND DISTRIBUTION 

NETWORKS 

The supply chains that connect rural and urban communities in local food networks are critical 

elements of a sustainable local food system (Hinrichs, 2000).  The concept of short food supply 

chains (SFSC) is featured prominently in debates about local and alternative food systems (Ilbery 

and Maye, 2006).  As their name implies, SFSCs are shorter and less complex supply chain 

arrangements between producers and consumers (Ross, 2006).  Local food supply chains are 

seen to emphasize social embeddedness (Murdoch et al., 2000; Donald, 2009), a concept that 

describes economic transactions as based in social (as opposed to arms-length market) 

relationships, and on principles of “connectivity, reciprocity and trust” (Sage, 2003: 45).   Face-

to-face interactions provide a space for farmers and consumers to meet and interact, 

encouraging a sense of connection to place and locality (Ross, 2006).   

The local food supply chain or distribution network that connects BC producers and processors 

with the province’s food service industry is dominated by food service distributors (FSDs).  These 

are companies that purchase food products directly from producers and then sell those 

products to the food service industry at a marked up price.  A 2006 report for the BC Ministry of 

Agriculture and Lands on BC Food Service Distributors estimates that 90% of the food stuffs and 

other supplies purchased by BC’s restaurants move thorough food distribution companies.  

There are many small and medium sized FSD in BC, but a large portion, between 60 – 65%, of 

the market share is thought to be dominated by two of the largest international companies, 

Sysco and Gordon Foods (formerly Neptune).  This will likely continue as the FSD industry 

continues the current trend of consolidation (NovaCorp Consulting Inc., 2006).  Both Sysco and 
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Gordon Foods have bought several of the local medium sized distribution companies in recent 

years, such as Albion Fisheries and Trimpac Meat Distributors.   

Compared to other segments of the food sector, such as retailers and institutional food services, 

restaurants tend to order smaller quantities, more specialty items and require more frequent 

deliveries.  In response to these needs, FSD will sometimes tailor their products to this market 

by undertaking certain value-added operations, such as storing, packing or prepping food 

products (NovaCorp Consulting Inc., 2006).  

The 2006 NovaCorp report stipulates that, with the exception of seafood vendors, BC’s FSD 

source a majority of their products from outside of Canada.  However reports from the industry 

are that the market has been changing.  The large ‘broadline’ suppliers, such as Sysco and GFS, 

have begun to offer local products to restaurants, a change in business that has been confirmed 

by several fine dining restaurants.  Moreover, a number of small to medium sized distributors 

who focus on local food, such as Biovia and Mikuni Wild Harvest, have either appeared on the 

market or have seen their business grow in recent years (Mikuni Wild Harvest, 2007).   

The number, type and variety of distributors reported by both the fine dining and Chinese 

restaurants provides insight into the distribution system that supplies these establishments with 

their food products and demonstrates some of the changes that may be happening in the local 

distribution network.  Table 20 outlines the 21 (unweighted) most frequently reported 

distributors from both restaurant groups.  This table shows that while some overlap exists, the 

two restaurant types use largely two different streams of supply companies.   
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Table 20 Food service distributors by restaurant category 

 
Restaurant category 

 Distributor Name Fine dining Chinese Totals 

Sysco 12 2 14 

Albion Fisheries (GFS) 11 0 11 

Trimpac Meat Distributors (Sysco) 11 0 11 

GFS Foods 10 0 10 

Mikuni Wild Harvest 7 0 7 

Deluxe Seafood 6 0 6 

Hills Foods 6 0 6 

Seven Seas 6 0 6 

Yen Bros Food Service 6 1 7 

Intercity Packers 5 0 5 

Two Rivers Speciality Meats 5 0 5 

Barnston Island Herbs 4 0 4 

Centennial Food Service 4 0 4 

Hannah Brook Farms 4 0 4 

Jim Koo Produce 4 1 5 

Blundell Seafood 3 1 4 

Costco Wholesale 2 3 5 

Sunrise Soya Foods 1 4 5 

Supreme Meat Supplies 0 6 6 

Van Whole Produce 0 7 7 

Ferry Market 0 11 11 

All other distributors 77 83 160 

Totals 184 119 303 

 Unweighted n= 79 

Restaurants provided names of between 1 and 9 distributors, with most restaurants using at 

least 4 to 6 FSD (a total of 66%) on a regular basis (see Table 42 in Appendix B).  Only six spaces 

were provided for the question and therefore the data only represents the minimum number of 

distributors per restaurant.  When broken down into restaurant groups, fine dining restaurants 

reported a higher number of suppliers (between 5-6) while many Chinese restaurants named 

only 4 food service companies.  This perhaps indicates that Chinese restaurants use a smaller 

number of distributors to source their food, but because participants were not asked directly 

how many distributors they used, further study is needed to clarify this point.   
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The most frequently used distributors by Vancouver’s fine dining restaurants are Sysco, Trimpac 

Meat Distributors (owned by Sysco), GFS Foods, and Albion Fisheries (owned by GFS Foods).  

This data is consistent with the 2006 report on BC’s food distribution system that stipulated that 

60% of the restaurant food distribution market is dominated by Sysco and Gordons (NovaCorp 

Consulting Inc., 2006).  Several of the other popular distributors include:  

· Mikuni Wild Harvest (7 responses), a local distribution company that specializes in 

“sustainable wild foods for restaurants” (Mikuni Wild Harvest, 2007). 

· Deluxe Seafood (6 responses), a Vancouver-based seafood distributor that supplies 

ocean wise, local seafood and fish as well as less sustainable seafood products 

(Deluxe Seafood Limited, 2009).  

· Hills Foods (6 responses), another local company that supplies “wild game meats, 

organic meats, and specialty products to chefs [and] restaurants” (Hills Foods, 

2011). 

· Seven Seas (6 responses),  a business that supplies fine dining restaurants, hotels 

and other distributors with sustainably sourced seafood, although their products are 

not always local (7 Seas Fish Co., n.d.). 

· Yen Bros Produce (6 responses), a locally owned distribution company that does not 

focus on local products.  

While not all smaller distributors are sustainability focused, the types of ingredients that most of 

these distributors supply show a preference for local, sustainable and/or specialty items.   

Of the 184 responses from the fine dining restaurants, 19% of the suppliers were reported only 

once.  One chef, who’s restaurant is focused on using local sustainable ingredients, comments 

that his full list of suppliers in long: “around 20-25.”  Although the larger distributors still control 

a substantial part of the distribution market, many fine dining restaurants use a complex system 

of food procurement to seek out specialty, top quality products and will deal with large numbers 

of distributors to source out specific food items. 
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In some cases the line between distributor and producer has blurred and several of the 

distributors on the list, such as Barnston Island Herbs and Hannah Brook Farm, are local farms 

that have taken on the role of distributor.  In addition, some distributors that started off as small 

collectives of individuals, such as Mikuni Wild Harvest, have responded to the market needs of 

fine dining restaurants by growing into a successful local food focused supplier.  One fine dining 

chef describes how the restaurant has developed a relationship with the people who grow their 

vegetables, raise their cattle for their steaks and catch their fish.  The chef takes her staff out for 

tours of the farms and the producers will sometimes come into the restaurant to make a 

presentation to the guests about the food they are eating.  Another chef describes how in the 

summer, producers bring their products to the restaurant and allow him to choose the best 

looking produce from their vans or delivery trucks.  In the winter, however, he explains that the 

availability, variety and quality of products decline and these informal deliveries become less 

frequent.  When out delivering surveys late in the summer, I observed an example of this type of 

informal distribution system.   An old green Volvo was parked on the street outside of a small 

upscale bistro.  The trunk was open and it was filled with zucchini, zucchini flowers, bundles of 

basil and early acorn squash.  The chef had come out to the meet the man who was delivering 

these products and their exchange was familiar and friendly.   

Comparing fine dining restaurants to Chinese restaurants shows that there is a clear separation 

of the distribution networks that these restaurants use.  Chinese restaurants provided names of 

suppliers that were almost completely different from fine dining restaurants.  The most 

frequently named suppliers for Chinese restaurants were Ferry Market (11 responses), Van 

Whole Produce (7 responses) and Supreme Meat supplies (6 responses).  Of the 119 distributor 

names provided by Chinese restaurants, a substantial number of the suppliers (32%) were 

reported only once.   
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Finding Distributors 

When asked about the difficulty of finding distributors, reports from the fine dining restaurants 

are mixed (see Table 21).  The numbers show that for fine dining restaurants it is slightly easier 

to find distributors for BC products than Lower Mainland products and easier still to find 

distribution companies that will deliver products from outside of the province.  A third to a fifth 

of fine dining respondents report that they had difficulty finding companies that source locally, 

indicating that for some restaurants finding distributors acts as a barrier to purchasing more 

local products.       

Table 21 Difficulty in finding distributors by geographic region 

 It is difficult to find food distributors who source from this region. 

 Fine dining restaurants  Chinese restaurants 

 
Lower 

Mainland BC  
Outside 

BC 
 

Lower 
Mainland BC  

Outside 
BC 

Strongly agree 3% 6% 0%  2% 3% 3% 

Agree  25% 12% 3%  18% 24% 15% 

Neutral  20% 26% 17%  39% 62% 59% 

Disagree 39% 43% 63%  39% 9% 21% 

Strongly disagree 13% 13% 17%  2% 3% 3% 

Totals 100% 100% 100%  100% 100% 100% 

Unweighted n 33 32 33  45 38 40 

The responses from Chinese restaurants show similar trends, although there are some 

important differences between the two groups.   According to the survey results, the highest 

number of Chinese restaurants find it difficult to find distributors who source products from BC, 

while a majority of restaurants feel that it easy to find distributors who provide products from 

the Lower Mainland.  These results are consistent with the amount of produce purchased by 

Chinese restaurants from these regions.  In terms of distributors who source products from 

outside of the province, a larger percentage of Chinese restaurants reported that they had 
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difficulty finding distributors who brought in products from outside of BC than fine dining 

restaurants.   

Convenience of Ordering 

The likelihood that restaurants will purchase products from particular geographic regions is 

increased if it is convenient to order products from those areas.  The previous question asked 

about the restaurants’ ability to find distributors that source from particular regions, while this 

question examines the general perception of how easy it is to order food from different regions.  

A majority of fine dining restaurants agreed that it is convenient to order products from the 

Lower Mainland and BC (see Table 22) .  The highest proportion of restaurants, however, agreed 

that products from outside of BC were most convenient to source and no restaurants disagreed 

with the statement.   According to the responses given by fine dining restaurants, it is almost as 

convenient to order Metro Vancouver and Fraser Valley products as products from outside of 

BC.   

Table 22 Convenience of ordering food by geographic region 

 It is convenient to order food products from this region. 

 Fine dining restaurants  Chinese restaurants 

 
Lower 

Mainland BC  
Outside 

BC 
 

Lower 
Mainland BC  

Outside 
BC 

Strongly agree 12% 9% 20%  8% 4% 4% 

Agree  55% 49% 50%  66% 39% 30% 

Neutral  18% 32% 30%  17% 50% 56% 

Disagree 15% 9% 0%  8% 4% 9% 

Strongly disagree 0% 0% 0%  1% 3% 1% 

Totals 100% 100% 100%  100% 100% 100% 

Unweighted n  32 31 31  45 39 40 

In contrast, while Chinese restaurants also report that Lower Mainland products are the most 

convenient food region to source products from and BC products as less so, surprisingly only 
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34% of Chinese restaurants agreed that it was convenient to order food from outside of BC.   

This suggests that perhaps some Chinese restaurants find the process of ordering products from 

non-local product distributors inconvenient compared to those offering local products.   

Other Forms of Food Purchasing 

In addition to using distributors to provide a consistent supply of products for their business, 

most of the restaurants practice some other forms of food purchasing (see Table 23).  Only 20% 

of fine dining restaurants and 14% of Chinese restaurants indicated that they only used 

distributors to purchase food products.  Almost half of the fine dining restaurants purchased 

directly from farmers, producers and farmer’s market in the past year.   One restaurant 

comments that “We mainly purchase direct from producers (Hazelmere Farm and Farm House 

Cheese),” while another stated that they were cautious about the suppliers they used and chose 

to “buy directly from licensed supplier, because for example, seafood contamination, [such as] 

red tide.”  A third have also taken a trip to the grocery store for supplies, although from 

conversations with several chefs this is often done as an emergency supply run and not as a 

regular way of purchasing ingredients for the restaurant.   

Chinese restaurants also purchase from producers, but fewer from this group bought directly 

from farmers or farmer’s markets.  An important method of purchasing food for Chinese 

restaurants is to buy directly from grocery stores as 73% of Chinese restaurants reported having 

bought products from a local grocery store.  One restaurant comments that they purchase their 

products “in Chinatown from store to store depending on which one has better pricing and 

quality of produce.”   This may be another example of a different set of complex supply chain 

relationships and connections that could benefit from further study.  It is however not the focus 

of this research.   
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Table 23 Other forms of food purchasing by restaurant category 

 Restaurant category 

 Fine dining Chinese 

No other form 20% 14% 

Farmers 46% 10% 

Producers 43% 36% 

Farmers markets 41% 19% 

Grocery store 35% 73% 

Other 9% 1% 

 
Unweighted n=77 

There is little evidence that restaurants find it challenging to source locally.  In terms of finding 

distributors and the convenience of ordering, fine dining restaurants report more difficulty 

sourcing products from the Lower Mainland and Chinese restaurants more difficulty with BC 

products.   Both fine dining and Chinese restaurants use a complex system of food procurement 

practices to bring in ingredients to their kitchens.  They create individually customized supply 

chains that allow them to source different products from different regions, both local and non-

local.   

This study has taken a closer look at the characteristics, perceptions, business practices and 

supply chain relations that define Vancouver’s fine dining and Chinese restaurants.  The 

following section explores the ways in which these attributes and approaches shape the food 

purchasing practices of these two restaurant types.   
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10: FACTORS AFFECTING LOCAL FOOD PURCHASING 

“You can’t come to work, put a pan down and not think about the consequences” 

- a Vancouver fine dining restaurant chef 

This study of fine dining and Chinese restaurant’s purchasing practices finds that both restaurant 

types report sourcing substantial quantities of local products.  The previous chapters have taken 

a closer look at the general characteristics of fine dining and Chinese restaurants and uncovered 

some of the perceptions, marketing strategies and procurement practices that these two 

restaurant types exhibit.  The question is then, to what extent do these characteristics, 

perceptions and procurement practices affect the food choices that they make.  Are smaller 

restaurants more likely to source local food than larger restaurants?  Do more expensive food 

service establishments typically purchase more ingredients from the Lower Mainland and BC 

than their less expensive counterparts?  The following section explores how much the 

comparison of local food purchasing practices of fine dining and Chinese restaurants is a 

comparison of cuisine types and food cultures and to what extent other characteristics effect 

the food choices that the two restaurant types make.  Other variables that are compared against 

the initial cross tabulation of local food purchased and restaurant category include: cuisine type, 

meal price, restaurant size, price of food products, marketing practices, types of food 

purchasing, perception of the quality of local food and the ability to find local food distributors.   

Localness Indicator and Restaurant Category 

In order to explore further the local food purchasing practices of fine dining and Chinese 

restaurants, a new ‘localness’ variable has been developed using the data from the second of 
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the food origin questions.  This question asked respondents to indicate in the last year how 

much of the food purchased by the restaurants came from the four identified geographic 

regions:  Metro Vancouver and the Fraser Valley, elsewhere in BC, elsewhere in Canada and 

international agricultural areas.  The ‘localness’ variable, however, combines only responses  

from the Lower Mainland and BC product categories to create a total percentage of all food 

purchased locally in the last year for each restaurant.  The localness variable then divides the 

study population between high volume users of local food (restaurants that purchased over 60% 

of their products locally) and medium to low volume users (restaurants that sourced 60% and 

under of their products locally).   Although setting the dividing line between the ‘high’ and 

‘medium to low’ localness restaurants at 60% of their purchases generates statistically 

significant results, it may appear to be a somewhat high percentage.  Restaurants that source 

55% of their products from the Lower Mainland and BC, still source a remarkable amount of 

local products.  But because many restaurants from both restaurant groups report purchasing a 

large amount of local food, the bar is set high, placing the division line at 60%.   

The results in Table 24 show that compared to fine dining restaurants almost twice as many 

Chinese restaurants bought over 60% more of their food products locally in the last year.  A chi-

square analysis shows that the relationship between the restaurant type and the amount of 

local food sourced is highly statistically significant (significance level .000).   

Table 24 Localness indicator by restaurant category 

 Restaurant category 

 Fine dining Chinese 

High 32% 60% 

Low 68% 41% 

Totals 100% 100% 

 Unweighted n=66 
Significance level .000 
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As discussed earlier in this paper, there are several reasons why reports from Chinese 

restaurants regarding the percentage of local food purchased might be interpreted with a 

certain amount of caution.  This is due in part to the number of Chinese restaurant respondents 

that reported that they sourced 100% of their products locally.  The 27 100% local restaurants 

greatly affect the results for the Chinese restaurant category, changing the percentage of high 

volume local food Chinese restaurants by about 20%.  This phenomenon is not seen in the case 

of fine dining restaurants where only 2 restaurants indicated that they were 100% local, creating 

only a 3% difference.  There is not enough data in some cells to test the significance of Table 25.  

However, when the 100% local restaurants are completely removed from the cross-tabulation 

(see Table 43 in Appendix B), the comparison between the localness indicator and restaurant 

categories continues to be a significant comparison (significance level .009).   

Table 25 Localness indicator with restaurants reporting 100% localness in separate category 

 Restaurant category 

 Fine dining Chinese 

100% Local 3% 18% 

High 29% 41% 

Low 68% 41% 

Totals 100% 100% 

 
Unweighted n=66 

Although this discussion raises concerns about some of the Chinese restaurants responses it is 

not certain that the 100% local respondents misunderstood or misinterpreted the questions.  

Therefore all responses from Chinese and fine dining restaurants are included in the following 

examination of factors that affect food purchasing decisions.   
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Cuisine type 

For fine dining establishments the cuisine type served at restaurant did not dictate how much 

local food was purchased by these respondents.   Because all Chinese restaurants indicated they 

served Chinese cuisine, cuisine type does not vary with the amount of local food purchased.   Of 

the main cuisine types served at fine dining restaurants no style of cooking tended to source a 

great deal more local food than any other.  Table 26 compares the percentage of local food 

purchased for each fine dining restaurant cuisine type.   

Table 26 Fine dining restaurants: percentage of local food purchased by cuisine type  

 Cuisine type 

 French Italian Mediterranean 
West Coast 

Contemporary 

High 28% 24% 33% 36% 

Low 72% 77% 66% 64% 

Totals 100% 100% 100% 100% 

 Unweighted n=66 

 

The most frequent cuisine type served at fine dining restaurants is West Coast Contemporary.  It 

is also the group with the highest percentage of high volume users of local food, showing that 

West Coast contemporary is a style of cooking, but also indicates a focus on local ingredients.  

This is consistent with Elton’s description of the term as being focused on using local, seasonal 

and sustainable products (Elton, 2010).  Overall, it appears that some fine dining restaurants 

make the choice to purchase local foods while others do not, regardless of cuisine type.   The 

results demonstrate that it is possible to source a high percentage of products locally, while 

continuing to cook in cuisine styles from around the world.   
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Meal Price 

A survey of restaurants in Iowa maintains that fine dining restaurants are the restaurant type 

that is the most likely to source food from the local food system.  The study argues that these 

restaurants can charge a higher price for meals without losing customers and therefore can 

afford the higher food costs associated with local food (Scanlan and Associates et al., 2000).  The 

data collected on Vancouver restaurants, however, presents a very different picture (see Table 

27).  There is a clear division in the average entrée price between fine dining restaurants and 

their Chinese counterparts.  92% of Chinese restaurants’ average entrée price is less than $15, 

while all of the fine dining restaurants average entrees prices are above the $15 mark.   

Table 27 Relationship between average price of main entrée and local food purchasing  

 Average price of main entrée 
 

 

 Fine dining restaurants  Chinese restaurants 

 
less  

than 10 10-15 15-25 25+ 
 less  

than 10 10-15 15-25* 25+* 

High - - 50% 19%  58% 61% 33% 100% 

Low - - 50% 81%  42% 39% 67% 0% 

Totals - - 100% 100%  100% 100% 100% 100% 

 

*cell count n= 1 or 2 respondents  
Unweighted n=66   

The less expensive restaurants from both categories are more likely to source high percentages 

of local food.  Exactly half of the lower priced ($15-25) fine dining restaurants were high volume 

local food restaurants (see Table 27), while more expensive fine dining restaurants tended to 

source less local food.  Similarly more of the Chinese restaurants that charge under $15 for their 

average menu price are high local food users.  There is insufficient data for Chinese restaurants 

in the two more expensive price categories to be certain of the results but an initial reading 

shows that more expensive Chinese restaurants source less locally than the two least expensive 
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categories of that restaurant group (see Table 28).  These results challenge the notion that it is 

only high priced restaurants that purchase a large amount of local products.  Instead fine dining 

and Chinese restaurants in Vancouver that charge less for their meals are the businesses that 

are more likely to buy mustard greens from Richmond, lamb from the Fraser Valley and gooey 

duck from local divers.   

Table 28 Relationship between average price of main entrée (divided at $15) and local food purchasing 

                           Average price of main entree 

 Fine dining  Chinese 

 >10-15 15-25+  >10-15 15-25+ 

High - 32%  60% 50% 

Low - 68%  40% 50% 

Totals - 100%  100% 100% 

 

Unweighted n=66 

Restaurant Size 

Using the overall mean of seating capacity for both restaurant categories as a dividing line to 

identify larger and smaller restaurants and comparing this to the amount of local food 

purchased by each restaurant category reveals that the size of a restaurant has greater 

significance for local food purchasing for fine dining restaurants than Chinese.  Table 29 shows 

that smaller fine dining restaurants are much more likely to purchase greater percentages of BC 

products than fine dining restaurants over 80 seats.  In contrast small Chinese restaurants 

source slightly less than larger Chinese restaurants, but this difference in local food purchasing is 

less pronounced.  In other words, there is such a thing a small, locavore fine dining restaurant, 

but in terms of Chinese restaurant’s food choices the distinction between large and small 

establishments is much less important.   



 

 
76 

Table 29 Relationship between restaurant size and local food purchasing 

 Seating capacity 

 Fine dining restaurant  Chinese restaurants 

 < 80 guests 80+ guests  < 80 guests 80+ guests 

High 52% 22%  49% 54% 

Low 48% 78%  52% 46% 

Totals 100% 100%  100% 100% 

 

Unweighted n=55 

Price of Food 

Previous studies of the restaurant industry’s local food purchasing practices disagree about the 

importance of food price in food purchasing decisions.  Some scholars argue that the price of 

food supplies is a critical factor in food purchasing decisions for restaurants (Scanlan and 

Associates et al., 2000; Inwood et al., 2009), while other have discovered that in some cases 

price is not as an important  factor in restaurants’ food choices (Starr et al., 2003).  The survey of 

Vancouver restaurants did not ask direct questions about how the price of ingredients affects 

food choices, but one question did begin to address the issue by asking to what extent 

respondents felt that they could get the best price value for products from different food 

regions.  The comparison between the perceived price value and the amount of local food 

purchased (see Table 30) shows that for Vancouver fine dining and Chinese restaurants the price 

value of local products is not a major factor in food purchasing.  For both Chinese and fine dining 

restaurants, only a third of the high volume local food restaurants agreed they could get a good 

price value for their Lower Mainland and BC products.   Interestingly, it was the low volume local 

food Chinese restaurants that gave local food the best reviews in terms of price value.     
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Table 30 Relationship between perception of price value for Lower Mainland and BC products and local 
food purchasing 

Marketing 

How much of the new ‘eating local’ trend in the fine dining restaurant industry is driven by the 

media and marketing and how much is it a true commitment to supporting the local food 

system on the part of restaurant owners and chefs?  In the case the Chinese restaurants perhaps 

it is simply a pragmatic approach to sourcing the freshest, best priced ingredients when they are 

in season.   For fine dining restaurants there is a clear connection between advertising local food 

on the menu and the purchasing of large amounts of local ingredients, whereas for Chinese 

restaurants the marketability of local food appears to be less of a concern (see Table 31).   

Table 31 Relationship between advertising local food on the menu and local food purchasing 

 Can get best price value for food products from the Lower Mainland and BC 

 Fine dining restaurants  Chinese restaurants 

 Agree Neutral Disagree Totals  Agree Neutral Disagree Totals 

High 30% 43% 28% 100%  24% 59% 17% 100% 

Low 28% 42% 31% 100%  57% 38% 5% 100% 

Totals 29% 42% 30% 100%  38% 50% 12% 100% 

 Unweighted n=64 

                  Advertises local food on the menu  

 Fine dining restaurants  Chinese restaurants 

 Yes 
Some-
times No Totals   Yes 

Some-
times No Totals 

High 100% 0% - 100%  0% 34% 66% 100% 

Low 41% 59% - 100%   9% 16% 74% 100% 

Totals 60% 40% - 100%  4% 26% 69% 100% 

 Unweighted n=62 
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All high volume local food fine dining restaurants reported that they advertised local food on 

their menu.  However, regardless of how much local food is purchased by the restaurant,  all 

fine dining establishments make an effort, at least some of the time, to communicate to guests 

when an item is from somewhere in BC.  The notion of ‘local’ for fine dining restaurants is used 

as a selling point both of the menu item as well as for the restaurant itself.  This may also be 

connected to the reportedly high consumer demand for these types of products from fine dining 

clientele.   

In contrast, only a third of the high volume local food Chinese restaurants sometimes advertise 

local food on their menus, instead most of them (similar to the low volume Chinese restaurants) 

do not advertise when products are from somewhere in BC.  Although the data shows that only 

low volume Chinese restaurants responded “yes” to advertising local food on the menu, there is 

insufficient data in this category to confirm these results.  Reportedly there is not as high 

demand from Chinese restaurants patrons for local products as for fine dining restaurants and 

perhaps this is why although a large amount of food is locally grown, raised or caught, Chinese 

restaurants do not feel the need to advertise the origin of their food on the menu.   As one 

Chinese restaurant manager stated, in terms of local food, customers don’t ask about where the 

food comes as long as it tastes good.    

The Practice of Food Purchasing 

Most restaurants in the study (approximately 80%) use some form of food purchasing other 

than food service distributors to purchase food products.  The remaining 20% only use 

distributors to buy their food supplies.  Restaurants that only use distributors purchase less local 

ingredients than restaurants that practice other forms of food purchasing.  Just 23% of this 

distributor-only group sourced over 60% of their food locally.  A much higher percentage (55%) 
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of restaurants that use other forms of food purchasing, such as buying direct from farmers, 

producers, farmer’s markets or grocery stores,  were high volume local food users (see Table 44 

in Appendix B). 

Chinese and fine dining restaurants that use means other than distributors to purchase food 

products do so in very different ways (see Table 32 to Table 35).  Fine dining restaurants that 

purchased from farmers, producers and to a certain extent farmer’s markets, purchased a 

higher percentage of local food.  Restaurants that did not participate in these purchasing 

activities were much less likely to be high volume local food users.  For Chinese restaurants the 

relationship between the means of food procurement and the purchasing of local foods is less 

clear.  Very few Chinese restaurants purchased products from farmers and only half of those 

restaurants were high volume local food restaurants.  The Chinese restaurants (41%) that 

purchased products from producers were only slightly more likely to purchase large amounts of 

local food than those that did not use producers to source ingredients.  The same results arise 

for the quarter of the Chinese restaurants that purchased from a farmer’s market.  The 

restaurants that bought food from a farmer’s market were only slightly more likely to be a high 

volume local food restaurant than those that did not.  Fine dining restaurants approach local 

food purchasing by building relationships with farmers and producers whereas Chinese 

restaurants use completely different purchasing networks, which perhaps included purchasing 

local products through grocery stores.  This difference in approaches to food purchasing is 

particularly apparent in Table 32 where most of the high volume local food fine dining 

restaurants report sourcing directly from farmers whereas both high and low volume local food 

Chinese restaurants do not.  
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Table 32 Relationship between purchasing products from farmers and local food purchases 

                   Purchased from farmers 

 Fine dining restaurants  Chinese restaurants 

 Yes No Total  Yes No Total 

High 82% 18% 100%  11% 90% 100% 

Low 33% 67% 100%  15% 85% 100% 

Totals 51% 49% 100%  12% 88% 100% 

 Unweighted n=65 

Table 33 Relationship between purchasing from producers and local food purchases 

 Purchased from producers 

 Fine dining restaurants  Chinese restaurants 

 Yes  No Total  Yes  No Total 

High 76% 24% 100%  43% 57% 100% 

Low 32% 68% 100%  38% 62% 100% 

Totals 46% 54% 100%  41% 59% 100% 

 Unweighted n=65 

Table 34 Relationship between purchasing from farmers markets and local food purchases 

                 Purchased from farmers markets 

 Fine dining restaurants  Chinese restaurants 

 Yes  No Total  Yes  No Total 

High 59% 41% 100%  26% 74% 100% 

Low 36% 64% 100%  22% 78% 100% 

Totals 44% 56% 100%  24% 76% 100% 

 Unweighted n=65 

Table 35 Relationship between purchasing from grocery stores and local food purchases 

 Purchased from grocery stores 

 Fine dining restaurants  Chinese restaurants 

 Yes  No Total  Yes  No Total 

High 18% 82% 100%  88% 12% 100% 

Low 42% 58% 100%  60% 40% 100% 

Totals 34% 66% 100%  77% 23% 100% 

 Unweighted n=65 
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There is also a noticeable difference between the two restaurant types in terms of how many 

restaurants purchase ingredients from grocery stores.  Only a third of fine dining restaurants 

purchase food from grocery stores and these restaurants are less likely to be the restaurants 

which purchase over 60% of their food locally.  In contrast the Chinese restaurants that reported 

purchasing some of their ingredients from a grocery store are more likely to be high volume 

users.  The Chinese restaurants that do not buy from grocery stores are much less likely to 

purchase a large amount of food products from the local system.   

Local Food as a Turn to Quality 

The perception of the overall quality of local food, measured by the ‘turn to quality’ score, does 

not greatly affect the amount of local products purchased by restaurants (see Table 36).  The 

‘turn to quality’ score comprises data from all responses regarding the quality, quantity, 

freshness, availability and price value of food from the Lower Mainland and BC and gives an 

indication of the perceived overall quality of local BC products.   It would be easy to expect that 

the low volume users of local products would provide a noticeably worst turn to quality score 

for Lower Mainland and BC products.  However, most low to medium volume restaurants in 

both groups gave comparable results to the good quality scores of high volume local food users.   

There is a noticeable difference, however, for the fine dining restaurants that are low volume 

users of local food.  A higher percentage of low volume fine dining restaurants indicated that the 

quality of local food is not good compared to high volume fine dining restaurants.    This perhaps 

indicates that the fine dining restaurants that use small amounts of local products purposely do 

not buy local ingredients because their perception is that these products are not good quality.     

It appears that some restaurants in both categories chose to purchase local products and others 
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do not regardless of their perception of the quality of BC products (agreed to be generally good 

by all respondents).   

Table 36 Relationship between turn to quality indicator and local food purchasing 

              
Turn to quality indicator for Lower Mainland and BC products 

 Fine dining restaurants  Chinese restaurants 

 Good Okay 
Not 

Good Totals 
 

Good Okay 
Not 

Good Totals 

High 72% 20% 9% 100%  56% 37% 7% 100% 

Low 67% 17% 16% 100%  61% 34% 5% 100% 

Totals 68% 18% 14% 100%  58% 36% 6% 100% 

 Unweighted n=66 

Finding Distributors  

Most high volume and many low volume local food fine dining restaurants disagreed that is was 

difficult to find distributors that sell Lower Mainland and BC products (see Table 37).  Chinese 

restaurants tended to be more neutral on the question, but a third of high volume local food 

restaurants also disagree with the question.  In other words fine dining and Chinese restaurants 

generally do not have difficulty finding distributors of local products.  The group that has the 

most difficulty are the low volume local food Chinese restaurants, who are mostly neutral on the 

question.   
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Table 37 Relationship between difficulty of finding local food distributors and local food purchasing 

 Difficulty finding distributors for Lower Mainland and BC products 

 Fine dining restaurants 
 

Chinese restaurants 

 Agree Neutral Disagree Totals  Agree Neutral Disagree Totals 

High 21% 19% 59% 100%  21% 45% 34% 100% 

Low 25% 28% 47% 100%  16% 65% 19% 100% 

Totals 24% 25% 51% 100%  19% 54% 27% 100% 

 Unweighted n=66 

A number of key points emerge from this comparison between the volume of local food 

purchased and several of the main characteristic of these two restaurant types.  First, the 

cuisine type, price value, perceived quality or ability to find distributors does not greatly affect 

the amount of local food purchased by the restaurants.   Instead, it is the less expensive 

restaurants in both categories that are purchasing a high volume of local food.  Also, the size of 

a restaurant is a more important predictor of local food purchasing for fine dining restaurants 

than Chinese restaurants.  The marketing of local food is something that all fine dining 

restaurants do at least some of the time regardless of how much local food is bought.  It is less 

common practice in Chinese restaurants to advertise local food and does not appear to be a key 

driving factor in local food choices.  Finally, fine dining restaurants pursue relationships with 

farmers and producers to purchase BC products whereas Chinese restaurants engage in these 

activities less frequently regardless of how much local food is purchased.   
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11: CONCLUSIONS AND RECOMMENDATIONS FOR 

FUTURE STUDIES 

This study has uncovered several key findings regarding the food purchasing practices of 

Vancouver’s fine dining and Chinese restaurants and provides direction for future research.  

Both fine dining and Chinese restaurants purchase large amounts of food from the local food 

system, with Chinese restaurants purchasing a greater percentage of local products than fine 

dining restaurants.  Both fine dining and Chinese restaurants report that local food is good 

quality; provides sufficient quantities for their needs; and is consistently fresh, but give mixed 

reviews on the price value of local food.  Local food purchasing for fine dining restaurants is in 

part driven by reportedly high consumer demand for these products and most fine dining 

restaurants make an effort to advertise local ingredients on their menus.  They are also more 

likely to report that purchasing local food is part of their marketing strategy.  Using local 

products from particular places or farms in the province appears to be an important part of the 

fine dining experience.  This is particularly clear in the way that fine dining restaurants that do 

not purchase large amounts of local food still make an effort to indicate when menu items are 

from somewhere in the province.  For many fine dining restaurants the perception is that local 

food encompasses all products grown in BC (including the Lower Mainland).  Therefore as a 

group they tend to purchase comparable amounts of food products from all areas in BC.   

In comparison, Chinese restaurants do not advertise local products on their menu and 

purchasing local food, particularly from Lower Mainland, is not part of the marketing strategy 

for many of the restaurants.  This group tends to source more products from the Lower 

Mainland rather than BC and rates BC products as less convenient to source and of lower quality 
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compared to Lower Mainland products.  A common perception among Chinese restaurants is 

that consumer demand is higher for Lower Mainland products than BC products and this may 

influence the food choices that Chinese restaurants make.   

Fine dining and Chinese restaurants use separate distribution networks to source local food.  

They both set up individually customized, often highly complex, supply chain networks to 

purchase their food products.  Fine dining restaurants report that it is most difficult to find 

distributors that provide food products from the Lower Mainland.  This may be why a high 

portion of them purchase products directly from farmers and producers and purchase more 

products from other regions in BC.  In contrast, Chinese restaurants report that distributors 

offering Lower Mainland products are the easiest type of distributor to find in Vancouver.  This 

may be why fewer of them purchase products from farmers and producers and why many of 

them purchase smaller amounts of BC products.  Interestingly, purchasing products from 

grocery stores is common practice among Chinese restaurants, whereas far fewer fine dining 

restaurants purchase products from these food retailers. 

The research reveals that the difference in local food purchasing practices is not simply one of 

ethnic verse non-ethnic cooking styles and differing food cultures.  The fine dining and Chinese 

restaurants in Vancouver that use the most local ingredients tend to be the less expensive food 

establishments.    This is not to say that more expensive restaurants do not purchase local food, 

but simply that they are less likely to do so.  Additionally, for fine dining restaurants the size of 

the establishment is also a key factor in the amount of local food purchased, as smaller 

establishments tended to purchase more local products than larger fine dining restaurants.  In 

contrast, the size of Chinese establishments does not appear to greatly influence how much 

local product is purchased by this restaurant group.    



 

 
86 

Conducting research with Chinese restaurants has highlighted the importance of language and 

the need for translation when approaching this culinary community.  This is potentially true for 

any culinary group in the food service industry where English is not the primary language 

spoken.  Chinese restaurants operate in different ways from main stream fine dining restaurants 

as they represent a different type of food culture.   Any work done by researchers, city officials 

or non-profit groups to increase or improve local food purchasing in cities would benefit from a 

better understanding of the differences in food cultures and approaches to food procurement 

between different cultural groups.  While there are certainly challenges in engaging the Chinese 

restaurant community and other Chinese agents in the food industry, municipal and regional 

governments developing food policy documents and actions plans must work to include other 

cultures’ culinary communities in the discussion and policies that are developed.  These 

initiatives will otherwise suffer gaps in knowledge about the local food system and be missing 

potential opportunities for partnership and learning.  This is particularly important for regions 

such as Vancouver, where the population is densely multicultural and the culinary selection is so 

diverse.   

With more than half the world’s population now living in urban places, developing an 

understanding of the organization, particular characteristics and types of connections that exist 

in local food systems becomes increasingly important.   Morgan argues that food planning is 

“one of the most important social movements of the early twenty-first century” (Morgan, 2009: 

343) and that cities are at the forefront of this movement (Sonnino, 2009).  City planners in 

partnership with other members of the food planning community, including NGO and 

community groups focused on food issues (Mendes,2008; Morgan, 2009), can play a role by 

developing better policies, programs and planning frameworks that support local food systems.  

Several policy recommendations, based on the 2007 American Planning Association’s Policy 
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Guide on Community and Regional Food Planning, provide direction for ways in which municipal 

and regional governments can support greater local food procurement practices in urban 

centers.  First, there is the need for better metrics on the function and organization of urban 

food systems.  Cities and planners can support the development of local food inventories and 

create food resource guides that identify organizations and businesses that are involved in local 

food purchasing (American Planning Association, 2007).  Local governments can, perhaps in 

partnership with provincial or state level government agricultural departments, commission 

studies of particular sectors within the local food system.  These studies, such as the BC Ministry 

of Agriculture and Lands 2006 report on BC Food Service Distributors, would describe how 

certain sections of the local systems work and identify barriers to greater local food 

procurement.  City planners can also play a role in bringing together farmers, processors and 

those purchasing local food, such as restaurant professionals, to provide greater opportunities 

for localized market networks (ibid)  and to build on the connections and relationships that 

already exist in the local food system.  City planners should also be careful to incorporate the 

region’s diverse food cultures and traditions into community and economic development plans 

(ibid).  This will require knowledge about how different food cultures operate in the urban food 

landscape and studies of particular culinary communities, such as this one, will become 

increasingly important.  Further, cities have the capacity to educate and  raise awareness about 

local food issues and the opportunities it presents for local and regional economies (ibid).   

Planners should cater this message to various food cultures and communities, such as the 

Chinese community in Vancouver, by providing translating materials and shaping the dialogue 

around culturally specific key message.  Finally, cities benefit from working in partnership with 

other groups in the food planning community and from engaging with different agents within 
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the local food sector (Mendes,2008; Morgan, 2009), such as chefs and restaurant owners, in 

dialogues about local food.   

As cities continue the work of developing and incorporating food policy and planning 

frameworks into local government mandates and it will be important for planners to examining 

the implications of all local food policies and programs so as to avoid assumptions about the 

desirability and inherent goodness of local food (Born and Purcell, 2006).   This paper has not 

attempted to resolve whether local is necessarily a desirable scale for the City of Vancouver.  

Instead it has situated the study within this debate about the contested notion of local food.  

Within the context of BC's strong agricultural and seafood sectors and thriving food service 

industry this paper has examined how certain actors in one sector of Vancouver's local food 

economy deals with purchasing local products.   

This research study had a number of limitations that provide fertile ground for future research.  

Chinese restaurants and Chinese food culture is an understudied topic and further research is 

needed to understand the history and current state of production in BC of Chinese food 

products.  The development of the Chinese restaurants scene in Vancouver is not well 

documented and would provide important background to a study of current food purchasing 

practices.  Additional work is necessary to confirm the high percentage of Chinese restaurants 

reporting large quantities of local food purchasing.  This would include in-depth interviews with 

Chinese restaurant professionals, preferably with Chinese chefs and restaurant owners.   A 

survey of both Chinese grocery stores and distribution companies that provide service to 

Chinese restaurants would provide further clarity on the subject.  Finally, any future study of 

Chinese restaurants would greatly benefit from having a researcher who speaks Mandarin or 
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Cantonese conduct the research as many of the points needing clarification could have been 

explored by asking questions while surveying the restaurants.   

While quantitative survey research provides important opportunities to gain a better 

understanding of trends and compare characteristics and behaviours of larger groups within the 

food sector, this research subject would benefit from more qualitative research with 

restaurateurs from both groups.  In-depth interviews could help clarify some of the questions 

that were only briefly discussed, such as the price of local ingredients and the effect this has on 

local food purchasing.  Additionally a study that followed food supply chains back through BC’s 

food service distribution network to BC farmers and producers would offer a more holistic 

perspective of the issues of local food procurement and provide an opportunity to examine 

other barriers that exist to greater local food purchasing in the Vancouver restaurant industry. 

This study has shown that two types of Vancouver restaurants are purchasing large amounts of 

food products from the local system.  With the proximity of BC’s strong agricultural and seafood 

sectors and Vancouver’s thriving food service industry it is possible that other restaurants types 

are purchasing similar quantities of local products.  Future studies may consider investigating 

the extent to which other restaurant groups in Vancouver take advantage of the province’s 

diverse and abundant food resources, and exploring what factors influence their food 

purchasing practices.   
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12: APPENDIX A 
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13: APPENDIX B 

 
Table 38 Number of cuisine types per restaurant by restaurant category 

       Restaurant category 

 Fine dining Chinese 

Other category only 6% 4% 

One food type 70% 96% 

Two food types 16% 0% 

Three food types 6% 0% 

Five food types 3% 0% 

Totals 100% 100% 

 Unweighted n=79 

 
Table 39 Language used in survey by restaurant category 

      Restaurant category 

 Fine dining Chinese 

English 100% 15% 

Chinese 0% 85% 

Totals 100% 100% 

 Unweighted n=79 

 
Table 40 Ownership model by restaurant category 

       Restaurant category 

 Fine dining Chinese 

Franchise 3% 4% 

Chain 9% 2% 

Independent 88% 95% 

Totals 100% 100% 

 Unweighted n= 77 
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Table 41 Mean number of guests by restaurant category 

 Restaurant category 

 Fine dining Chinese 

Mean 138.37 74.37 

Std. deviation 119.604 36.626 

Std. error mean 14.812 3.083 

 Unweighted n=65 

 
Table 42 Minimum number of distributor(s) per restaurant by restaurant category 

 Restaurant category 

 Fine dining Chinese 

1-4 distributors 9% 73% 

5-9 distributors 91% 28% 

Totals 100% 100% 

 Unweighted n= 67 

Table 43 Localness Indicator with 100% local restaurant excluded 

 Restaurant category 

 Fine dining Chinese 

High 30% 50% 

Low 70% 50% 

Totals 100% 100% 

 Unweighted n=66 
Significance level .009 

Table 44 Relationship between use of only distributors and local food purchasing 

 Forms of food purchasing 

 
Distributors only 

Use other forms of 
food purchasing Totals 

High 55% 23% 51% 

Low 45% 77% 49% 

Totals 100% 100% 100% 

 Unweighted n= 77 

 



 

 
98 

WORKS CITED 

7 Seas Fish Co. (n.d.). Retrieved on Jan 2, 2011 from: http://www.7seas.ca/why-7-seas/supply-
chain. 

Agricultural Land Reserve (2002).  About the Agricultural Land Reserve.  Retrieved on Nov 23, 
2010 from: www.alc.gov.bc.ca/alr/alr_main.htm.  

Allen, P., FitzSimmons, M., Goodman, M., and Warner, K. (2003). Shifting plates in the agrifood 
landscape: The tectonics of alternative agrifood initiatives in California. Journal of Rural 
Studies. 19(1), 61-75.  

American Planning Association (2007). Policy guide on community and regional food planning. 
Retrieved on April 9, 2011 from: www.planning.org/policy/guides/adopted/food.htm. 

Anderson, M.D. and Cook, J. (2000). Chapter 9: Does food security require local food systems? 
Rethinking Sustainability: Power, Knowledge, and Institutions.  Edited by J. M. Harris. 
Ann Arbor, MI: University of Michigan Press. 

Babbie, E. and Benaquisto, L.  (2002). Fundamentals of Social Research.  Scarborough, ON:  
Nelson Thomson Learning. 

BC Ministry of Agriculture and Lands (n.d.).  Agriculture in brief.  Retrieved on September 2, 
2010 from: http://www.agf.gov.bc.ca/resmgmt/sf/Publications.htm#agbriefs. 

BC Ministry of Agriculture and Lands (2006).  B.C.’s food self-reliance: Can B.C.’s farmers feed our 
growing population?  Retrieved on Feb 2, 1010 from: 
http://www.smartgrowth.bc.ca/Portals/0/Downloads/selfrelience2006.pdf. 

BC Ministry of Agriculture and Lands (2007).  Fast Facts Agriculture, Aquaculture and Food 2007.  
Retrieved on Jan 16, 2010 from: 
www.cattlemen.bc.ca/docs/bc%20ag%20faststats_2007.pdf. 

BC Stats, Ministry of Citizens’ Services (2010).  Quick Facts about British Columbia 2010 Edition.  
Retrieved on Jan 2, 2011 from: www.bcstats.gov.bc.ca/data/qf.pdf. 

Born, B. and Purcell,M. (2006).  Avoiding the Local Trap: Scale and Food Systems in Planning 
Research.  Journal of Planning Education and Research. 26(2), 195-207. 

Canadian Chefs’ Congress (2010).  Retrieved on Jan 20, 2011 from: 
http://canadianchefscongress.com. 

Chefs Collaborative (2009). Retrieved on Jan 20, 2011 from: http://chefscollaborative.org. 

http://www.7seas.ca/why-7-seas/supply-chain/
http://www.7seas.ca/why-7-seas/supply-chain/
http://www.alc.gov.bc.ca/alr/alr_main.htm
http://www.agf.gov.bc.ca/resmgmt/sf/Publications.htm#agbriefs


 

 
99 

City of Vancouver (2008). CityFacts Census Data Series/ Mother Tongue (single responses) 1991-
2006.  Retrieved on Jan 2, 2010 from: 
http://vancouver.ca/commsvcs/planning/census/2006/languages.pdf. 

City of Vancouver (2010).  License By-Law No. 4450.  Retrieved on Jan 2, 2011 from: 
http://vancouver.ca/bylaws/4450c.PDF. 

Cline Group for Specialized Publications (2003). Restaurant Start-up and Growth Unit Failure 
Study.  Retrieved on Jan 2, 2010, from: 
www.restaurantowner.com/downloads/failure_rate_study.pdf. 

Coley, D. (2009). Local food, food miles and carbon emissions: A comparison of farm shop and 
mass distribution approaches.  Food Policy. 34(2), 150-155.  

Cross, P. (2009). Does farm worker health vary between localised and globalised food supply 
systems? Environment International. 35(7), 1004-1014.  

Deluxe Seafood Limited (2009). Retrieved on Jan 2, 2011 from: 
www.deluxeseafood.com/index.html. 

DineHere Vancouver (n.d.). Retrieved on October 10, 2010 from: http://dinehere.ca/vancouver. 

Dobinson, N. (2008).  Tourism Sector Monitor.  February 2008.  Retrieved on Jan 2, 2011 from: 
www.bcstats.gov.bc.ca/pubs/pr_tour.asp. 

Donald, B. and Blay-Palmer, A. (2006). The urban creative-food economy: producing food for the 
urban elite or social inclusion opportunity? Environment and Planning A. (38)10,  1901-
1920.   

Donald, B. (2009). Contested notions of quality in a buyer-driven commodity cluster: The case of 
food and wine in Canada.  European Planning Studies. 17(2), 263-280.  

Elton, S. (2010).  Locavore From Farmer’s Fields to Rooftop Gardens – How Canadians are 
changing the way we eat.  Toronto: HarperCollins Publishers Ltd.   

Feagan, R. (2007). The place of food: mapping out the 'local' in local food systems.  Progress in 
Human Geography.  31(1), 23-42.  

Food and Agriculture Organization of the United Nations (1996).  Rome Declaration on World 
Food Security and World Food Summit Plan of Action.  Rome: World Food Summit. 

Get Local (2011).  Southwestern BC Seasonality Chart. Retrieved on April 2, 2011 from: 
www.getlocalbc.org/files/Seasonal_Chart_4_2010.pdf. 

Hein, J. R. (2006). Distribution of local food activity in England and Wales: An index of food 
relocalization. Regional Studies. 40(3), 289-301.  

Hild, C. (2009). The Economy of Local Food in Vancouver.  Prepared for the Vancouver Economic 
Development Commission.  Retrieved on September 19 from: 
www.walkingthetalk.B.C..ca/files/Local-Food-in-Vancouver%20Hild_2009.pdf. 

Hills Foods (2011).  Retrieved on Jan 2, 2011 from: www.hillsfoods.com. 

http://dinehere.ca/vancouver


 

 
100 

Hinrichs, C. C. (2000). Embeddedness and local food systems: Notes on two types of direct 
agricultural market.  Journal of Rural Studies. 16(3), 295-303.  

Hinrichs, C. C. (2003). The practice and politics of food system localization.  Journal of Rural 
Studies. 19 (1), 33-45.  

Human Resources and Skills Development Canada (n.d.). Canadians in Context — Geographic 
Distribution.  Retrieved on Feb 6, 2011 from: www4.hrsdc.gc.ca/.3ndic.1t.4r@-
eng.jsp?iid=34.  

Ilbery, B. and Maye, D. (2006). Retailing local food in the Scottish-English borders: A supply chain 
perspective. Geoforum. 37(3), 352-367.  

Inwood, S., Sharp, J., Moore, R. and Stinner, D. (2009).  Restaurants, chefs and local foods: 
insights drawn from application of a diffusion of innovation framework.  Agriculture 
Human Values. 26, 177-191. 

Jarosz, L. (2000). Understanding agri-food networks as social relations.  Agriculture and Human 
Values.  17, 279-283. 

Kant, J. (Winter 2010). Where east meets west: The coming-of-age of Chinese dining in 
Vancouver.  Montecristo Magazine.  Vancouver: Metropolitan Fine Printers.   

Kattides, M. and Lima, M. (2008). Changing food systems and implications for sustainable 
communities: Cyprus, Canada, and Brazil.  Environments. 36(1), 45-58.  

Lam, T. (February, 2010).  Vancouver home to the 'best Chinese food in the world.' really? 
CNNGo.  Retrieved on September 2, 2010 from: 
www.cnngo.com/explorations/eat/conde-nast-vancouver-home-best-chinese-food-
world-really-487021. 

Marsden, T., Banks, J. and Bristow, G. (2000). Food Supply Chain Approaches: Exploring their 
role in rural development.  Sociologia Ruralis.  40(4), 424 – 438.  

Mendes, W. (2003). Policy Report/ Action Plan for Creating a Just and Sustainable Food System 
for the City of Vancouver. (City of Vancouver, November 30, 2003). Retrieved on 
February 27, 2009 from: http://vancouver.ca/ctyclerk/cclerk/20031209/rr1.htm. 

Mendes, W. (2008). Implementing Social and Environmental Policies in Cities: The Case of Food 
Policy in Vancouver, Canada.  International Journal of Urban and Regional Research.  
32(4), 942-967. 

Metro Vancouver (n.d.).  Metro Vancouver Agriculture.  Retrieved on June 12, 2009 from: 
www.metrovancouver.org/planning/development/agriculture/Pages/default.aspx. 

Metro Vancouver (2010). Draft Regional Food System Strategy.  Retrieved on Jan 4, 2011 from: 
www.metrovancouver.org/planning/development/RegionalFoodSystems/Documents/D
raftRegionalFoodSystemStrategySept2010.pdf. 

Miele, M. and Murdoch, J. (2002).  The Practical Aesthetics of Traditional Cuisines: Slow Food in 
Tuscany.  Sociologia Ruralis.  42(4). 

Mikuni Wild Harvest (2007). Retrieved on Jan 2, 2011 from: www.mikuniwildharvest.com. 

mailto:www4.hrsdc.gc.ca/.3ndic.1t.4r@-eng.jsp?iid=34
mailto:www4.hrsdc.gc.ca/.3ndic.1t.4r@-eng.jsp?iid=34
http://www.mikuniwildharvest.com/


 

 
101 

Millstone, E. and Lang, T. (2008). The Atlas of Food: Who eats what, where and why.  Berkeley, 
CA: University of California Press. 

Mintz, S. and Du Bois, C. (2002).  The Anthropology of Food and Eating.  Annual Review of 
Anthropology. 31, 99-119. 

Morgan, K. (2008). Greening the Realm: Sustainable Food Chains and the Public Plate.  Regional 
Studies. 42(9), 1237-1250. 

Morgan, K. (2009). Feeding the city: The challenge of urban food planning. International 
Planning Studies. 14(4), 341-348. 

Morris, C. and  Buller, H. (2003). The local food sector: A preliminary assessment of its form and 
impact in Gloucestershire.  British Food Journal. 105(8), 559-566. 

Moverley, J. (2007). Local and regional foods - what next for the market place? Journal of the 
Royal Agricultural Society of England. 168. 

Murcott, A. (1982).  The cultural significance of food and eating.  Proceeding of the Nutritional 
Society.  41, 203-210. 

Murdoch, J. (2000). Networks — a new paradigm of rural development?  Journal of Rural 
Studies. 16(4), 407-419.  

Murdoch, J., Marsden, T. and Banks, J. (2000). Quality, nature, and embeddedness: Some 
theoretical considerations in the context of the food sector.  Economic Geography.  
76(2), 107-125.  

Nova Corp Consulting Inc. (2006). Guidelines for B.C. producers and processors on selling to food 
service distributors. Prepared for the  British Columbia Ministry of Agriculture and Lands.  
Retrieved on October 28, 2009 from: 
www.agf.gov.bc.ca/foodprocessing/documents/foodservice_market/final_fsd_marketin
g_sales_manual.pdf. 

Ostry, A. and Morrison, K. (2008). Developing and utilizing a database for mapping the temporal 
and spatial variation in the availability of "local foods" in British Columbia. 
Environments.  36(1), 19-31.  

Parsa, H. G.,  Self, J.T., Njite, D. and King, T. (2005).  Why Restaurants Fail.  Cornell Hospitality 
Quarterly.  46(3), 304-322.  

Pollan, M. (2006). Eat Your View.  The New York Times.  May 17.  Retrieved on Dec 2, 2009 from: 
http://pollan.blogs.nytimes.com/2006/05/17/eat-your-view. 

Pothukuchi, K. and Kaufman, J. (1999). Placing the food system on the urban agenda: the role of 
municipal institutions in food systems planning.  Agriculture and Human Values. 16, 213-
244. 

Pothukuchi, K. and Kaufman, J.  (2000). The Food System: A Stranger to the Planning Field.  
American Planning Association.  66(2), 112-24. 

Quality ‘turn’ and alternative food practises: reflections and agenda, the (2003).  Journal of Rural 
Studies.  19, 1-7.   

http://cqx.sagepub.com.proxy.lib.sfu.ca/search?author1=H.+G.+Parsa&sortspec=date&submit=Submit
http://cqx.sagepub.com.proxy.lib.sfu.ca/search?author1=John+T.+Self&sortspec=date&submit=Submit


 

 
102 

Renting, H.,  Marsden, T. and  Banks, J. (2003). Understanding alternative food networks: 
exploring the role of short food supply chains in rural development. Environment and 
Planning - Part A. 35(3), 393-411. 

Roger, E. (2003).  Diffusion of Innovations.  5th Ed.  New York: The Free Press. 

Ross, N. J. (2006).  How civic is it? Success stories in locally focused agriculture in Maine. 
Renewable Agriculture and Food Systems. 21(2), 114-123.  

Sage, C. (2003).  Social embeddedness and relations of regard: Alternative ‘good food’ networks 
in South-West Ireland.  Journal of Rural Studies. 19(1), 47-60.  

Scanlan and Associates, Huber, G. and Karp, R. (2000).  Practical Farmers of Iowa: Grocery and 
Hotel, Restaurant and Institutional Study.  Retrieved on April 2, 2011 from: 
www.practicalfarmers.org/assets/files/horticulture/publications/Grocery_and_HRI_Stu
dy.pdf 

Slavens, R. (2005). Consumer Demand Drives Suppliers.  B to B.  90(1), 16. 

Smith, A and Hall, M. (2003).  Restaurants and local food in New Zealand.  Edited by Hall, M.; 
Sharples, R.; Mitchell, R.; Macionis, N. and Cambourne, B.  In Food Tourism around the 
World.  Burlington, MA: Elsevier Limited.  

Smith, B. E. and Haid, S. (2004). The rural-urban connection:  Growing Together in Greater 
Vancouver.   Plan Canada .  Retrieved on Nov 12, 2009 from: 
www.agf.gov.bc.ca/resmgmt/sf/publications/rural_urban.pdf. 

Smith, B. G. (2008). Developing sustainable food supply chains. Philosophical Transactions of the 
Royal Society B: Biological Sciences. 363(1492), 849-861.  

Schatzker, M. (February, 2010).  Canada Wins Chinese Gold.  Conde Nast Traveler.  Retrieved on 
September, 2, 2010 from: www.concierge.com/cntraveler/articles/502251. 

Sonnino, R. (2009). Feeding the city: Towards a new research and planning agenda. International 
Planning Studies.  14(4), 425-435. 

Starr, A., Card, A., Benepe, C., Auld, G., Lamm, D., Smith, K. and Wilken, K. (2003). Sustaining 
local agriculture: Barriers and opportunities to direct marketing between farms and 
restaurants in Colorado.  Agriculture and Human Values.  20, 301-321. 

Statistics Canada (2008).  Census terms.  2006 Census of Agriculture.  Retrieved on April 9, 2011 
from: www.statcan.gc.ca/pub/95-629-x/2007000/4123857-eng.htm. 

Statistics Canada (2009).  Census of Agriculture counts 19,844 farms in British Columbia.  
Retrieved on March 31, 2010 from: www.statcan.gc.ca/ca-ra2006/analysis-analyses/bc-
cb-eng.htm. 

Statistics Canada (2010). Farm Cash Receipts Agriculture Economic Statistics.  Retrieved on Jan 
11, 2011 from www.statcan.gc.ca/pub/21-011-x/21-011-x2010002-eng.pdf.   

Stroomer, C. and Gründlingh, W. (2010). Tourism Sector Monitor.  BC Stats.  Retrieved on Jan 2, 
2011 from: www.bcstats.gov.bc.ca/pubs/pr_tour.asp. 

http://www.statcan.gc.ca/ca-ra2006/analysis-analyses/bc-cb-eng.htm
http://www.statcan.gc.ca/ca-ra2006/analysis-analyses/bc-cb-eng.htm
http://www.statcan.gc.ca/pub/21-011-x/21-011-x2010002-eng.pdf


 

 
103 

Tanyeri, D. (2008).  Local on a Large Scale.  Restaurant Business.  107(5), 13-14.   

Tourism Vancouver (2009).  Dinning in Vancouver: Vancouver Knows.   Tourism Vancouver. 
Retrieved on Nov 23, 2009 from: www.tourismvancouver.com/visitors/dining. 

Urbanspoon Vancouver (n.d.).   Retrieved on October 10, 2010, from: 
www.urbanspoon.com/c/14/Vancouver-restaurants.html. 

Watts, D. C. H., Ilbery, B. and Maye, D. (2005). Making reconnections in agro-food geography: 
alternative systems of food provision.  Progress in Human Geography. 29(1), 22-40.  

Weber, C. L. (2008). Food-miles and the relative climate impacts of food choices in the United 
States.  Environmental Science and Technology.  42(10), 3508-3513.  

West Coast Seeds (2011). West coast seeds / Gardening guide.  Canada. Print. 

Winter, M. (2003). Embeddedness, the new food economy and defensive localism. Journal of 
Rural Studies. 19(1), 23-32.  

 


	_Ethics insert_Spr 2010.pdf
	STATEMENT OF ETHICS APPROVAL




