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Makarna Lütfen, 37

Malaysia

Department of Agriculture (DOA), 172, 174

organic and food retailing, 160�161

retailers’ perception of and attitude toward

organic certification, 159

285Index



Malaysian Organic Certification, 161

Marketing

digital, 45�46, 46f

direct, 87�90

4P’s of, 17�19

horizontal, 20

strategic, 259�263

Markets

hypermarkets, 25�26

supermarkets. See Supermarkets

Marley Spoon, 242�243, 247�249, 251

MasterChef, 258

MasterChef Australia, 255�256, 258�261,

263

Meal-kits to the time-poor consumer,

promoting, 241

apportioning responsibility and taking

control, 248�249

commodification of food-related time,

244�247

appealing to busy lifestyles, 245�246

cooking time, 246�247

consequences of, 249�250

deskilling consumers through expert

discourse, 247�248

food provisioning, professionalization of,

247�249

market, 242�243

new rules, 249�250

schemes, 241

time and food provisioning,

243�244

transference of responsibility,

247�249

Meijer, 157

Migros, 37, 43, 48�50, 211�212

Mindful Chef, 245�248

Mintel

GNPD Database, 138

MIPAAF. See Italian Ministry of

Agricultural Food and Forestry

Policies (MIPAAF)

MKR. See My Kitchen Rules (MKR)

MONA. See Museum of Old and New Art

(MONA) effect

Mona Foma festival, 22

Müller, 211�212

Multilateral Investment Fund Scala program,

183�184

Museum of Old and New Art (MONA)

effect, 22

My Kitchen Rules (MKR), 255�256,

258�263

N

Name brands, 137�138

National brands (NBs), 137�139, 267

organic product innovation, recent trends

in, 139f

versus private labels, 141�142, 142t

National Organic Program (NOP), 139�140,

155�156

National Rural Employment Guarantee Act

(India), 121

National Science Council Taiwan, 230

Naturland, 212�213

NBs. See National brands (NBs)
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