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Abstract 

Globalization has prompted a multicultural retheorization of both consumer and market (Fu et al., 

2014; Riefler et al., 2012; Kipnis et al., 2019). In short, the Canadian multicultural market consists 

of international goods which are authentic, domestic goods purporting authenticity (e.g., 

orientalizing), and multinational, fusion innovations that are authentic-ish (e.g., self-orientalizing; 

Hui, 2019; Li, 2020; Stephens, 2021). What results is a fetishistic commercialization of 

multiculturalism, where brands are packaging ethnicity and race to vie for consumer attention. 

This paper addresses the latter variety — self-orientalist packaging designed for products born 

out of (formerly) Chinese Canadian enterprises, namely Wong Wing Fried Rice. Developing an 

analytical and theoretical approach that can support the identification of racialization, racist 

typologies are situated in graphic design. Themes derived from the analysis include racism, 

orientalism, self-orientalism, exoticism, cultural appropriation, among others. Findings reveal 

how self-orientalist packaging and label design is discursively negotiated as both internalized 

racism and anti-racist resistance, necessitating a more nuanced approach that reflects the 

sociopolitical context in which products are branded. The adoption of transversalist tenets, an 
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anti-racist modality outlined by the methodological component of this study, presents one 

possibility. 

Keywords 

Graphic Design, Self-Orientalism, Anti-Racism, Transversalism 

 

1. Introduction 

Globalization has prompted a multicultural retheorization of both consumer and market 

(Fu et al., 2014; Riefler et al., 2012; Kipnis et al., 2019). Beyond ethnocentric purchasing 

behaviours, white, North American consumers are increasingly exhibiting cosmopolitan, and even 

xenocentric reorientations (Ariska & Risman, 2020; Beausaert, 2012; Cho et al., 2019; 

Diamantopoulos et al., 2019; Dissanayake, 2020; Kipnis et al., 2019; Li, 2020; Riefler et al., 2012; 

Thompson & Tambyah, 1999). Recognizing the viability (and competition) of imported goods, 

Canadian companies have diversified their portfolios to market internationally inspired products 

(e.g., Pride of Arabia Coffee, Golden Temple Atta). This demand has not escaped diasporic 

enclaves either, in other words, entrepreneurial networks that have been purveying transnational 

goods tailored to local palettes since the 19th century (Jacobs, 2009; Jung, 2010; Hoe, 1990; Lee, 

1992; Li, 2020; Liu, 2009; Uneke, 1996). Chinese Canadians, for instance, have long 

commercialized self-orientalism — a strategic response to white Canadian consumers’ orientalist 

dispositions — bolstering economic self-sufficiency, thereby circumventing disenfranchisement 

(Dissanayake, 2020; Hoe, 1990; Hui, 2019; Jacobs, 2009; Jung, 2010, 223; Li, 2020; Liu, 2017; 

Said, 1979, Uneke, 1996; Weiyu, n.d.). In short, the multicultural market consists of international 

goods which are authentic, domestic goods purporting authenticity (e.g., orientalizing), and 

multinational, fusion innovations that are authentic-ish (e.g., self-orientalizing; Hui, 2019; Li, 

2020; Stephens, 2021). What can result is a fetishistic commercialization of multiculturalism, 

where brands package ethnicity and race to vie for consumer attention. This paper addresses the 

latter variety — self-orientalist packaging designed for products born out of (formerly) Chinese 

Canadian enterprises, namely Wong Wing Fried Rice (see Figure 1).  

The study begins with a brief overview of the product’s proprietary history, followed by 

an iterative comparison of the package pre-and post-acquisition by McCain Foods Ltd. The 

package is then subject to a comprehensive visual analysis informed by ethnic and racial studies. 

I will consider the following questions: (1) How is graphic design used to reproduce self-orientalist 
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typologies in consumer packages and labels? (2) and How is self-orientalist packaging discursively 

negotiated? Developing an analytical and theoretical approach that can support the identification 

of racialization, racist typologies are situated in graphic design. Themes derived from the analysis 

include racism, orientalism, self-orientalism, exoticism, and cultural appropriation, among others. 

Findings reveal how self-orientalist packaging and label design is discursively negotiated as both 

internalized racism and anti-racist resistance, necessitating a more nuanced approach that reflects 

the sociopolitical context in which products are branded. 

 
Figure 1: MLW Foods Inc.’s Wong Wing Fried Rice Package 

(Source: Wong Wing Fried Rice, by Walmart Canada, n.d. (https://www.walmart.ca/en/ip/ wong-

wing-fried-rice/6000197758909). Copyright  2022 Walmart.) 

 

2. Theoretical Framework 

The main theoretical framework underlying my analysis is transversalism (transversal 

cosmopolitanism), a policy which not opposed but an alternative to identity politics, that 

acknowledges intersectionalities and proposes interlocutors transcend their ideological differences 

to support a common cause, in this case — anti-racism (Brown, 1989; Crenshaw, 1991; Gills & 

Hosseini, 2021; Grünberg, 2021; Yuval-Davis, 2012). A form of coalition politics that celebrates 

“universality in diversity,” transversalism does not require collocutors to self-decenter to center 

others (which can result in an "uncritical solidarity"); instead, encouraging them to pivot the centre 

(Barkley-Brown, 1989; Gills & Hosseini, 2021; Yuval-Davis, 2012). This process requires 

https://www.walmart.ca/en/ip/%20wong-wing-fried-rice/6000197758909
https://www.walmart.ca/en/ip/%20wong-wing-fried-rice/6000197758909
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participants exercise a “critical openness” and make “systematic attempts to co-create 

common(ing) platforms for transformative perspectives, plans, and praxes” (Gills & Hosseini, 

2021). Thus, transversalism mandates: “(1) recognition of diversity and difference, (2) dialogue 

(deliberation across differences), (3) systemic self-reflection, (4) intentional openness (intention 

to explore the reality of the Other), (5) critical awareness of the intersectional nature of power 

relations that affects interconnections,” and (6) a “strong commitment to creating alterity through 

hybridization and creolization of ideas and actions” (Gills & Hosseini, 2021).  

The motivation behind this study is a general interest in the materiality of racism within 

the context of graphic design. As a novice researcher, I approached this topic with a limited 

understanding of critical race theory (CRT) but also a “critical openness,” which ultimately 

ensured the adoption of a holistic, decolonial framework that considers a variety of data (Gills & 

Hosseini). In accordance with transversalist principles, I attempt to distill and reconcile otherwise 

antithetical perspectives on self-orientalist packaging, in part so that I can exercise greater 

reflexivity and critical consciousness in my own work of cross-cultural perception and 

representation as a graphic designer, resulting in a more thoughtful and creative praxis (Allen et 

al., 2000; Freire, 2017). 

 

3. Methodology 

This study relies on a qualitative, mixed-methods approach. Drawing on key marketing 

concepts, namely (unethical) market segmentation, autoethnography is coupled with purposive 

sampling for data collection of racialized consumer packages, in which the packages and labels 

graphic design is foci. The package for this case study — hereby identified by brand name — is 

Wong Wing Fried Rice. The sample was observed and photographed at the Canadian food retail 

chain Real Canadian Superstore (more commonly known as Superstore) located at 1755 Brimley 

Rd, Scarborough, Toronto, Canada (see Figure 2). The sample was also visually inspected at 

neighbouring chain stores to maximize the study’s generalizability and capture the racial nuances 

of each package in greater detail (e.g., the effects of in-store merchandising). Secondary field sites 

include Walmart Supercentre, located at 1900 Eglinton Ave E; No Frills, located at 3401 Lawrence 

Ave E; and FreshCo, located at 2650 Lawrence Ave E. 
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Figure 2: Real Canadian Superstore Located at 1755 Brimley Rd, Scarborough, Toronto, 

(Source: Real Canadian Superstore Brimley Road, by C. Shaowei, 2020, Google 

(https://goo.gl/maps/BeeZsY4b8Yx8gBYx5). Copyright  2020 Chen Shaowei.) 

 

4. Wong Wing Foods Inc. 

Beginning operations in 1948, Wong Wing Foods Inc was developed by Chinese, 

French Canadian siblings Marcel and Lucille Wong (“Our Story,” n.d.; Won, 1989). Named after 

the founders and financial backer Mr. Wing, the family firm soon grew to become Canada’s largest 

purveyor of Chinese, North American cuisine — effectively placing Montréal on the 

gastronomical map (McGovern, 1994; Van Praet, 2002; Won, 1989; “Wong Wing Foods,” n.d.). 

Such was the enterprise’s reputation, that it was the sole supplier of Chinese style cuisine at Expo 

67 and 86 in Montréal and Vancouver respectively (McGovern, 1994). In 2002, after several 

advances, the Wong family relinquished ownership to McCain Foods Ltd (Van Praet, 2002). The 

acquisition ushered in several new developments, including package redesigns — an effort to 

reposition the brand and increase profit margins (see Figure 3; “Good Fortunes,” 2005). In 2021, 

McCain sold its majority stake to investor group MLW Foods Inc, led by Champlain Financial 

Corp (Champlain Financial Corporation, 2021; The Globe and Mail, 2002). 

 

https://goo.gl/maps/BeeZsY4b8Yx8gBYx5
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Figure 3: Iterations of Wong Wing Fried Rice Pre-and Post-Acquisition (Left to Right) 

 

(Source: Left image from Wong Wing Foods Have More Chinese Character, by Wong Wing 

Foods Inc, 1988, Toronto Star (https://www.proquest.com/docview/1357306318). Copyright  

1988 Wong Wing Foods Inc, Toronto Star. Right image from Wong Wing Fried Rice, by Walmart 

Canada, n.d. (https://www.walmart.ca/en/ip/wong-wing-fried-rice/6000197758909). Copyright 

 2022 Walmart.) 

 

5. Wong Wing Fried Rice  

Wong Wing Fried Rice is packaged in an oyster-pail shaped paperboard container. The 

FOP features the trademark in both English (“Wong Wing”) and traditional Chinese characters 

(“黃榮”) atop a red gradated, horizontal banner, with yellow lineation and scroll detailing (Lai & 

Chan, 2015). Sitting directly underneath, a green gradated, vertical banner with yellow outline, 

reading the product name in English (“Fried Rice) and French (“Riz frit”). Accompanying these 

extrinsic cues, a vivid photograph of the Americanized product when prepared (Jung, 2010; Li, 

2020; Semple, 2021). Above, wrapping around the box, a decorative T-shaped meander border 

with lóng [Chinese dragon 龍] and xiángyún [auspicious clouds 祥雲] imagery atop an orange 

gradient imitating a sunrise (Beer, 1999; “Good Fortunes,” 2005; Welch, 2012). The other sides 

of the packet comprise intrinsic cues, such as ingredients and instructions; extrinsic cues, such as 

product message and place of origin; and transactional cues, such as barcode and production lot 

code. 

https://www.walmart.ca/en/ip/wong-wing-fried-rice/6000197758909
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6. A Blast from the Past: Self-Orientalism Reimagined 

Former Director of Marketing Julien Roel’s reference to the redesigned package as a 

“new image” is an inexact description, considering the replication of visual elements from past 

communications (“Good Fortunes,” 2005). Wong Wing Fried Rice recycles trademarks, motifs, 

and symbols from advertisements, packages, and labels produced under the original proprietorship 

(see Figure 4). While older variations employed léi wén (thunder pattern 雷紋) borders (red circle, 

lower-left), the reworked package incorporates an alternative pattern, the T-shaped thunder-scroll 

or wave fret (red circle, centre; Beer, 1999; Fo Guang Shan Nan Tian Institute (NTI), n.d.; Welch, 

2012). The sinicized typeface used in the original trademarks (blue circles, lower-left and lower 

centre-left) is retained (Pater, 2016; Quito, 2021). The lóng [Chinese dragon 龍] symbol, while 

previously playing a peripheral role (i.e. only appearing in advertisements), is repurposed as an 

embellishment (yellow circles, upper center-left and upper-right; Welch, 2012). Hence, the 

redeveloped package simply regurgitates self-orientalist components — it is a pastiche. Above all, 

McCain Foods Ltd commissioned Montréal-based brand agency, Oriǵami (now Origami 

Branding) for the redesign (Oriǵami, 2009; Origami Branding, n.d.; Volckmann, n.d.). The 

President and Creative Principal of the establishment, Michael Wou, is a designer of East-Asian 

ethnicity (Oriǵami, 2009; “Origami Communication Design,” 2004). Wou speaks to the branding 

strategy as “both authentically Asian and exotic” (“Origami Communication Design,” 2004). It 

could be argued, then, Wong Wing Fried Rice is a self-orientalist reinterpretation of a self-

orientalist interpretation. 
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Figure 4: Wong Wing Foods Inc. Advertisement Featured in the Toronto Star on February 10th, 

1988 (Left) And Wong Wing Fried Rice Package (Right) With Colour-Coded Magnifications 

 (Source: Left image from Wong Wing Foods Have More Chinese Character, by Wong Wing 

Foods Inc, 1988, Toronto Star (https://www.proquest.com/ docview/1357306318). Copyright  

1988 Wong Wing Foods Inc, Toronto Star. Right image from Wong Wing Fried Rice, by Walmart 

Canada, n.d. (https://www.walmart.ca/en/ip/wong-wing-fried-rice/6000197758909). Copyright 

 2022 Walmart.) 

 

7. (Stereo) Typography 

The current trademark’s typeface mimics the calligraphic nature of Chinese characters. 

Historically referred to as “Wonton,” “Chop Suey,” “Chopstick,” and “Chinatown,” this font was 

developed to evoke “Asianness” to the Western masses (Pater, 2016). Although the exact origin is 

unclear, research suggests it is derivative of an earlier permutation by the Cleveland Type Foundry, 

eponymously named “Chinese” and later “Mandarin” (see Figure 5; Cleveland Type Foundry, 

1893; Quito, 2021). Quito (2021) suggests the font family’s release in 1883 — a year after the 

American Chinese Exclusion Act and two years prior to the Canadian Chinese Immigration Act 

— was not coincidental, but concomitant (Anderson, 2007; Kil, 2012). “Chinese” is merely one 

of the innumerable manifestations of Anti-Asian sentiment which “coursed feverishly through the 

West” (Quito, 2021). The font was often juxtaposed with caricatures evoking the racial colour 

metaphor “Yellow Peril,” which refers to East-Asian people as a societal threat (see Figure 6; Kil, 

2012; Lee, 2007). In other respects, the typeface is assimilatory. The sinicization of English type 

is also a Western attempt to de-sinicize East-Asian diaspora, whereby they are coerced into a 

proclivity for English and orientalist interpretations of Chinese and Chinese typography (Meletis, 

2021). This longstanding relationship with prejudice, bigotry, and intolerance has come to 

characterize the typeface — “Wonton” cannot escape its racist dimensions (Seals & Ellsworth, 

2022). The self-orientalist reproduction of stereotypography in Wong Wing Fried Rice only 

rubber-stamps its colonial usage (Pater, 2016). 

https://www.proquest.com/%20docview/1357306318
https://www.walmart.ca/en/ip/wong-wing-fried-rice/6000197758909
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Figure 5: “Chinese” Typeface Advertised in The Cleveland Type Foundry’s “Catalogue and 

Price List of Type and Material” 

 (Source: Catalogue and Price List of Type and Material (p. 202), by Cleveland Type Foundry, 

1893, The Foundry (https://archive.org/details/ATF1893ClevelandSpecimen/page/n209/mode/ 

2up?q=chinese). Public Domain.) 

 

Figure 6: Anti-Japanese Propaganda Poster Sponsored by Texaco, Inc Which Circulated 

During World War II 

 (Source: Go Ahead, Please - Take Day Off! by Texaco Inc and Office for Emergency 

Management. Office of War Information. Domestic Operations Branch. Bureau of Special 

Services, 1941–1945, U.S. National Archives and Records Administration (https:// 

catalog.archives.gov/id/516234). Public Domain.) 

https://archive.org/details/ATF1893ClevelandSpecimen/page/n209/mode/%202up?q=chinese
https://archive.org/details/ATF1893ClevelandSpecimen/page/n209/mode/%202up?q=chinese
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8. (Mis) Shape 

The tapered package conforms to the Western misconception and fetishistic obsession 

with orientalized innovations as authentically Asian. Contrary to popular belief, the oyster pail is 

an American post-World War II response — not a traditional Chinese utensil (Greenbaum & 

Rubinstein, 2012). World War II ushered in the rise of fast food, and paper pails were a functional 

answer (Greenbaum & Rubinstein, 2012). However, in the 1970s, a graphic designer for the now 

Fold-Pak company, designed an oyster pail with a pagoda motif and the phrase “thank you” in the 

stereotypical “Chinese” typeface (Greenbaum & Rubinstein, 2012). The superimposition of 

orientalist type and Buddhist imagery on a coincidentally origami-like container was enough to 

beguile the North American public. This distinction seems to have escaped the creatives in charge 

of the Wong Wing redesign also, describing the new package as resembling a “Chinese Take-Out 

Box” (see Figure 7). Thus, Wong Wing Fried Rice not only perpetuates a Western myth about 

Chinese foodways but celebrates cultural insensitivity. Ever since the oyster-pail has been falsely 

iconized as a symbol of Chineseness, it has simultaneously been used as a tool to exoticize and 

marginalize those of East-Asian descent (Chieh, 2020). In 2020, for example, former art director 

of British Columbia-Based Lululemon Athletica Inc, Trevor Fleming, Instagrammed a racist, 

xenophobic t-shirt proselytizing a now debunked belief that COVID-19 is a result of bat 

consumption in Wuhan, China (see Figure 8; Chieh, 2020; King, 2020). The garment, named “Bat 

Fried Rice,” features an oyster-pail with bat wings and the phrase “No Thank You” in the 

aforementioned stereo(type). Fleming’s post transpired during a critical time in the global 

pandemic, where scientific data revealed healthcare disparities minoritizing people of colour 

(Centres for Disease Control and Prevention, n.d.; Gupta & Aitken, 2022). The t-shirt was 

condemned for instigating COVID related anti-Asian sentiment, which is since on the rise 

(Balintec, 2022; Chieh, 2020; Gover et al., 2020; Guo & Guo, 2021; He et al., 2021; King, 2020).  

For many in the Chinese community, the oyster pail has come to represent racially charged 

mockery (“Full Text of Michelle Wu’s Statement,” 2019; Leung, 2019).  
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Figure 7: Detail from Preliminary Sketches of Wong Wing Redesign by Oriǵami 

 (Source: Wong Wing, by R. W. Volckmann III, (n.d.), Romantic (https://romantic.li/portfolio/ 

wongwing/). Copyright  Origami Branding.) 

 

Figure 8: Recreation of California Artist Jess Sluder’s “Bat Fried Rice” T-Shirt 

 (Source: Lululemon Apologises After Staffer Promotes ‘Bat Fried Rice’ T-Shirt, by Y. H. Chieh, 

2020, Airasia Play (https://www.airasia.com/play/assets/blt9a5540d034653ad8/lululemon-

apologises-after-staffer-promotes-bat-fried-rice-t-shirt). Copyright  2020 AirAsia Group 

Berhad.) 

 

9. Chinoiserie 

Wong Wing’s Fried Rice package decontextualizes Chinese motifs and symbols. The 

hanging scroll, for example, which is historically preserved for calligraphic and painted works 

meant for temporary display, is repurposed here as a static, commercial ornament (Sze, 1963). The 

use of saturated tones also contrasts with traditional conventions, where more harmonious balances 

of neutral and vibrant colours are considered (Sze, 1963). Moreover, hanging scrolls are typically 

https://romantic.li/portfolio/%20wongwing/
https://romantic.li/portfolio/%20wongwing/
https://www.airasia.com/play/assets/blt9a5540d034653ad8/lululemon-apologises-after-staffer-promotes-bat-fried-rice-t-shirt
https://www.airasia.com/play/assets/blt9a5540d034653ad8/lululemon-apologises-after-staffer-promotes-bat-fried-rice-t-shirt
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hung vertically, with only the hand scroll having a horizontal format (Sze, 1963). Additionally, the 

dragon imagery which wraps around Wong Wing’s Fried Rice banner vilifies the national 

symbol’s origins. In Chinese culture, the lóng [Chinese dragon 龍] is a sacred, legendary creature 

which has come to represent auspiciousness, virtue, wisdom, and community. Providing spiritual 

sustenance and physical safety, the lóng is deified for summoning wind and rain (Maguth & Wu, 

2020; Zhou, 2015). Such is the creature’s popularity, that birthrates are known to spike in the Year 

of the Dragon, and those with the zodiac are touted as “charismatic, innovative, free-spirited, and 

flamboyant” (Maguth & Wu, 2020). Lóng varieties that exhale fire are a rarity, regarded as 

punishments for moral transgressions (Hua, 2016). Under the original proprietorship, lóng imagery 

is accompanied with textual aids that contextualize the creature true to cultural tradition (see Figure 

4). Yet the juxtaposition of the lóng with fiery tones in the Wong Wing Fried Rice redesign fuels 

the Western perception of the Chinese dragon as only a fire-breathing monster. The malevolent 

Western beast popularized by the likes of J. R. R. Tolkien and J. K. Rowling is projected onto the 

benevolent Eastern avatar (Maguth & Wu, 2020). Zhu (2015), classifies such false impressions as 

contagions, adding “if one mistakes the virtuous Chinese Dragon as those evil western dragons, 

then misunderstanding the whole nation is possible.” His argument — although controversial — 

is not without basis. The perpetual misinterpretation of East-Asian cultural components as evil 

mythologizes Chinese peoples as having aggressive manners of expression. 

 

10. Self-Othering: A Means to an End? 

The retail industry “both publicly declares and perpetuates the idea that there is pleasure 

to be found in the acknowledgement and enjoyment of racial difference” (hooks, 2014). The 

commodification of Otherness offers consumers “more intense, more satisfying than normal ways 

of doing and feeling” (hooks, 2014). Racialized packages have quite literally become the spice, 

adding piquancy to the mundanities of everyday, Western life (hooks, 2014; Lee, 1992; Li, 2020; 

Liu, 2009; Uneke, 1996). To this day, Canadian supermarket aisles shelve varying degrees of 

performative Chineseness. But Wong Wing Fried Rice is unique in that it embodies a 

multigenerational self-orientalism. The package reproduces self-orientalist components including 

typographical appropriation, or bad characters, which attempt to reduce the entire demographic 

to a letterform; the oyster pail, an American innovation that has although helped Chinese 

restauranteurs gain economic leverage, is used ad nauseum to perpetuate anti-Asian sentiment; and 
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chinoiserie, a Western exploitation of Chinese visual language that decentres cultural tradition for 

colonial interpretations (Giampietro, 2004; Lyakhovich, 2020; Pater, 2016; Seals & Ellsworth, 

2022; Wachendorff, 2018). Ironically, Wou is an East-Asian imitating East-Asians imitating white 

people imitating East-Asianness. Even though he has not manufactured these stereotypes, his 

redesign helps cement them into Western consciousness (Wang, 2012). And unlike other 

orientalist brands which package race as a positioning strategy, Wong Wing sells race itself — 

having even once “launched an initiative called ‘Discover Your Asian Side’” (“The Industry Rings 

in Chinese New Year,” 2011). This campaign promotes the harmful notion that Asianness can not 

only be sold but consumed and purged at the customer’s convenience. Wong Wing Fried Rice is 

essentially a “contemporary revival of interest in the ‘primitive,’ with a distinctly postmodern slant” 

(hooks, 2014). Packages that reinforce the colonial gaze simultaneously ease wayfinding for 

orientalist consumers, further privileging whiteness. The phenomenon of racialized packages — 

although mediagenic — can do a great disservice to people of colour. 

Yet this self-Othering is hardly ill-intentioned. The historical application/enactment of 

racial stereotypes by members of the culture in question is not always a form of internalized racism; 

rather, a necessitated strategy for survival (Hunter and Nettles, 1999; Kern-Foxworth; 1994). 

People of colour are cognizant of the symbology which represents them, possessing a definitive 

perception of themselves, their racialization, and how others perceive them (Kern-Foxworth, 1994). 

This cultural hyperawareness is best deconstructed in W.E.B. Du Bois’s Theory of Double 

Consciousness. He states:  

After the Egyptian and Indian, the Greek and Roman, the Teuton and Mongolian, the Negro 

is a sort of seventh son, born with a veil, and gifted with second-sight in this American 

world, —a world which yields him no true self-consciousness, but only lets him see himself 

through the revelation of the other world. It is a peculiar sensation, this double-

consciousness, this sense of always looking at one’s self through the eyes of others, of 

measuring one’s soul by the tape of a world that looks on in amused contempt and pity. 

One ever feels his two-ness, —an American, a Negro; two souls, two thoughts, two 

unreconciled strivings; two warring ideals in one dark body, whose dogged strength alone 

keeps it from being torn asunder” (Du Bois, 2018). 

By tapping into this hyperconsciousness, non-white racialized peoples can access social 

structures and services that they would otherwise not be privy (Kern-Foxworth, 1994). Since the 
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19th century, Chinese Canadians have overcome socioeconomic barriers by way of self-caricature 

and standardization, expanding the limited scope of employment opportunities available to East-

Asian people at the time (Hoe, 1990; Hui, 2019; Jacobs, 2009; Jung, 2010, 223; Lee, 1992; Li, 

2020; Liu, 2009; Seals & Ellsworth, 2022; Uneke, 1996; Wang, 2012). Thus, the utilization of 

orientalist tropes in original Wong Wing media can be interpreted as a calculated effort to shatter 

the glass ceiling; a negotiated acculturation between Chinese diaspora and the mainstream 

Canadian community (see Figure 9; Lee, 1992; Li, 2020; Liu, 2009; Zine, 2012). Reflecting on his 

family’s Chinese restaurant that adapted to the local, white clientele, Darren Lee states, “when 

deciding what business path to pursue years earlier, my grandfather, who had already lived through 

lean times in China and America, decided that at the very least he and his future family would 

never go hungry in the restaurant business” (Jung, 2010). Monetizing self-orientalism can also 

benefit racialized communities at large. The Wong family was characterized by their philanthropic 

and humanitarian efforts. Former president Richard Wong, generously donated to Chinese 

orphanages, held numerous volunteer titles pertaining to East-Asian causes, and continually 

advocated for the Chinese Canadian demographic (Parkes, 2000). Wou’s self-orientalist motives 

behind the redesigned package are equally nuanced. As ethnicity is more and more commodified, 

racialized cultural workers livelihoods hinge on self-Othering (hooks, 2014; Yeh, 2021). Although 

he describes the redesign as “both authentically Asian and exotic,” he goes on to say the 

combination is “sure to appeal to Canadian consumers” (“Origami Communication Design,” 2004). 

His predictions materialized, of course, with Roel admitting the new image sells “like crazy” 

(“Good Fortunes,” 2005). Clearly, Wou is cognizant of orientalist interpretations and the 

saleability of Orientalia. He strategically presents Chinese culture through the Western colonial 

gaze to ensure profit margins. In all its iterations, Wong Wing Fried Rice presents the depressing 

polarities of self-Othering which designers of hyphenated, racial, and multiracial identities must 

endure. 
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Figure 9: Wong Wing Advertisement by Richard K. Wong 

 (Source: Wong Wing Foods, by Montréal Signs Project, n.d. 

(https://www.montrealsignsproject.ca/sign/wong-wing-foods). Copyright  2020 Wong Wing 

Foods, Montréal Signs Project.) 

Of course, such self-Othering representations — despite their pragmatisms — are highly 

contested (hooks, 2014; Yeh, 2021). However, polemics against self-orientalizing are also 

problematized (hooks, 2014; Yeh, 2021). Chatelain (2021), reminds us to exercise compassion 

towards “individuals navigating few choices,” rather directing our criticisms to the very 

institutions and systems which took those choices away (Yeh, 2021). For many, the act of self-

stereotyping is “easier psychologically than maintaining or developing an oppositional standpoint 

in the face of white hegemony” (Hunter and Nettles, 1999; Yeh, 2021; Zine, 2012). But beyond 

these conventional interpretations lie positionalities unconsidered: self-orientalism as counter-

orientalism. Chinese-Canadian artist JJ Lee, who explores cultural hybridity through the lens of 

Chinese foodways, reminds us that self-orientalism can also be a form of “equal opportunity” 

appropriation; reclamation of cultural elements formerly co-opted and mis-appropriated by the 

dominant culture (Lee, 2018). The cathartic ritualization of destroying or preserving and 

reproducing what is generally considered racist memorabilia (Orientalia in this case) as a form of 

racial liberation is not a new practice (Colvard, 2019; Motley et al., 2003; Patterson, 2011; Pilgrim, 

2015; “SRD 2022: Catharsis, Complaining and Destruction with Boxcheckerz,” n.d.; Obenson, 

2019). 

 

https://www.montrealsignsproject.ca/sign/wong-wing-foods


 

PEOPLE: International Journal of Social Sciences 
ISSN 2454-5899 

 

 67 

11. Conclusion  

The preceding analysis, which considers the positionalities of experts, practitioners, 

laypersons, and consumers, explores the phenomenon and nuances of racialized packaging, or 

more specifically, self-orientalist packaging. The study confirms the non-neutrality of self-

orientalist packages, revealing how self-orientalist packaging and label design is discursively 

negotiated as both internalized racism and anti-racist resistance. In the case of Wong Wing Fried 

Rice, while the original package speaks to the notion of Chinese authenticity, actively positivizing 

negativized cultural components, the redesigned package centers on a creative alliance that 

accommodates a European representation of Chineseness, making a “spectacle of the Other” 

(Kobayashi et al., 2019). Whereas the original package reconstructed orientalist notions as counter-

orientalist, the redesigned package reconstructs counter-orientalist packaging as self-orientalist. 

Thus, the redesign necessitates a renewed design approach, one which reflects the sociopolitical 

context in which products are branded (Lupton et al., 2021; Pater, 2016). 

11.1. Limitations 

Going forward, the addition of in-depth interviews with consumers could supplement 

the observational fieldwork, capturing buyers’ perception of racialized and in this case, self-

orientalist packages. Additionally, conducting interviews and co-designs with graphic designers, 

marketers, advertisers, and stakeholders could aid in discerning the specific steps needed to redress 

self-orientalism in graphic design. 

11.2. Scope of Future Research 

The decolonization of colonial packages is dependent on the inclusion of anti-racist 

pedagogy within graphic design praxis. Thus, future research could explore various anti-racist 

modalities within the context of graphic design, identifying, testing, and introducing specific 

procedures that can be implemented into the (re)design process. The adoption of transversalist 

tenets, as outlined by the methodological component of this study, is one possibility. 

 

REFERENCES 

Agariya, A. K., Johari, A., Sharma, H. K., Chandraul, U. N., & Singh, D. (2012). The role of 

packaging in brand communication. International Journal of Scientific & Engineering 

Research, 3 (2), 1-13. 



 

PEOPLE: International Journal of Social Sciences 
ISSN 2454-5899 

 

 68 

https://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.302.981&rep=rep1&type=

pdf 

An Investor Group Led by Champlain Financial Corporation Acquired Wong Wing Foods Inc. 

(2021, February 3). Cision. https://www.newswire.ca/news-releases/an-investor-

group-led-by-champlain-financial-corporation-acquired-wong-wing-foods-inc--

846402454.html 

Anderson, C. G. (2007). The Senate and the Fight Against the 1885 Chinese Immigration Act. 

Canadian Parliamentary Review, 30 (2), 21–26. 

Ariska, M., & Risman, H. (2020). Cosmopolitan World in Contemporary Asia: A Phenomenon 

of Asian Diaspora. PEOPLE: International Journal of Social Sciences, 6 (1), 195–208. 

https://doi.org/10.20319/pijss.2020.61.195208 

Armstrong, G., Kotler, P., Trifts, V., Buchwitz, L. A., & Gaudet, D. (2016). Marketing: An 

Introduction. Pearson. 

Balintec, V. (2022, April 3). 2 Years into the Pandemic, Anti-asian Hate Is Still on the Rise in 

Canada, Report Shows. Canadian Broadcasting Corporation (CBC). 

https://www.cbc.ca/news/canada/toronto/2-years-into-the-pandemic-anti-asian-hate-is-

still-on-the-rise-in-canada-report-shows-1.6404034 

Beausaert, R. (2012). “Foreigners in Town”: Leisure, Consumption, and Cosmopolitanism in 

Late-Nineteenth and Early-Twentieth Century Tillsonburg, Ontario. Journal of the 

Canadian Historical Association / Revue de La Société Historique Du Canada, 23 (1), 

215–247. Érudit. https://doi.org/10.7202/1015733ar 

Beer, R. (1999). Chapter 12: Geometric Borders, Patterns, Designs, and Motifs. In the 

Encyclopedia of Tibetan Symbols and Motifs (pp. 343–374). Shambala Publications, 

Inc. 

Bhagwat, Y., Warren, N. L., Beck, J. T., & Watson, G. F. (2020). Corporate Sociopolitical 

Activism and Firm Value. Journal of Marketing, 84 (5), 1–21. 

https://doi.org/10.1177/0022242920937000 

Bissoondath, N. (2002). Selling Illusions: The Cult of Multiculturalism in Canada. Penguin 

Canada. 

https://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.302.981&rep=rep1&type=pdf
https://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.302.981&rep=rep1&type=pdf
https://www.newswire.ca/news-releases/an-investor-group-led-by-champlain-financial-corporation-acquired-wong-wing-foods-inc--846402454.html
https://www.newswire.ca/news-releases/an-investor-group-led-by-champlain-financial-corporation-acquired-wong-wing-foods-inc--846402454.html
https://www.newswire.ca/news-releases/an-investor-group-led-by-champlain-financial-corporation-acquired-wong-wing-foods-inc--846402454.html
https://doi.org/10.20319/pijss.2020.61.195208
https://www.cbc.ca/news/canada/toronto/2-years-into-the-pandemic-anti-asian-hate-is-still-on-the-rise-in-canada-report-shows-1.6404034
https://www.cbc.ca/news/canada/toronto/2-years-into-the-pandemic-anti-asian-hate-is-still-on-the-rise-in-canada-report-shows-1.6404034
https://doi.org/10.7202/1015733ar
https://doi.org/10.1177/0022242920937000


 

PEOPLE: International Journal of Social Sciences 
ISSN 2454-5899 

 

 69 

Bogart, N. (2020). How to grocery-shop sagely during the COVID-19 outbreak. CTV News. 

https://www.ctvnews.ca/health/coronavirus/how-to-grocery-shop-safely-during-the-

covid-19-outbreak-1.4867477 

Brand Origins. (n.d.). Aunt Jemima. https://www.auntjemima.com/our-history 

Brown, E. B. (1989). African-American Women’s Quilting. Signs: Journal of Women in Culture 

and Society, 14 (4), 921–929. https://doi.org/10.1086/494553 

Buettner, E. (2008). “Going for an Indian”: South Asian Restaurants and the Limits of 

Multiculturalism in Britain. The Journal of Modern History, 80 (4), 865–901. 

https://doi.org/10.1086/591113 

Centres for Disease Control and Prevention. (n.d.). CDC Museum COVID-19 Timeline. Centres 

for Disease Control and Prevention. 

https://www.cdc.gov/museum/timeline/covid19.html 

Chatelain, M. (2021). Franchise: The Golden Arches in Black America. Liveright Publishing 

Corporation, a Division of W. W. Norton & Company. 

Chieh, Y. H. (2020, April 22). Lululemon Apologises After Staffer Promotes ‘Bat Fried Rice’ T-

Shirt. Airasia Play. 

https://www.airasia.com/play/assets/blt9a5540d034653ad8/lululemon-apologises-

after-staffer-promotes-bat-fried-rice-t-shirt 

Cho, E., Ki, C.-W. (Chloe), & Kim, Y.-K. (2019). Ethnic-Inspired Design Consumption as a 

Means of Enhancing Self-View Confidence. Social Behavior and Personality: An 

International Journal, 47 (1), 1–12. https://doi.org/10.2224/sbp.7286 

Chude-Sokei, L. (2006). The Last “Darky”: Bert Williams, Black-on-Black Minstrelsy, and the 

African Diaspora. Duke University Press. https://doi.org/10.1215/9780822387060 

Cleveland Type Foundry. (1893). Chinese. In Catalogue and Price List of Type and Material (p. 

202). The Foundry. 

https://archive.org/details/ATF1893ClevelandSpecimen/page/n209/mode/2up?q=chine

se 

Colvard, C. (Director). (2019, February 4). Black Memorabilia. 

https://www.pbs.org/independentlens/documentaries/black-memorabilia/ 

https://www.ctvnews.ca/health/coronavirus/how-to-grocery-shop-safely-during-the-covid-19-outbreak-1.4867477
https://www.ctvnews.ca/health/coronavirus/how-to-grocery-shop-safely-during-the-covid-19-outbreak-1.4867477
https://www.auntjemima.com/our-history
https://doi.org/10.1086/494553
https://doi.org/10.1086/591113
https://www.cdc.gov/museum/timeline/covid19.html
https://www.airasia.com/play/assets/blt9a5540d034653ad8/lululemon-apologises-after-staffer-promotes-bat-fried-rice-t-shirt
https://www.airasia.com/play/assets/blt9a5540d034653ad8/lululemon-apologises-after-staffer-promotes-bat-fried-rice-t-shirt
https://doi.org/10.2224/sbp.7286
https://doi.org/10.1215/9780822387060
https://archive.org/details/ATF1893ClevelandSpecimen/page/n209/mode/2up?q=chinese
https://archive.org/details/ATF1893ClevelandSpecimen/page/n209/mode/2up?q=chinese
https://www.pbs.org/independentlens/documentaries/black-memorabilia/


 

PEOPLE: International Journal of Social Sciences 
ISSN 2454-5899 

 

 70 

Cormack, P., & Cosgrave, J. F. (2018). Always Fresh, Always There: Tim Hortons and the 

Consumer-Citizen. In K. Asquith (Ed.), Advertising, Consumer Culture, and Canadian 

Society: A Reader (pp. 88–105). Oxford University Press. 

Crenshaw, K. (1991). Mapping the Margins: Intersectionality, Identity Politics, and Violence 

against Women of Color. Stanford Law Review, 43 (6), 1241–1299. JSTOR. 

https://doi.org/10.2307/1229039 

Croce, B., & Sica, A. (1913). The Philosophy of Giambattista Vico (R. G. Collingwood, Trans.). 

Transaction Publishers. https://books.google.ca/books?id=cmVyxe9yIwAC 

Davis, J. F. (2018). Selling whiteness? – A critical review of the literature on marketing and 

racism. Journal of Marketing Management, 34 (1–2), 134–177. 

https://doi.org/10.1080/0267257X.2017.1395902 

Diamantopoulos, A., Davydova, O., & Arslanagic-Kalajdzic, M. (2019). Modeling the Role of 

Consumer Xenocentrism in Impacting Preferences for Domestic and Foreign Brands: 

A Mediation Analysis. Journal of Business Research, 104, 587–596. 

https://doi.org/doi.org/10.1016/j.jbusres.2018.12.007 

Dissanayake, D. (2020). Commodities and History: A Literature Review on Commodity 

Histories. PEOPLE: International Journal of Social Sciences, 6 (2), 404–410. 

https://doi.org/10.20319/pijss.2020.62.404410 

Du Bois, W. E. B. (2018). Chapter 18: Of Our Spiritual Strivings. In T. das Gupta, C. E. James, 

C. Andersen, G.-E. Galabuzi, & R. C. A. Maaka (Eds.), Race and Racialization, 

Second Edition: Essential Readings (pp. 223–230). Canadian Scholars. 

http://ebookcentral.proquest.com/lib/york/detail.action?docID=6324733 

Fo Guang Shan Nan Tian Institute (NTI). (n.d.). 雷纹 (雷紋) Léi Wén. In the Fo Guang Shan 

Nan Tian Institute (NTI) Chinese Notes. Fo Guang Shan Nan Tian Institute (NTI). 

http://chinesenotes.com/words/25278.html 

Fosnot, C. Twomey. (2005). Constructivism: Theory, perspectives, and practice (2nd ed.). 

Teachers College Press. 

Freire, P. (1985). Reading the World and Reading the Word: An Interview with Paulo Freire. 

Language Arts, 62 (1), 15–21. JSTOR. 

Freire, P. (2017). Pedagogy of the Oppressed. Penguin. 

https://doi.org/10.2307/1229039
https://books.google.ca/books?id=cmVyxe9yIwAC
https://doi.org/10.1080/0267257X.2017.1395902
https://doi.org/doi.org/10.1016/j.jbusres.2018.12.007
https://doi.org/10.20319/pijss.2020.62.404410
http://ebookcentral.proquest.com/lib/york/detail.action?docID=6324733
http://chinesenotes.com/words/25278.html


 

PEOPLE: International Journal of Social Sciences 
ISSN 2454-5899 

 

 71 

Fresco, E. (2018). The Hudson’s Bay Company, Canadian History, and Settler Colonialism. In 

K. Asquith (Ed.), Advertising, Consumer Culture, and Canadian Society: A Reader 

(pp. 107–119). Oxford University Press. 

Fu, W., Koo, W., & Kim, Y.-K. (2014). Chinese-Inspired Products: Value-Attitude-Behavior. 

International Journal of Marketing Studies, 6 (3), 76–86. 

https://doi.org/10.5539/ijms.v6n3p76 

Full Text of Michelle Wu’s Statement. (2019, August 1). Boston Herald. 

https://www.bostonherald.com/2019/08/01/full-text-of-michelle-wus-statement/ 

Giampietro, R. (2004). New Black Face: Neuland and Lithos as Stereotypography. Lined & 

Unlined: A Filing Cabinet on the Internet by Rob Giampietro. 

https://linedandunlined.com/archive/new-black-face/ 

Gills, B. K., & Hosseini, H. S. A. (2021). Transversalism and Transformative Praxes: 

Globalization from Below. Cadmus: Promoting Leadership in Thought That Leads to 

Action, 4 (5), 186–190. 

Gonzalez, M.-P., Thornsbury, S., & Twede, D. (2007). Packaging as a Tool for Product 

Development: Communicating Value to Consumers. Journal of Food Distribution 

Research, 38 (1), 61–66. 

Good Fortunes. (2005). Industry Today. https://industrytoday.com/good-fortunes/ 

Gover, A. R., Harper, S. B., & Langton, L. (2020). Anti-Asian Hate Crime During the COVID-

19 Pandemic: Exploring the Reproduction of Inequality. American Journal of 

Criminal Justice, 45 (4), 647–667. https://doi.org/10.1007/s12103-020-09545-1 

Government of Canada. (n.d.-a). Wong Wing Design—1172761. http://www.ic.gc.ca/app/opic-

cipo/trdmrks/srch/viewTrademark?id=1172761&tab=reg&lang=eng 

Government of Canada. (n.d.-b). Wong Wing Design—1209709. http://www.ic.gc.ca/app/opic-

cipo/trdmrks/srch/viewTrademark?id=1209709&tab=reg&lang=eng 

Government of Canada. (n.d.-c). Wong Wing & Pagoda Design—2166746. 

http://www.ic.gc.ca/app/opic-

cipo/trdmrks/srch/viewTrademark?id=2166746&tab=reg&lang=eng 

Government of Canada. (n.d.-d). Pagoda & Design—0855012. http://www.ic.gc.ca/app/opic-

cipo/trdmrks/srch/viewTrademark?id=0855012&tab=reg&lang=eng 

https://doi.org/10.5539/ijms.v6n3p76
https://www.bostonherald.com/2019/08/01/full-text-of-michelle-wus-statement/
https://linedandunlined.com/archive/new-black-face/
https://industrytoday.com/good-fortunes/
https://doi.org/10.1007/s12103-020-09545-1
http://www.ic.gc.ca/app/opic-cipo/trdmrks/srch/viewTrademark?id=1172761&tab=reg&lang=eng
http://www.ic.gc.ca/app/opic-cipo/trdmrks/srch/viewTrademark?id=1172761&tab=reg&lang=eng
http://www.ic.gc.ca/app/opic-cipo/trdmrks/srch/viewTrademark?id=1209709&tab=reg&lang=eng
http://www.ic.gc.ca/app/opic-cipo/trdmrks/srch/viewTrademark?id=1209709&tab=reg&lang=eng
http://www.ic.gc.ca/app/opic-cipo/trdmrks/srch/viewTrademark?id=2166746&tab=reg&lang=eng
http://www.ic.gc.ca/app/opic-cipo/trdmrks/srch/viewTrademark?id=2166746&tab=reg&lang=eng
http://www.ic.gc.ca/app/opic-cipo/trdmrks/srch/viewTrademark?id=0855012&tab=reg&lang=eng
http://www.ic.gc.ca/app/opic-cipo/trdmrks/srch/viewTrademark?id=0855012&tab=reg&lang=eng


 

PEOPLE: International Journal of Social Sciences 
ISSN 2454-5899 

 

 72 

Greenbaum, H., & Rubinstein, D. (2012, January 13). The Chinese-Takeout Container Is 

Uniquely American. The New York Times Magazine. 

https://www.nytimes.com/2012/01/15/magazine/the-chinese-takeout-container-is-

uniquely-american.html?_r=1&pagewanted=all 

Grünberg, L. R. (2021). Chapter 1: In Need for More Tailored Feminist Stories in a Time of 

Crisis. In R. Ciolăneanu & R.-E. Marinescu (Eds.), Handbook of Research on 

Translating Myth and Reality in Women Imagery Across Disciplines (pp. 1–23). IGI 

Global. https://doi.org/10.4018/978-1-7998-6458-5.ch001 

Guo, S., & Guo, Y. (2021). Combating Anti-Asian Racism and Xenophobia in Canada: Toward 

Pandemic Anti-Racism Education in Post-covid-19. Beijing International Review of 

Education, 3 (2), 187–211. https://doi.org/10.1163/25902539-03020004 

Gupta, S., & Aitken, N. (2022). COVID-19 Mortality Among Racialized Populations in Canada 

and Its Association with Income. Statistics Canada. 

https://www150.statcan.gc.ca/n1/pub/45-28-0001/2022001/article/00010-eng.htm 

He, B., Ziems, C., Soni, S., Ramakrishnan, N., Yang, D., & Kumar, S. (2021). Racism is a Virus: 

Anti-Asian Hate and Counterspeech in Social Media during the COVID-19 Crisis. 

ArXiv E-Prints, arXiv:2005.12423. https://doi.org/10.1145/3487351.3488324 

Hoe, B. S. (1990). Contemporary Chinese Cuisines in Canada Together with Some Culinary 

Aetiological Legends. Ethnologies, 12 (1), 69–81. https://doi.org/10.7202/1081661ar 

hooks, bell. (2014). Black Looks: Race and Representation (2nd ed.). Routledge, an Imprint of 

Taylor & Francis Group. https://doi.org/10.4324/9781315743226 

Hua, S. L. (2016, June 28). Difference Between a Chinese Dragon and a Western Dragon [Blog]. 

TutorABC Chinese: China Expats & Culture Blog. 

https://blog.tutorabcchinese.com/expats/chinese-dragon-western-difference-lucky 

Hui, A. (2019). Chop Suey Nation: The Legion Cafe and Other Stories from Canada’s Chinese 

Restaurants. Douglas & McIntyre. https://books.google.ca/books?id=G-

2DDwAAQBAJ 

Hunter, M. L., & Nettles, K. D. (1999). What about the White Women? Racial Politics in a 

Women’s Studies Classroom. Teaching Sociology, 27 (4), 385–397. JSTOR. 

https://doi.org/10.2307/1319044 

https://www.nytimes.com/2012/01/15/magazine/the-chinese-takeout-container-is-uniquely-american.html?_r=1&pagewanted=all
https://www.nytimes.com/2012/01/15/magazine/the-chinese-takeout-container-is-uniquely-american.html?_r=1&pagewanted=all
https://doi.org/10.4018/978-1-7998-6458-5.ch001
https://doi.org/10.1163/25902539-03020004
https://www150.statcan.gc.ca/n1/pub/45-28-0001/2022001/article/00010-eng.htm
https://doi.org/10.1145/3487351.3488324
https://doi.org/10.7202/1081661ar
https://doi.org/10.4324/9781315743226
https://blog.tutorabcchinese.com/expats/chinese-dragon-western-difference-lucky
https://books.google.ca/books?id=G-2DDwAAQBAJ
https://books.google.ca/books?id=G-2DDwAAQBAJ
https://doi.org/10.2307/1319044


 

PEOPLE: International Journal of Social Sciences 
ISSN 2454-5899 

 

 73 

Hunter, M. L., & Nettles, K. D. (1999). What about the White Women? Racial Politics in a 

Women’s Studies Classroom. Teaching Sociology, 27 (4), 385–397. JSTOR. 

https://doi.org/10.2307/1319044 

Ishay, M. R. (2008). Globalization and Its Impact on Human Rights. In the History of Human 

Rights: From Ancient Times to the Globalization Era (pp. 245–313). University of 

California Press. 

Jacobs, H. (2009). Structural Elements in Canadian Cuisine. Cuizine, 2(1). 

https://doi.org/10.7202/039510ar 

Jamal, A., Peñaloza, L., & Laroche, M. (Eds.). (2015). The Routeledge Companion to Ethnic 

Marketing. Routledge, an Imprint of Taylor & Francis Group. 

https://doi.org/10.4324/9780203080092 

Jung, J. (2010). Sweet and Sour: Life in Chinese Family Restaurants. Yin and Yang Press. 

https://books.google.ca/books?id=Ev9IR3mhwewC 

Kern-Foxworth, M. (1994). Aunt Jemima, Uncle Ben, and Rastus: Blacks in Advertising, 

Yesterday, Today, and Tomorrow. Praeger Publishers, an Imprint of Greenwood 

Publishing Group. 

Kil, S. H. (2012). Fearing yellow, imagining white: Media analysis of the Chinese Exclusion Act 

of 1882. Social Identities, 18 (6), 663–677. 

https://doi.org/10.1080/13504630.2012.708995 

King, M. T. (2020). Say No to Bat Fried Rice: Changing the Narrative of Coronavirus and 

Chinese Food. Food and Foodways, 28 (3), 237–249. 

https://doi.org/10.1080/07409710.2020.1794182 

Kipnis, E., Demangeot, C., Pullig, C., & Broderick, A. J. (2019). Consumer Multicultural 

Identity Affiliation: Reassessing identity segmentation in multicultural markets. 

Journal of Business Research, 98, 126–141. 

https://doi.org/10.1016/j.jbusres.2018.11.056 

Kobayashi, K., Jackson, S. J., & Sam, M. P. (2019). Globalization, creative alliance and self-

Orientalism: Negotiating Japanese identity within Asics global advertising production. 

International Journal of Cultural Studies, 22 (1), 157–174. 

https://doi.org/10.1177/1367877917733812 

Kotler, P., & Sarkar, C. (2021). Brand Activism: From Purpose to Action. Amazon Digital 

https://doi.org/10.2307/1319044
https://doi.org/10.7202/039510ar
https://doi.org/10.4324/9780203080092
https://books.google.ca/books?id=Ev9IR3mhwewC
https://doi.org/10.1080/13504630.2012.708995
https://doi.org/10.1080/07409710.2020.1794182
https://doi.org/10.1016/j.jbusres.2018.11.056
https://doi.org/10.1177/1367877917733812


 

PEOPLE: International Journal of Social Sciences 
ISSN 2454-5899 

 

 74 

Services LLC - KDP Print US. https://books.google.ca/books?id=YkBhzQEACAAJ  

Lai, D. C., & Chan, T. C. M. (2015). Montréal Chinatown 1890s ~ 2014 (Canada Chinatown 

Series). Simon Fraser University. https://www.sfu.ca/chinese-canadian-

history/PDFs/Montreal-EngChi-WebFinal.pdf 

Lee, D. O. (1992). Commodification of Ethnicity: The Sociospatial Reproduction of Immigrant 

Entrepreneurs. Urban Affairs Quarterly, 28 (2), 258–275. 

https://doi.org/10.1177/004208169202800204 

Lee, E. (2007). The “‘Yellow Peril’” and Asian Exclusion in the Americas. Pacific Historical 

Review, 76 (4), 537–562. https://doi.org/10.1525/phr.2007.76.4.537 

Lee, J. (2018, September 4). JJ Lee’s Hyphenated Realities: Exploring Chinese-Canadian 

Identities Through the Lens of “Chinese Food” (L. Hill, Interviewer) [Interview]. 

https://visualartsnews.ca/2018/09/jj-lees-hyphenated-realities/ 

Leung, S. (2019, August 1). Herald’s ‘Wok Tall’ Front Page Is No Laughing Matter for Asian-

Americans. The Boston Globe. 

https://www.bostonglobe.com/business/2019/08/01/herald-wok-tall-front-page-

laughing-matter-for-asian-americans/CCohVqOoYK5aVuQetnVINL/story.html 

Li, M. (2020). Performative Chineseness and Culinary Tourism in Chinese Restaurants in 

Newfoundland, Canada. Folklore, 131 (3), 268–291. 

https://doi.org/10.1080/0015587X.2019.1703416 

Liu, H. (2009). Chop Suey as Imagined Authentic Chinese Food: The Culinary Identity of 

Chinese Restaurants in the United States. Ournal of Transnational American Studies, 1 

(1). https://doi.org/10.5070/T811006946 

Liu, H. (2017). Beneath the white gaze: Strategic self-Orientalism among Chinese Australians. 

Human Relations, 70 (7), 781–804. https://doi.org/10.1177/0018726716676323 

Lupton, E., Kafei, F., Tobias, J., Halstead, J. A., Sales, K., Xia, L., & Vergara, V. (2021). Extra 

Bold: A Feminist, Inclusive, Anti-racist, Nonbinary Field Guide for Graphic 

Designers. Princeton Architectural Press. 

Lutz, C. A., & Collins, J. L. (1993). Reading National Geographic (1st ed.). University of 

Chicago Press. 

Lyakhovich, E. V. (2020). Chinese Visual Language in European Chinoiserie Porcelain: Lost 

Meanings and New Ways of Artistic Expression. Proceedings of the 4th International 

https://books.google.ca/books?id=YkBhzQEACAAJ
https://www.sfu.ca/chinese-canadian-history/PDFs/Montreal-EngChi-WebFinal.pdf
https://www.sfu.ca/chinese-canadian-history/PDFs/Montreal-EngChi-WebFinal.pdf
https://doi.org/10.1177/004208169202800204
https://doi.org/10.1525/phr.2007.76.4.537
https://visualartsnews.ca/2018/09/jj-lees-hyphenated-realities/
https://www.bostonglobe.com/business/2019/08/01/herald-wok-tall-front-page-laughing-matter-for-asian-americans/CCohVqOoYK5aVuQetnVINL/story.html
https://www.bostonglobe.com/business/2019/08/01/herald-wok-tall-front-page-laughing-matter-for-asian-americans/CCohVqOoYK5aVuQetnVINL/story.html
https://doi.org/10.1080/0015587X.2019.1703416
https://doi.org/10.5070/T811006946
https://doi.org/10.1177/0018726716676323


 

PEOPLE: International Journal of Social Sciences 
ISSN 2454-5899 

 

 75 

Conference on Art Studies: Science, Experience, Education (ICASSEE 2020), 469, 52–

60. https://doi.org/doi.org/10.2991/assehr.k.200907.010 

Maguth, B. M., & Wu, G. (2020). 3: What Is the Difference Between the Chinese Dragon and Its 

Depiction in the West? In Inquiry-Based Global Learning in the K–12 Social Studies 

Classroom (1st ed., pp. 27–43). Routledge. https://doi.org/10.4324/9780429331497 

Manfredi-Sánchez, J.-L. (2019). Brand Activism. Communication & Society, 32 (4), 343–359. 

https://doi.org/10.15581/003.32.4.343-359 

Mason, C., & Simmons, J. (2013). Seeing Ourselves as Others See Us: Incorporating Reflexivity 

in Corporate Social Responsibility. O&M: Firms & Other Social Institutions 

EJournal. https://doi.org/10.2139/ssrn.2292167 

McCain Buying Wong Wing. (2002, October 4). The Globe and Mail, B4. 

https://www.proquest.com/historical-newspapers/mccain-buying-wong-

wing/docview/1356854235/se-2  

McClintock, A. (1995). Chapter 5: Soft-Soaping Empire: Commodity Racism and Imperial 

Advertising. In Imperial leather: Race, Gender, and Sexuality in the Colonial Contest 

(pp. 207–231). Routledge. 

McGovern, S. (1994, December 3). Egg-Roll Activist; Raymond Wong Built up His Chinese-

Food Firm into the Country’s Largest; Now, Much of His Energy Is Spent Helping His 

Community Here and in China. The Gazette (Montréal). 

https://www.proquest.com/docview/432767975/9FFCA4F98FB64D36PQ/9?accountid

=15182 

Meletis, D. (2021). “Is Your Font Racist?” Metapragmatic Online Discourses on the Use of 

Typographic Mimicry and Its Appropriateness. Social Semiotics, 1–23. 

https://doi.org/10.1080/10350330.2021.1989296 

Modood, T. (2013). Multiculturalism (2nd ed.). Polity Press. 

Motley, C. M., Henderson, G. R., & Baker, S. M. (2003). Exploring Collective Memories 

Associated with African-American Advertising Memorabilia—The Good, the Bad, 

and the Ugly. Journal of Advertising, 32 (1), 47–57. 

https://doi.org/10.1080/00913367.2003.10639048 

Moule, J. (2009). Understanding Unconscious Bias and Unintentional Racism. Phi Delta 

Kappan, 90 (5), 320–326. https://doi.org/10.1177/003172170909000504 

https://doi.org/doi.org/10.2991/assehr.k.200907.010
https://doi.org/10.4324/9780429331497
https://doi.org/10.15581/003.32.4.343-359
https://doi.org/10.2139/ssrn.2292167
https://www.proquest.com/historical-newspapers/mccain-buying-wong-wing/docview/1356854235/se-2
https://www.proquest.com/historical-newspapers/mccain-buying-wong-wing/docview/1356854235/se-2
https://www.proquest.com/docview/432767975/9FFCA4F98FB64D36PQ/9?accountid=15182
https://www.proquest.com/docview/432767975/9FFCA4F98FB64D36PQ/9?accountid=15182
https://doi.org/10.1080/10350330.2021.1989296
https://doi.org/10.1080/00913367.2003.10639048
https://doi.org/10.1177/003172170909000504


 

PEOPLE: International Journal of Social Sciences 
ISSN 2454-5899 

 

 76 

Nicholson, S. W., & Pryde, J. (1899). A Trip to Chinatown. https://www.yaneff.com/products/a-

trip-to-chinatown 

Obenson, T. (2019, February 4). Demand for Reproduced Racist Memorabilia Grows 

Worldwide—A New Doc Investigates. IndieWire. 

https://www.indiewire.com/2019/02/racist-memorabilia-market-blackface-demand-

1202040313/ 

Origami Branding. (n.d.). 09: McCain Foods. Origami. https://www.origamibranding.ca/copy-

of-project-08 

Origami Communication Design—Wong Wing Begins Chinese New Year With a “Brand” New 

Look! (2004, January 22). Canada NewsWire, 1. 

https://www.proquest.com/docview/453325137/BF1FABF88D1240FBPQ/7?accounti

d=15182#  

Oriǵami. (2009). Oriǵami: Tactical Creativity & Branding. 

https://dokumen.tips/documents/origami-portfolio-2009-branding-tactical-

creativity.html?page=1 

Our Story. (n.d.). Wong Wing. http://www.wongwing.ca/en-ca/Pages/OurStory.aspx 

Parkes, D. (2000, January 26). Wong Recalled for Generosity: Funeral for Chinatown Leader. 

The Gazette (Montréal). https://advance-lexis-

com.ezproxy.library.yorku.ca/api/document?collection=news&id=urn:contentItem:3Y

DV-6D40-00KD-4255-00000-00&context=1516831 

Pater, R. (2016). Language and Typography. In the Politics of Design: A (Not So) Global 

Manual for Visual Communication. BIS Publishers. 

Pater, R. (2016). The Politics of Design: A (Not So) Global Manual for Visual Communication. 

BIS Publishers. 

Patterson, M. E. (2011). Teaching Tolerance through Objects of Hatred: The Jim Crow Museum 

of Racist Memorabilia as “Counter-Museum.” In E. Lehrer, C. E. Milton, & M. E. 

Patterson (Eds.), Curating Difficult Knowledge: Violent Pasts in Public Places (pp. 

55–71). Palgrave Macmillan UK. https://doi.org/10.1057/9780230319554_4 

Pilgrim, D. (2015). Understanding Jim Crow: Using Racist Memorabilia to Teach Tolerance 

and Promote Social Justice. PM Press. 

Quito, A. (2021, April 8). Karate, Wonton, Chow Fun: The end of “chop suey” fonts. CNN Style. 

https://www.yaneff.com/products/a-trip-to-chinatown
https://www.yaneff.com/products/a-trip-to-chinatown
https://www.indiewire.com/2019/02/racist-memorabilia-market-blackface-demand-1202040313/
https://www.indiewire.com/2019/02/racist-memorabilia-market-blackface-demand-1202040313/
https://www.origamibranding.ca/copy-of-project-08
https://www.origamibranding.ca/copy-of-project-08
https://www.proquest.com/docview/453325137/BF1FABF88D1240FBPQ/7?accountid=15182
https://www.proquest.com/docview/453325137/BF1FABF88D1240FBPQ/7?accountid=15182
https://dokumen.tips/documents/origami-portfolio-2009-branding-tactical-creativity.html?page=1
https://dokumen.tips/documents/origami-portfolio-2009-branding-tactical-creativity.html?page=1
http://www.wongwing.ca/en-ca/Pages/OurStory.aspx
https://advance-lexis-com.ezproxy.library.yorku.ca/api/document?collection=news&id=urn:contentItem:3YDV-6D40-00KD-4255-00000-00&context=1516831
https://advance-lexis-com.ezproxy.library.yorku.ca/api/document?collection=news&id=urn:contentItem:3YDV-6D40-00KD-4255-00000-00&context=1516831
https://advance-lexis-com.ezproxy.library.yorku.ca/api/document?collection=news&id=urn:contentItem:3YDV-6D40-00KD-4255-00000-00&context=1516831
https://doi.org/10.1057/9780230319554_4


 

PEOPLE: International Journal of Social Sciences 
ISSN 2454-5899 

 

 77 

https://www.cnn.com/style/article/chop-suey-fonts-hyphenated/index.html  

Redden, G. (1999) Packaging the gifts of nation. M/C: A Journal of Media and Culture 2 (7). 

https://doi.org/10.5204/mcj.1800 

Richards, T. (1990). The Commodity Culture of Victorian England: Advertising and Spectacle, 

1851-1914. Stanford University Press. 

Riefler, P., Diamantopoulos, A., & Siguaw, J. A. (2012). Cosmopolitan consumers as a target 

group for segmentation. Journal of International Business Studies, 43 (3), 285–305. 

JSTOR. https://doi.org/10.1057/jibs.2011.51 

Roozbeh, B. (2018). Somehow, I can’t think about graphic design, without thinking about 

eurocentrism: A tracing in the positions of “non-Latin.” Konstfack University of arts, 

craft and design. https://www.diva-

portal.org/smash/get/diva2:1243426/FULLTEXT01.pdf 

Rose, G. (2016). Visual methodologies: An introduction to researching with visual materials. 

Sage Publications Ltd.  

Rules for Areas in Stage 1, O Reg 82/20. https://canlii.ca/t/55284 

Said, E. W. (1979). Orientalism. Vintage Books, A Division of Random House, Inc. 

Schnurmacher, T. (1993, April 12). Night of the Butterfly; Tony-Winning Play Will Be Ushered 

in With Oriental-Theme Reception. The Gazette (Montréal). https://advance-lexis-

com.ezproxy.library.yorku.ca/api/document?collection=news&id=urn:contentItem:3S

R8-Y2S0-002G-H516-00000-00&context=1516831 

Seals, T., & Ellsworth, M. (2022, November 17). The Daily Heller: An Exhibition That Looks at 

Racism in the (Type)Face (S. Heller, Interviewer) [Video]. 

https://www.printmag.com/daily-heller/the-daily-heller-an-exhibition-that-looks-at-

racism-in-the-type-face/ 

Semple, L. A. (2021). The Constructing of “Chinese-ness”: The Culinary Identity of Chinese 

Restaurants in Gettysburg, PA. Student Publications. 

https://cupola.gettysburg.edu/student_scholarship/973 

Shaowei, C. (2020). Real Canadian Superstore Brimley Road. 

https://goo.gl/maps/BeeZsY4b8Yx8gBYx5 

https://www.cnn.com/style/article/chop-suey-fonts-hyphenated/index.html
https://doi.org/10.5204/mcj.1800
https://doi.org/10.1057/jibs.2011.51
https://www.diva-portal.org/smash/get/diva2:1243426/FULLTEXT01.pdf
https://www.diva-portal.org/smash/get/diva2:1243426/FULLTEXT01.pdf
https://canlii.ca/t/55284
https://advance-lexis-com.ezproxy.library.yorku.ca/api/document?collection=news&id=urn:contentItem:3SR8-Y2S0-002G-H516-00000-00&context=1516831
https://advance-lexis-com.ezproxy.library.yorku.ca/api/document?collection=news&id=urn:contentItem:3SR8-Y2S0-002G-H516-00000-00&context=1516831
https://advance-lexis-com.ezproxy.library.yorku.ca/api/document?collection=news&id=urn:contentItem:3SR8-Y2S0-002G-H516-00000-00&context=1516831
https://www.printmag.com/daily-heller/the-daily-heller-an-exhibition-that-looks-at-racism-in-the-type-face/
https://www.printmag.com/daily-heller/the-daily-heller-an-exhibition-that-looks-at-racism-in-the-type-face/
https://cupola.gettysburg.edu/student_scholarship/973
https://goo.gl/maps/BeeZsY4b8Yx8gBYx5


 

PEOPLE: International Journal of Social Sciences 
ISSN 2454-5899 

 

 78 

SRD 2022: Catharsis, Complaining and Destruction with Boxcheckerz. (n.d.). National Museums 

Liverpool. https://www.liverpoolmuseums.org.uk/whatson/international-slavery-

museum/event/srd-2022-catharsis-complaining-and-destruction 

Stephens, A. (2021). Authentic-Ish: Ramen, Culinary Tourism, and Canadian Foodways. Digest: 

A Journal of Foodways and Culture, 8 (1/2), 67–81. 

https://scholarworks.iu.edu/journals/index.php/digest/article/view/33615  

Sze, M. (1963). Mustard Seed Garden Manual of Painting (Vol. 49). Pantheon Books. 

https://books.google.ca/books?id=zJ89AAAAIAAJ 

Texaco Inc., & Office for Emergency Management. Office of War Information. Domestic 

Operations Branch. Bureau of Special Services. (1941). Go Ahead, please—Take Day 

Off! https://catalog.archives.gov/id/516234 

The Industry Rings in Chinese New Year. (2011, February 2). Canadian Grocer. 

https://canadiangrocer.com/industry-rings-chinese-new-year 

Thompson, C. J., & Tambyah, S. K. (1999). Trying to Be Cosmopolitan. Journal of Consumer 

Research, 26(3), 214–241. JSTOR. https://doi.org/10.1086/209560 

Uberoi, V. (2016). Legislating Multiculturalism and Nationhood: The 1988 Canadian 

Multiculturalism Act. Canadian Journal of Political Science/Revue Canadienne de 

Science Politique, 49 (2), 267–287. https://doi.org/10.1017/S0008423916000366 

Uneke, O. (1996). Ethnicity and Small Business Ownership: Contrasts Between Blacks and 

Chinese in Toronto. Work, Employment & Society, 10 (3), 529–548. JSTOR. 

https://doi.org/10.1177/0950017096103007 

Van Praet, N. (2002, October 4). Wong Wing Sells Out to McCain’s: 54-Year-Old Family-

Owned Food-Maker. New Brunswick Giant Says Deal Complements Acquisition of 

Frozen-Dumpling Producer in Taiwan. The Gazette, B1 / BREAK. 

https://www.proquest.com/docview/433878790?accountid=15182&forcedol=true  

Volckmann III, R. W. (n.d.). Wong Wing [Portfolio]. Romantic. 

https://romantic.li/portfolio/wongwing/ 

Vredenburg, J., Kapitan, S., Spry, A., & Kemper, J. A. (2018). Woke Washing: What Happens 

When Marketing Communications Don’t Match Corporate Practice. The 

Conversation. 

https://openrepository.aut.ac.nz/bitstream/handle/10292/12164/Woke%20washing_%2

https://www.liverpoolmuseums.org.uk/whatson/international-slavery-museum/event/srd-2022-catharsis-complaining-and-destruction
https://www.liverpoolmuseums.org.uk/whatson/international-slavery-museum/event/srd-2022-catharsis-complaining-and-destruction
https://scholarworks.iu.edu/journals/index.php/digest/article/view/33615
https://books.google.ca/books?id=zJ89AAAAIAAJ
https://catalog.archives.gov/id/516234
https://canadiangrocer.com/industry-rings-chinese-new-year
https://doi.org/10.1086/209560
https://doi.org/10.1017/S0008423916000366
https://doi.org/10.1177/0950017096103007
https://www.proquest.com/docview/433878790?accountid=15182&forcedol=true
https://romantic.li/portfolio/wongwing/
https://openrepository.aut.ac.nz/bitstream/handle/10292/12164/Woke%20washing_%20what%20happens%20when%20marketing%20communications%20don't%20match%20corporate%20practice.pdf?sequence=2


 

PEOPLE: International Journal of Social Sciences 
ISSN 2454-5899 

 

 79 

0what%20happens%20when%20marketing%20communications%20don't%20match%

20corporate%20practice.pdf?sequence=2 

Wachendorff, I. (2018). Cultural Stereotypes in Letter Forms in Public Space. In M. Erlhoff & 

W. Jonas (Eds.), NERD – New Experimental Research in Design (pp. 206–233). 

Birkhäuser. https://doi.org/10.1515/9783035617429-013 

Walmart Canada. (n.d.). Wong Wing Fried Rice. https://www.walmart.ca/en/ip/wong-wing-fried-

rice/6000197758909 

Wang, H. (2013). Portrayals of Chinese women’s images in Hollywood mainstream films—An 

analysis of four representative films of different periods. China Media Research, 9 (1), 

75+. Gale Academic OneFile. 

Weiyu, D. (n.d.). Constructing Chinatown: The Lore of Representation. The McGill Tribune. 

https://mcgilltribune.com/constructing-chinatown/ 

Welch, P. B. (2012). Chinese Art: A Guide to Motifs and Visual Imagery. Tuttle Publishing. 

Williams, L. (2019). The Co-Constitutive Nature of Neoliberalism, Design, and Racism. Design 

and Culture, 11 (3), 301–321. https://doi.org/10.1080/17547075.2019.1656901 

Won, S. (1989, August 19). An Empire Built on Egg Rolls; This Montreal Company Makes 90 

Million of Them a Year. And That’s a Fortune, Cookie. The Gazette, C1. 

www.proquest.com/newspapers/empire-built-on-egg-rolls-this-montreal-

company/docview/431824950/se-2  

Wong Wing Foods Inc. (1983, February 9). Make It a Delicious Chinese New Year With …. The 

Ottawa Evening Citizen, 85. 

https://news.google.com/newspapers?id=ouhfAAAAIBAJ&sjid=_-

4FAAAAIBAJ&pg=3748%2C4390994 

Wong Wing Foods Inc. (1988, February 10). Wong Wing Foods Have More Chinese Character. 

The Toronto Star, D15. https://www.proquest.com/docview/1357306318  

Wong Wing Foods. (n.d.). Montréal Signs Project. 

https://www.montrealsignsproject.ca/sign/wong-wing-foods 

Yeh, D. (2021). Becoming “British East Asian and Southeast Asian”: Anti-racism, Chineseness, 

and Political Love in the Creative and Cultural Industries. British Journal of Chinese 

Studies, 11 (0), 53–70. https://doi.org/10.51661/bjocs.v11i0.131 

Zhu, X. (2015). The Evolvement and Development of Chinese Dragon. Cross-Cultural 

https://openrepository.aut.ac.nz/bitstream/handle/10292/12164/Woke%20washing_%20what%20happens%20when%20marketing%20communications%20don't%20match%20corporate%20practice.pdf?sequence=2
https://openrepository.aut.ac.nz/bitstream/handle/10292/12164/Woke%20washing_%20what%20happens%20when%20marketing%20communications%20don't%20match%20corporate%20practice.pdf?sequence=2
https://doi.org/10.1515/9783035617429-013
https://www.walmart.ca/en/ip/wong-wing-fried-rice/6000197758909
https://www.walmart.ca/en/ip/wong-wing-fried-rice/6000197758909
https://mcgilltribune.com/constructing-chinatown/
https://doi.org/10.1080/17547075.2019.1656901
http://www.proquest.com/newspapers/empire-built-on-egg-rolls-this-montreal-company/docview/431824950/se-2
http://www.proquest.com/newspapers/empire-built-on-egg-rolls-this-montreal-company/docview/431824950/se-2
https://news.google.com/newspapers?id=ouhfAAAAIBAJ&sjid=_-4FAAAAIBAJ&pg=3748%2C4390994
https://news.google.com/newspapers?id=ouhfAAAAIBAJ&sjid=_-4FAAAAIBAJ&pg=3748%2C4390994
https://www.proquest.com/docview/1357306318
https://www.montrealsignsproject.ca/sign/wong-wing-foods
https://doi.org/10.51661/bjocs.v11i0.131


 

PEOPLE: International Journal of Social Sciences 
ISSN 2454-5899 

 

 80 

Communication, 11(3), 95–100. 

http://www.cscanada.net/index.php/ccc/article/view/6710  

Zine, J. (2012). Unsettling the Nation: Gender, Race, and Muslim cultural Politics in Canada. In 

Islam in the Hinterlands: Exploring Muslim Cultural Politics in Canada (pp. 41–47). 

UBC Press. 

http://www.cscanada.net/index.php/ccc/article/view/6710

