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Call for action  
 

Call for participants to workshop on:   
Rethinking food: The creativity of entrepreneurship 

 
Summary 

 
Under the Researcher Links scheme offered within the Newton Fund, the British Council and 
TUBITAK will be holding a four-day workshop on design entrepreneurship in Istanbul, on 3-6 
October 2017. The workshop is being coordinated by Professor Anne Douglas (Robert Gordon 
University) and Professor Alpay Er (Ozyegin University) and will have contributions from other 
leading researchers including Professor Ozlem Er (Istanbul Technical University), Chris Fremantle 
(Robert Gordon University), Dr Nil Gulari  (Robert Gordon University) and Dr Isil Oygur (Ozyegin 
University). We are now inviting Early Career Researchers (completed their PhD within the last 10 
years or equivalent research experience) from the UK or Turkey to apply to attend this workshop. 
All travel and accommodation expenses will be covered by the Newton Researcher Links 
programme. The application form, with more details on the initiative, is attached and should be 
sent to n.gulari@rgu.ac.uk before the deadline of 27th July 2017. 

 
Özet 

 
Researcher Links programı altında Newton Fonu, British Council ve TÜBITAK isbirliğinde dört gün 
sürecek olan bir çalıştay düzenlenecektir. Çalıştay tasarım girişimciği üzerine olup 3-6 Ekim 2017 
tarihlerinde Istanbul’da gerçekleşecektir. Çalıştayın koordinatorlüğünü Prof. Dr. Anne Douglas 
(Robert Gordon Üniversitesi) and Prof. Dr. Alpay Er (Özyeğin Üniversitesi) üstlenirken, Prof Dr. 
Özlem Er (Istanbul Teknik Üniversitesi), Dr. Nil Güları (Robert Gordon Üniversitesi) ve Chris 
Fremantle (Robert Gordon Üniversitesi), Dr. Işıl Oygür (Özyeğin Üniversitesi) gibi deneyimli 
araştırmacılar çalıştaya katkı sağlayacaktır. Birleşik Krallık’ta ve Türkiye’de akademik bir kurumda 
çalışmakta olan kariyerinin başındaki araştırmacılar (doktorasını son 10 yılda tamamlamış veya 
eşit deneyim sahibi) bu çalıştaya davetlidir. Katılımcıların tüm ulaşım ve konaklama masrafları 
Newton Researcher Links programı tarafından karşılanacaktır. Katılım formu ve katılma detayları 
ve program hakkındaki detaylı bilgi ektedir. Çalıştaya katılmak isteyen akademisyenlerin katılım 
formunu 27 Temmuz 2017 tarihine kadar n.gulari@rgu.ac.uk   adresine göndermeleri 
gerekmektedir. 

 
 
 



2 	

Call for action 
 
Overview 
 
It is only cheap at the till 

The modern food industry is contradictory in relation to time, energy and resources.  
On the one hand, time is measured economically, compressed into minimum expenditure for 
maximum profit. ‘Time is money’. We spend, save, waste or even master time (Hoffman 2009) in 
relation to food production. On the other, we do not take into account or invest in the time it takes 
to produce food of quality, the underpinning philosophy of Carlo Petrini’s Slow Food movement.  
We are torn between the desire to move things forward and giving the necessary time for a 
process to mature. We also add or ‘fortify’ to make machine production easier, cheaper, longer-
lasting and at a larger scale, to make the result ‘appear’ to be healthy. The enormous effort to 
make food cheaper and to sell more costs both the earth and public health. In addition, these 
outdated strategies even fail to produce their intended results. For example, UK produces some of 
the least expensive bread in Europe, but bread consumption is also one of the lowest and most 
wasted commodities.  

 
The environment is our client 

Food production is culturally constructed and frequently defies the metaphor of industry that 
contemporary economics favours. Its production is complex. Food is a living entity that is grown, 
nurtured and harvested in cyclical time. It is also infinitely variable. It cannot be thought as 
separate from the soil, from the environment. It plays an important role in sustaining rich forms of 
biodiversity. Our current forms of production place such diversity under threat.  
Our actions have the potential to strengthen as well as weaken diversity. Our agricultural systems 
can help mitigate climate change and feed us, or they can accelerate change and contribute to 
hunger. Our current approaches to food production and farming are creating more and more dead 
ends in which the energy of natural systems is dissipated, exhausted.  
Following the example of the Harrisons, ecology artists, what if we approach the environment as 
our client? How can we serve this client? How would this concept challenge, transform and even 
revolutionize the way we think about food production systems? How would this lead to radically 
new ideas and forms of action?  
 

De-contaminating our appetites	
Consumers are helplessly looking for what they deem to be healthier fresh, natural products. 
Conventional packaged food companies have seen their sales drop significantly in the last few 
years. As a result, the top 25 U.S. food and beverage companies have lost $18 million since 2009. 
This trend suggests that we are moving away from a diet base in artificial ingredients, genetically 
modified organisms (GMOs) and pesticides that drastically reduce biodiversity towards natural 
ingredients and sustainable farming.  
However, these trends are interpreted rather simplistically and superficially. How far do we need to 
probe to recreate quality practices? How long do we have in the light of the pace of climate change 
and a deteriorating public health? How can we de-contaminate our palette/body from 
sugar/unhealthy habits?  

 
Global authenticity: local sources and global business ideas 

Consumers are asking for honesty and authenticity. The time for faux (Jamie’s) Italian is over, the 
time of local foraging and local food related knowledge and traditions is emerging. The anti 
sensory, ‘quick as you can’ chains fail to produce the aesthetics, rituals and rhythms of authentic 
food. How do we understand the crucial relationship between expansion and development in 
sustaining complex systems of interdependence for food production, including the relationship of 
local, grass roots production to global distribution that respects quality?  
Innovation rarely comes from large multi nationals who have powerful networks and channels of 
distribution. Bringing to market new products that align with emerging consumer trends in a timely 
manner is challenging for many large food and beverage companies. They aim to follow emerging 
trends but by the time they come up with new products and services, trends might be abating. 
These ideas are often not radical, innovative or even interesting.  
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This makes food industry a fruitful area for small businesses and entrepreneurs to bring their ideas 
into market and allow their product to stand out. It is within the small scale that new innovative 
ideas emerge.  
Food is profoundly social, cultural and biological. Our bodies depend on food for their main source 
of energy. If quality of food is compromised, so is quality of life including physical, mental and 
spiritual well-being. The production, distribution and consumption of food are experiential and 
aesthetic, social and cultural.  
Individuals in the modern world are perpetually fatigued, addicted to technology and sensory 
brutalism. How can food play a part in re- socialising and re-energising society, particularly in the 
form of critical awareness that emerges through dialogue and exchange?  
 
Individuals who are interested in applying to this fully funded workshop (accommodation, travel, 
and subsistence) should complete he application form attached and should send to 
n.gulari@rgu.ac.uk before the deadline of 27 of July. 
 
Applicants should address the questions via email to n.gulari@rgu.ac.uk. Selected applicants will 
be informed by 2nd of August 2017.  

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Please see this link below for detail on British Council policies that relate to your work- adherence 
to these policies are British Council Requirements http://www.britishcouncil.org/new/about-  
us/jobs/folder_jobs/register-as-a-consultant/policies-for-consultants-and-associates/.  Please  refer 
to brand guidelines (Annex 3 and as directed by the British Council office in the country where you 
will be delivering your workshop) when drawing up the application form and any publicity or 
dissemination activities relating to your workshop. . 

-----------------------------------------------------------------------------------------------------------------------------------


