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Markets have increased consumption, but not necessarily improved social 

connections, also a vital part of well-being.  Producers and consumers are anonymous to 

one another in the traditional capitalist paradigm, where each individual pursues his or 

her own gain on the grounds that markets effectively promote the interest of society.  

This thesis considers an alternative premise for an economy that balances financial and 

social benefits, where consumers and producers are reconnected for mutual benefit. An 

exploratory mixed methods research approach was applied to the case of a predominant 

alternative food network in Turkey. First, qualitative data collection and analysis revealed 

shared commitment between the owner, employees, and customers of this network.  

Second, through customer and employee surveys, the collective action, congruent values 

and goals, and concern for the future welfare of others dimensions of shared commitment 

between actors were measured and a structural model of its impact on well-being tested. 

The findings demonstrate the existence of an alternative market model, founded on 

shared commitment, which improves well-being for producers and consumers. Despite 

limitations in the community that can be built among consumers and producers who live 

geographically distant from one another, it is hopeful for an urbanizing world that shared 

commitments can still develop and well-being can be improved. Although the findings 

point to some vulnerabilities to dark sides, the research overall shows the well-being 

potential of shared commitment outweighs the risk of ill-being.  A re-socialized market 
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can facilitate reduced alienation, rather than just instrumental exchanges, and enhance 

well-being.   

 

 

Keywords: Alternative Food Network, Alternative Market, Producers and Consumers, 

Shared Commitment, Well-being  
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¥ZET 

BĶR ALTERNATĶF  PAZARDA YARATILAN REFAH:  

ORTAK BAĴLILIK YOLUYLA T¦KETĶCĶLERĶN VE ¦RETĶCĶLERĶN  

YENĶDEN BULUķTURULMASI 

 

 

Watson, Forrest 

 

Doktora, Ķĸletme Fak¿ltesi 

 Tez Danēĸmanē: Do. Dr. Ahmet Ekici 

 

Haziran 2017 

 

 

Pazarlar, t¿ketimi arttērmasēna raĵmen, refahēn en ºnemli unsurlarēndan biri olan 

sosyal baĵlantēlarē geliĸtirmemiĸtir. Her bireyin kendi kazancēnē maksimize etmeye 

alēĸtēĵē ve pazarlarēn toplumun ēkarlarēnē desteklediĵi geleneksel kapitalist yaklaĸēmda, 

t¿keticiler ve ¿reticiler birbirlerinden habersizdir. Bu tez alēĸmasē, t¿keticilerin ve 

¿reticilerin ortak bir fayda iin yeniden buluĸturulduĵu, finansal ve sosyal faydalarēn 

dengelendiĵi alternatif bir ekonomiyi incelemektedir. T¿rkiyeôdeki en bilinen alternatif 

gēda aĵē ºrneklerinden birine, keĸif amalē karma bir araĸtērma yºntemi uygulanmēĸtēr. 

¥ncelikle, nitel veri toplama ve analiz etme yºntemleri, ĸirket sahibi, alēĸanlar ve 

m¿ĸterilerden oluĸan bu aĵda ortak baĵlēlēk olduĵunu ortaya koymuĸtur. Daha sonra, 

m¿ĸteri ve alēĸanlarla yapēlan birer anket alēĸmasē sonucunda aktºrler arasēnda ortak 

baĵlēlēk ºl¿tleri olan kolektif eylem, uyuĸan deĵerler ve hedefler, ve diĵerlerinin 

gelecekteki refahē ile ilgilenme boyutlarē ºl¿lm¿ĸ ve bu boyutlarēn refah ¿zerindeki 

etkileri yapēsal bir modelle test edilmiĸtir. Sonular, ¿reticilerin ve t¿keticilerin refahēnē 

geliĸtiren ve ortak baĵlēlēkla temellenen, alternatif bir pazar modelinin varlēĵēnē 

gºstermektedir. Coĵrafi olarak birbirinden uzak yaĸayan t¿keticilerden ve ¿reticilerden 

oluĸan bir toplulukta, karĸēlaĸēlan engellere raĵmen, h©l© ortak baĵlēlēĵēn geliĸebilmesi ve 
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refahēn arttērēlabilir olmasē k¿reselleĸen bir d¿nya iin umut vericidir. Sonular, karanlēk 

taraflar ile ilgili bazē riskleri iĸaret etse de, araĸtērma genel olarak, ortak baĵlēlēĵēn 

yarattēĵē refah potansiyelinin, karanlēk taraflar oluĸturma riskine aĵēr bastēĵēnē 

gºstermektedir. Yeniden sosyalleĸen bir pazar, yabancēlaĸmayē azaltmayē ve ēkara dayalē 

alēĸveriĸ yerine refahē arttērmayē kolaylaĸtērabilir. 

 

Anahtar Kelimeler:  Alternatif Gēda Aĵē, Alternatif Pazar, Ortak Baĵlēlēk, Refah, 

T¿keticiler ve ¦reticiler 
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CHAPTER 1:  INTRODUCTION  

1.1 Well-being:  Financial and Social 

 

It is not uncommon for citizens and economists to conflate financial well-being with 

overall well-being.  Financial means enable people to live in nicer neighborhoods, obtain 

better education, and consume more products.  Since utility maximization is limited by 

the funds one has at his or her disposal, classical economics suggests that more 

satisfaction can be obtained through more available funds (Veblen 1909).   Economists 

have tended to assume that utility is a product of material well-being (Easterlin 1974; 

Helliwell and Putnam 2005).  

However, increasing financial prosperity does not continue to make us happy.  

Kahneman and Kreuger (2006) argue in favor of utilizing different conceptions of utility, 

and specifically defend the use of subjective well-being as a way of gauging peopleôs 

perception of their own experiences and happiness.  Subjective well-being is peopleôs 

cognitive and affective evaluation of their lives (Diener 2000).  A growing body of work 



 

2 

 

has shown that many factors influence oneôs subjective well-being (Ahuvia and Friedman 

1998; Diener and Biswas-Diener 1999; Diener and Seligman 2004; Layton 2009).   

Financial well-being is indeed one component, but not as much as people might think.  

ñMoney can buy you happiness, but not much, and, above a certain threshold, more 

money does not mean more happinessò (Helliwell and Putnam 2005). An abundance of 

research shows that only up to a certain point does financial well-being have any 

substantive impact on overall well-being.  For example, while real per-capita incomes 

have quadrupled in the last 50 years in most advanced economies, aggregate levels of 

subjective well-being have remained essentially unchanged (Helliwell and Putnam 2004). 

Scholars have therefore continued to seek out what else besides financial 

considerations may drive well-being. There is a wide body of work that supports the 

intuitive link between social connectedness and well-being (Baumeister and Leary 1995; 

Diener 2000; Putnam 2001; Geiger-Oneto and Arnould 2011).   Maslow (1954) famously 

asserted that people have a need for affiliation and belongingness, which will be 

facilitated by social links and community.  In social psychology there is a long literature 

on the link between social support and well-being (Leavy 1983; Cohen and Wills 1985). 

Baumeister and Leary (1995, p. 522) conclude their review of the empirical evidence of 

the human need for interpersonal attachment by stating that ñhuman beings are 

fundamentally and pervasively motivated by a need to belong, that is, by a strong desire 

to form and maintain enduring interpersonal attachments.ò As societies grow wealthy, 

differences in well-being are less frequently associated with income, and more tied to 

non-economic predictors like social relationships and enjoyment at work (Diener and 
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Seligman 2004). Putnamôs (2001) work on social capital has shown that communities 

with higher rates of social involvement have higher well-being.   

 

1.2 Sociological Background on Changing Social Connectedness 

 

While there is strong support for the importance of social connection and well-being, the 

societal shifts of modernism, capitalism, and urbanization, to consider but three, have 

altered social relationships.   The aim here is not to tease out the intricate differences but 

rather to briefly explain these transformative forces that provide a backdrop for 

contemporary efforts to retain or restore community.  

 

1.2.1 Modernism 

 

One of the central themes in sociological studies is the way that modernity has separated 

the individual from their total belonging to and identity derived from their local 

community (Simmel 1896/1991; Tonnies 1887/1957).  Modernity refers to modes of 

social life or organization which emerged in Europe from about the seventeenth century 

onwards and became more or less worldwide in their influence (Giddens 1990).  

According to German sociological theory (Weber, Tonnies, Simmel), ñmodernity is 

contrasted to the traditional order and implies the progressive economic and 

administrative rationalization and differentiation of the social worldò  (Featherstone 

1988, pp. 197-198).  Modernization left the individual with great mental and 

psychological freedom, but there was no longer connectivity of a total person (Simmel 
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1896/1991).   The modern man constantly tries to invent himself  (Foucalt 1986 in 

Featherstone 1988).  People tried to make sense of their experience of life in the 

consumer culture in developing urban centers (Featherstone 1988).   Wellman (1979) 

explains how in the modern separation of residence, workplace, and kinship, urbanites 

are in multiple social networks with weak solidarity attachments and a potentially 

disorienting loss of identity. While before every external relationship bore a personal 

character, modernity has brought about the anonymity of others and indifference to their 

individuality (Simmel 1896/1991).   Modernization theory considers the stages of social 

development, based upon ideas like industrialization, the growth of science and 

technology, the capitalist world market, and urbanization (Featherstone 1988), the latter 

two of which will be considered next. 

 

1.2.2 Capitalism 

 

Capitalism is the major transformative force shaping the modern world according to 

scholars influenced by Marx. Capitalism is a system of commodity production, centered 

upon the relation between private ownership of capital and free but capital-less wage 

labor.
1
  Agrarian production based in the local community was replaced by production of 

national and international scope, leading to the commodification of material goods and 

human labor power (Giddens 1990).  Cooper (2004, p. 80) writes that no other revolution 

in the last 200 years ñcan match capitalism for its ruthless tearing apart of all traditional 

bonds and the traditions societies they held together,ò all while making it feel inevitable.   

                                                 
1
Britannica. https://global.britannica.com/topic/capitalism 
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One of the causes of deteriorating well-being is what has been termed 

ñalienation.ò Alienation means ñseparationò or ñestrangement from somethingò 

(Oldenquist and Rosner 1991, p. 5).  According to Marxist theory, workers are alienated 

when their labor ceases to be a natural expression of their lives and becomes a 

commodity they sell for wages.  As the work becomes external to the worker, no 

fulfillment is found in the work, and there are feelings of misery rather than ñwell-beingò 

(Oldenquist and Rosner 1991, p.10).   Even the contemporary worker at a software 

company may feel like a cog in a machine that can easily be replaced (Cooper 2004). 

Many subjects are exploited and/or do not benefit equally from the traditional 

capitalist system (Day 2005; Gibson-Graham 2006; Varey 2013).  This can include 

people who are alienated from their labor as well as laborers and producers who cannot 

make a living wage. As people become separated from another, there is a danger of 

abstraction, where people are anonymous and only a labor statistic (Sinek 2014).  When 

there is no social connection to other people, it becomes easier to exploit them. In 

summary, while capitalism has brought financial growth, it has been a part of causing 

alienation of work, class differences, and exploitation of labor.  

 

1.2.3 Urbanization 

 

Urbanization is another interconnected trend with an impact on the social connections 

between people.  The possession and enjoyment of common goods that characterized the 

community gave way to a society that is an artificial construction of an aggregate of 

human beings which superficially resembles the community (Tonnies 1887/1957).  Max 
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Weber (1921/1958) had a pessimistic view about the urban world that personal mutual 

acquaintanceship which characterized social life in rural communities was lacking in 

urban life. Whereas in the small town one knew almost everyone with whom he or she 

interacted, in the city the person knows a smaller portion and has less intimate knowledge  

(Simmel 1903).  As Wirth explains, ñThe contacts of the city may indeed be face to face, 

but they are nevertheless impersonal, superficial, transitory, and segmentalò (Wirth 

1938). Related to the influence of capitalism and industrialization, urbanites meet one 

another in highly segmental roles. While in specialized roles people become more 

dependent upon more people for the satisfaction of their life-needs, they are less 

dependent upon particular persons (Wirth 1938). 

In this section, I have briefly summarized three of the interwoven threads of the 

shift from traditional communities to urban society.  From the roots of German 

sociological theory, the modern man, living in a capitalist and urban world, is considered 

alienated and devoid of the close community he once had.  Wirth (1938, p. 14) writes, 

ñTypically, our physical contacts are close but our social contacts are distant.ò  This 

summarizes well how more people may be living closer together than ever, and yet social 

contacts may be more distant than ever.   

 

1.3  Contending Perspectives on Community 

 

As discussed in the previous section, there is widespread acknowledgement that the 

social connectedness of people has been altered by major trends like modernism, 

capitalism, and urbanization.  However, there is contention on how much community has 
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been lost rather than just taken on a different form in the modern world.  There are also 

differing viewpoints on the merits of the traditional community. In this section I will 

present the communitarian approach that continues in the tradition of the aforementioned 

classical sociologists and then give voice to the dissenting school of thought.   

 

1.3.1 Communitarian Approach 

 

Following from the German sociological theory, there is a communitarian tradition that 

argues humans can only flourish if they are enmeshed in organic communities.  

Adherents to the communitarian tradition tie alienation to individualism.  Societies create 

alienated citizens if there is too much individualism where members lack a sense of 

community and social identity (Oldenquist and Rosner 1991, p. 8).  French sociologist 

Emile Durkheimôs work on suicide (1897/ 1951) is the classic expression of the dangers 

of individualism that leads to alienation.   

The communitarian conceives of humans as innately social animals who are 

emotionally dependent on group membership and become disconnected and function 

poorly in environments that are too individualistic (Oldenquist 1991, p. 92). ñAlienation 

implies a weakening of social identity and a failure of commitment, an individualist 

pulling back from collective involvementðan emotional withdraw from the group and its 

values, a retreat from óusô to ómeôò (Oldenquist 1991, p. 94).   

In modern society, cities form with people who have left rural communities in 

hope of a more comfortable and prosperous life.  They sacrifice close connections with 

large families or neighbors in order to have the freedom to live amongst neighbors who 
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mind their own business and to pursue friendships on their own terms. ñWhereas, 

therefore, the individual gains, on the one hand, a certain degree of emancipation or 

freedom from the personal and emotional controls of intimate groups, he loses, on the 

other hand, the spontaneous self-expression, the morale, and the sense of participation 

that comes with living in an integrated societyò  (Wirth 1938, p. 12). The communitarian 

likewise argues for the human need for belonging in an organic and integrated society in 

order to maximize well-being.  This school of thought is skeptical of community being 

found in what they see as individualistic urban centers. 

 

1.3.2 Opposing Views 

 

Scholars such as Giddens (1990) warn against the romanticized view of community in 

comparing traditional cultures with the modern.  While the lamenting of ñlostò 

community is a consistent theme since the founding fathers of sociology, there are many 

scholars who argue that community has been ñsavedò in urban life, and that human 

beings will find ways to form community under any circumstances  (Wellman 1979, p. 

1205).   For example, a recent work on urban life makes the case that while social bonds 

may look different than in the community of the past, they do still exist among urbanites 

(Karp et al. 2015).   

While there is a distinction in the view point of the communitarians and those 

who celebrate new forms of social connectedness, I do not see them as incompatible.  In 

my experience, as in the literature, there is a strong case to be made that people are 

isolated and community is fraying and that people are seeking out and finding new ways 
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to connect.  I am of the mind that the ongoing theme of the deterioration of social 

connections points to the need to continue to explore ways that community can survive 

even in modern society.   

 

1.4 The Market:  Fulfilling Financial and Social Goals? 

 

The Greek agora was the center of the ancient city.  The agora was a large open space in 

which people would gather for festivals, elections, markets, and so on (Camp 1986).  As 

Mittelstaedt, Kilbourne, and Mittelstaedt (2006) explain, the agora was more than just a 

commercial center.  The agora was also the center of civic, social, and religious life.   In 

other words, the agora was not a place of merely exchange relationships, but rather a 

place where people congregated, related with other people, and fulfilled their social 

needs.  The agora has been used as a synonym for the market (Mittelstaedt, Kilbourne, 

and Mittelstaedt 2006), to provide a richer and more historical understanding.   

In contrast to the comprehensive meaning of the agora, a more truncated 

definition of the market is ñan actual or nominal place where forces of demand and 

supply operate, and where buyers and sellers interact (directly or through intermediaries) 

to trade goods, services, or contracts or instruments, for money or barter.ò
2
  The 

contemporary view of the market is a place or mechanism that facilitates an exchange 

between buyers and sellers.  In this section I will consider how the narrower view of the 

market has prioritized financial goals at the cost of social ones. I will highlight the 

                                                 
2
Business Dictionary.http://www.businessdictionary.com/definition/market.html 
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consequences of this trade-off, because the market is one of the arenas in which people 

seek to satisfy a range of needs and attain well-being.   

 

1.4.1 The De-socialized Market 

 

The premise of commercial markets founded on neoclassical theory from modernist roots 

(Cooper 2004) is that as each individual actor pursues his or her own gain, the economy 

will grow, per-capita income will increase, and utility will be improved (Arndt 1981; 

Kilbourne 2004).  Joseph Schumpeter (1954, p. 233) critiques Francois Quesnay, one of 

the early proponents of the rational utility maximization hypothesis,  ñHe manifestly 

thought that if every individual strives to realize maximum satisfaction, then all 

individuals will óof courseô achieve maximum satisfaction.ò  Through the market, each 

individual is encouraged to pursue his or her own interests.  According to this theory, 

influenced, by capitalist thinking (Cooper 2004), people need not concern themselves 

with the well-being of others, because the market will take care of it.   People are 

dissuaded from caring for others because the capitalist actually ñpromotes that of the 

society more effectually than when he really intends to promote itò (Adam Smith,Wealth 

of Nations, p. 423, in Cooper 2004).   ñOur acquaintances tend to stand in a relationship 

of utility to us in the sense that the role which each one plays in our life is 

overwhelmingly regarded as a means for the achievement of our own endsò (Wirth 1938, 

p. 12). People are treated as a means to an end, rather than a whole person whose well-

being should be considered.  ñThat market societies could maintain sufficient discipline 
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to see the crisis through during the 1930s while millions of óhuman beingsô were reduced 

to penury is truly amazingò (Cooper 2004, p. 86).  The capitalist market triumphed.  

 The market has tended to reflect the predominance of financial interests. Money 

exchange reoriented consumers to consider goods based on their exchange value, rather 

than on particular characteristics and their emotional value, leading to the consumer 

having less consideration for the producer (Holt and Searls 1994). Tonnies (1887/1957, p. 

94) laments how merchants and middlemen, who came to rule society, try to buy things 

for as little as possible, ñwith no regard for benevolence of the work.ò  The introduction 

of money and middlemen make the producer and consumer became less connected to 

each other. Urbanization, as discussed earlier, facilitates a system where buyers and 

sellers have very little interaction and are anonymous to one another.  However, a market 

that improves financial well-being without addressing the need for social connections, as 

discussed above, will fail to deliver maximum overall well-being improvement.  The 

trends considered of modernism, capitalism, and urbanization have led to financial 

growth and independence, but have also deteriorated peopleôs belonging to community, 

both in social connections and geographic rootedness to a place. 

 

1.4.2 Re-socializing the Market 

 

In the past, the market was intertwined in dense relationships in smaller communities 

(Tonnies 1887/1957).  People in traditional communities yearned for greater freedom and 

economic opportunity, and therefore were drawn to a more modern society with a more 

expansive economy.  The modern market is strong in offering financial benefit.  If 
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financial importance and relational importance were placed on different sides of a scale, 

the traditional community would be weighted towards the relational, whereas the modern 

society would be weighted towards the financial.   While the modern society has done 

more to raise the standard of living than any previous system (Giddens 1990),  the social 

connectedness that people need for well-being has not kept pace.  

This thesis aims to consider how the market may be re-socialized.  Kahneman and 

Kreuger (2006, p. 22) conclude that ñthose interested in maximizing societyôs welfare 

should shift their attention from an emphasis on increasing consumption opportunities to 

an emphasis on increasing social contacts.ò  Markets have been effective at creating 

consumption opportunities, but not in facilitating social contacts.  Layton (2009, p. 11) 

argues that the health of a marketing system depends on performance in a narrow 

economic sense and a wider social sense because ñgrowth may or may not lead to well-

being.ò  There is no reason that the market cannot be a place of both financial and social 

connection. 

 

1.5 The Aim of the Thesis 

 

The preceding overview of well-being, societal trends in transforming social 

connectedness, and de-socialized market leads to the central puzzle with which this thesis 

is concerned.  The market has facilitated improvement in financial well-being for many 

people.  However, overall well-being is not the same as financial well-being.  Even as 

financial well-being has improved, alienation has continued.  Is there a different way to 
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construct a market that balances financial interests with other well-being and societal 

concerns? 

On the producer side, more people are choosing to leave their rural communities 

in favor of the financial promise of urban centers.  In 1990, 43% of the worldôs 

population lived in urban areas; by 2015, this had increased to 54%.  By 2050, this is 

expected to jump to 66% (UN World Cities Report 2016).  Is it possible that the market 

could be restructured in such a way as to provide some of the financial benefits that 

people desire, while permitting them to remain in their local communities?  Instead of 

people giving up their traditional way of life in favor of jobs that often times leads to 

alienation, is there a way they can be gainfully employed doing work that is significant to 

them?   

On the consumer side, how can urban consumers improve their well-being 

through the market? As mentioned earlier, incomes have quadrupled in the last half 

century in most advanced economies, but aggregate well-being has remained essentially 

unchanged (Helliwell and Putnam 2004). It is unlikely that the trend of urbanization will 

be drastically reversed.  Therefore, what are ways that consumers can reduce alienation 

even as they stay within the city?  

The market is one mechanism that has the potential to reduce alienation.  How 

can people find connectedness in their market-mediated encounters? More specifically, 

how can alienation be reduced through spatially extended markets?  

The aim of this work is to consider how alternative markets can balance financial 

and social benefits, and in the process fulfill the communitarian goal of improving well-

being through the connectedness of people.  The scope is to explore an alternative market 
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model that can connect people toward a common goal and improve the well-being of 

everyone involved.  Particularly, I study an alternative to the predominant form of 

provisioning that can decrease abstraction between producers and consumers, help them 

work toward the same goals, and bring mutual benefit for all. 

 

1.6 Literature in which the Research is Grounded 

 

This work is grounded in alternative market-based approaches to social connectedness 

and well-being.  Rather than merely nostalgia for an antiquated rural life (Giddens 1990), 

this research is concerned with how markets may be adjusted to better satisfy the needs of 

people.  Now living in urban centers, increasingly disconnected from families and 

community bonds, people are looking for a way to reconnect with place and with other 

people (Watts, Ilbery, and Maye 2005). 

One of the ways people try to reconnect is through their consumption.  People 

spend and consume ñin the service of affiliationò (Mead et al. 2011). Brand 

communitiesðñnon-geographically bound communities among admirers of a brandò 

(Muniz and OôGuinn 2001)ðis one of the ways people are still finding community.  The 

surge in social media over the last decade is a way people connect without regard to 

limits of geographic proximity. The communal approach to marketing is helpful in 

showing how people can connect to one another through a market (Cova 1997; Kozinets 

1999; Cova and Cova 2002).    

Macromarketing views markets, marketing, and society as connected into a 

networked system that ñshapes quality-of-life, stakeholder well-being, environmental 
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sustainability and general societal flourishing.ò
3
 Rather than the assumption of atomistic 

individualism in micromarketing, macromarketing is premised on the interdependence of 

elements in the marketing system (Kilbourne 2004; Mittelstaedt, Kilbourne, and 

Mittelstaedt 2006). 

Whereas the traditional commercial market tends to be associated with self-

interested separate actors undertaking exchanges for material gain, alternative economic 

movements aim to re-socialize economic relations and provide opportunities ñwhere 

ethical economic decisions can be made around recognized forms of interdependenceò 

(Gibson-Graham 2006, p. 81). Alternative economies are where people take collective 

action for mutual aid and a better economic reality (Gibson-Graham 2006; Day 2005).   

As the hegemony of a singular capitalism is rejected (Gibson-Graham 1996; Williams 

2005), a space is created for thinking about a diverse economy that sustains material 

survival and well-being in ways other than market transactions, wage labor, and capitalist 

enterprise (Gibson-Graham 2005).  The essence of alternative economies is about 

improving well-being through minimizing economic domination and exploitation 

(Campana, Chatzidakis, and Laamanen 2017). 

I explore the importance of social capitalðthe connections between peopleðin 

the market place.  Social capital, and not just economic capital, is important for well-

being (Putnam 2000).  The links or ties between consumers and producers across social 

and geographic distance may be weak (Grannoveter 1973), but can still be significant.  I 

apply literature that suggests connections between people can improve well-being to the 

relationship between producers and consumers. 

 

                                                 
3
 The Macromarketing Society, http://www.macromarketing.org/about/ 
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1.7 Significance of the Research 

 

This work offers a theoretical contribution in proposing and testing an alternative 

marketing model that promises well-being improvements for both producers and 

consumers.  I conceptualize and define a way of measuring the connectedness between 

actors in a network.  The domain of alternative economies suggests that shared 

commitments are critical to improving the well-being of subordinated local subjects 

(Campana, Chatzidakis, and Laamanen 2017). Shared commitments has previously been 

presented only as a notion rather than as a specific concept.  In this thesis, I define shared 

commitments and empirically demonstrate their existence, how they form between actors, 

and bolster well-being in alternative economies. Understanding shared commitments and 

how they can be developed is critical to the conceptualization and development of 

alternative economies that can reduce alienation and improve well-being.   

Another underdeveloped area in the literature on alternative economies is place 

and space, and particularly the relationship between local and non-local. I am interested 

in how non-local ñmovement actors work towards localized developmentò (Campana, 

Chatzidakis, and Laamanen 2017) to improve well-being for local subjects. I examine 

how shared commitments can develop in geographically dispersed and spatially extended 

networks (Wellman 1999; Marsden, Banks, and Bristow 2000). The research context, 

which is both grounded in a local community and ignites the motivation of non-local 

actors, provides a context for learning how distant people can be drawn into shared 

commitments and improve well-being outcomes locally and non-locally. 
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There are also managerial and policy implications for social entrepreneurs and 

policy makers who want to initiate ventures that can achieve a triple bottom line of 

creating social, environmental, and financial value.  The model offers promise for 

connecting urban consumers and rural producers, and allowing producer communities to 

remain intact.  I present evidence that consumers and producers can improve their well-

being through shared commitments with one another.    The hope is that through this 

alternative economy, people can be more connected to one another, happier, and 

healthier.   

 

1.8 Introducing the Context 

 

Food is one of the contexts in which the fraying of social connections between consumers 

and producers is most apparent.  Many people are just a generation or two removed from 

agricultural lifestyles where they produced their own food or lived in a community where 

they knew the people who did.  Now living in urban centers, with unprecedented access 

to remarkably affordable food, a growing number of people are questioning the 

predominant industrialized food system.  In a ñcentralized exchange system,ò where 

economic and political power are used to direct transactions in the interests of the entity 

in power (Layton 2007), many consumers and producers see large agrofood companies in 

power and not advancing societal interests. In such food marketing systems, production, 

processing, and distribution are on an industrial scale and seen to be controlled 

predominantly by transnational corporations (Witkoswki 2008).The farmer and consumer 

are anonymous to one another in the dominant food system (Sharp, Imerman, and Peters 
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2002).  Products have been stripped of their social and environmental relations (Hudson 

and Hudson 2003).  

Consumers wonder about the health of the food that arrives to them through a 

long supply chain that obscures the producer. Consumers are unsettled by mass-produced 

food and are concerned about the health of the food they are eating. Food scares such as 

contaminated meats leave people feeling that the food system cannot be blindly trusted 

(Murdoch and Miele 1999), prompting a desire to know what one is eating, and by whom 

and how it is made. Chemicals from pesticides and uncertainties about hormones are 

unsettling to many. Consumers complain of tasteless fruits and vegetables as well as 

questioning whether produce grown out of season and produced with uniform shapes and 

enlarged sizes is ñnatural.ò  

The producers, for their part, are being squeezed financially.  They receive little 

of the final price paid by the consumer at the end of the supply chain.  Farmers in 

developing countries (such as Turkey) frustrated by the lack of return on hard work are 

selling their land and moving to cities (Cinar 2014). The restructuring of Turkish 

agriculture over the last couple decades has led to ñde-agrarianization and unprecedented 

levels of impoverishment in rural areasò (Aydin 2010, p. 150).  Family farmers are not 

able to make a living, so millions of people in places like Turkey are selling their land 

and leaving agriculture (Aydin 2010). As local farming declines, so too does consumersô 

ability to get fresh, locally grown food.  Less land to farm and fewer small farmers mean 

more processed and less healthy food, further decreasing well-being for consumers.  

Alternative food networks (AFNs) are springing up in the face of the 

disillusionment that some producers and consumers feel with the traditional food system 
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(Murdoch, Marsden, and Banks 2000; Jarosz 2008).  AFNs are alternative means of 

provisioning, shortening the distance between producers and consumers.  Community 

Supported Agriculture, organic food, and fair trade are all alternative movements that 

address different aspects of the lack of knowledge about food and disconnection from 

farm to table.  Each of these has limitations, and there is a need for considering 

alternative models of provisioning that evoke trust, shared commitments, and yield 

greater well-being improvement for the consumer and producer communities.   

The context of this study is Turkey, a developing economy, with growing 

urbanization, and more people buying their food through supermarkets and long supply 

changes as they move away from villages and agricultural lifestyles.  This research 

focuses on the case study of a predominant AFN to emerge in Turkey, a farm in a rural 

area in the west of Turkey.  High demand from urban customers has driven the growth of 

the farm in recent years.   Of particular interest is the well-being impact for consumers as 

well as the producing community.  I adopted a network approach, considering the impact 

of this network on the owner, consumers, producers, and the local community.   

 

1.9 Overview of the Thesis 

 

In chapter 2, I ground the dissertation in the relevant literature on well-being, a 

communal approach to marketing, and alternative economies.  I define the context of 

Alternative food networks and the case study of an innovative model in Turkey.  In 

chapter 3, I explain the exploratory sequential mixed methodology used in the research to 

first understand the context, discover meanings, and hear what motivates people to be 
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employees and customers.  In chapter 4, I share the qualitative findings from my 

research, including an inductive model based on the qualitative research.  In chapter 5, I 

provide the results of the tested model based on customer and employee survey data.  In 

chapter 6, I consider the dark sides that may accompany shared commitments.   In the 

final chapter I discuss the theoretical, methodological, and practical implications of my 

combined qualitative and quantitative findings.  I detail the contributions to the literature 

on alternative economies, AFNs, well-being, and community, as well as offer managerial 

and policy recommendations.   
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CHAPTER 2: LITERATURE REVIEW  

 

2.1 Well-being 

 

As presented in the introductory chapter, subjective well-being is a more comprehensive 

consideration than just financial well-being.  Subjective well-being (SWB) is peopleôs 

cognitive and affective evaluation of their lives (Ahuvia and Friedman 1998).  ñA prima 

facie case can be made that the ultimate 'dependent variable' in social science should be 

human well-being and, in particular, well-being as defined by the individual herself, or 

ósubjective well-beingôò (Helliwell and Putnam 2004, p. 1435).   Decades of research 

have shown a number of separable components of SWB: life satisfaction (global 

judgments of oneôs life), satisfaction with important domains (e.g., health and social 

contacts), positive affect (experiencing many pleasant emotions and moods), and low 

levels of negative affect (experiencing few unpleasant emotions and moods) (Diener 

2000). Well-being captures an important range of outcomes (Diener 2000), is applicable 

for all actors in a network, and can be considered in aggregate. 
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I begin by discussing literature that suggests a link between well-being and social 

connection and particularly well-being of consumers and producers.  I then present two 

streams of literature that are concerned with people reconnecting through the market.  I 

introduce the notion of shared commitments at the foundation of alternative economies.  I 

then present the context of this thesis:  alternative food networks (AFN) and specifically a 

predominant AFN in Turkey.  This chapter concludes with the research questions for the 

dissertation.  

 

2.2 Social Connection and Well-being 

 

There is a wide body of work that supports the intuitive link between social 

connectedness and well-being (Baumeister and Leary 1995; Putnam 2001; Geiger-Oneto 

and Arnould 2011). Thousands of year ago ancient texts like the Torah, ñIt is not good for 

man to be alone,ò and King Solomonôs words, ñTwo are better than oneò have identified 

the underlying principle that people are better together. In more contemporary times, 

psychologist Abraham Maslow (1954) posited that after the fulfillment of lower-order 

biological and safety needs, people seek to fulfill social needs (e.g., need for affiliation, 

friendship, belongingness, etc.); esteem needs (e.g., need for achievement, success, 

recognition, etc.); and self-actualization needs (e.g., need for creativity, self-expression, 

integrity, self-fulfillment, etc.). Living in community facilitates the fulfillment of these 

needs, but most clearly the social needs.  If Maslow is right that people have a need for 

affiliation and belongingness, it would follow that additional social links will improve 

their satisfaction with life and well-being.   
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Ryan and Deci (2000) postulate three innate psychological needsðcompetence, 

autonomy, and relatednessðthat, if thwarted, lead to diminished motivation and well-

being. A ñlack of connectednessò (among other things) can ñdisrupt the inherent 

actualizing and organizational tendencies endowed by nature, and thus such factors result 

not only in the lack of initiative and responsibility but also in distress and 

psychopathologyò (Ryan and Deci 2000, p.76).   From childhood a secure relational base 

and the responsiveness of others are vital for motivation. Ryan and Deciôs work points to 

a universal psychological need for connectedness that people will try to satisfy in order to 

avoid ill-being.   

Baumeister and Leary (1995, p. 522) conclude their review of the empirical 

evidence of the human need for interpersonal attachment by stating that ñhuman beings 

are fundamentally and pervasively motivated by a need to belong, that is, by a strong 

desire to form and maintain enduring interpersonal attachments.ò They explain that there 

is first a need for frequent, affectively pleasant interactions and, second, these 

interactions must take place in the context of a temporally stable and enduring framework 

of affective concern for each otherôs welfare. Baumeister and Leary (1995, p. 497) assert 

that ña great deal of human behavior, emotion, and thought is caused by this fundamental 

interpersonal motiveò and that a lack of attachments is linked to a variety of ill effects on 

health and well-being.  They also suggest that relationships of mutual, reciprocal concern 

and frequent contact are important. Links with ñnonsupportive, indifferent others can go 

only so far in promoting oneôs general well-beingò (Baumeister and Leary 1995, p. 500). 

It follows from this research that well-being can be enhanced wherever people can find 

enduring interpersonal attachments and a sense of belonging. 
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In social psychology there is a long literature on the link between social support 

and well-being.  Support links, the existence of confidants, and community attachments 

are all connected with peopleôs ability to cope (Leavy 1983). There is evidence that social 

resources have a general beneficial effect, as well as contributing to well-being because it 

helps ñbufferò people from the influence of stressful events (Cohen and Wills 1985). 

Putnamôs (2001) work on social capital (characterized by volunteer activity, club 

and church membership, and social entertaining) has shown that communities with high 

rates of social capital have higher well-being than communities low in social capital.  

Helliwell and Putnam (2004, p. 1437) extend the work on social capital, ñnetworks and 

norms of reciprocity and trust,ò measured by the strength of family, neighborhood, 

religious and community ties, to study its effect on physical health and subjective well-

being. Based on their findings from three large data sources spanning 49 countries, they 

assert, ñMarriage and family, ties to friends and neighbors, workplace ties, civic 

engagement (both individually and collectively), trustworthiness and trust all appear 

independently and robustly related to happiness and life satisfaction, both directly and 

through their impact on healthò (Helliwell and Putnam 2004, p. 1444).  Helliwell and 

Putnam (2005) summarize their research by stating that social networks have value.  

Social trust, the belief that those around you can be trusted, is higher in dense social 

networks. Dense social networks lead to lower crime rates, improved child welfare, better 

public health, decreased corruption, and so on. Ties of all kinds are a part of the dense 

social networks: having a family, spending time with the family, and frequent interaction 

with extended family members.  
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Oldenquist (1991, p. 107), writing from the communitarian sociological tradition 

mentioned in the Introduction chapter, stresses the human need for social contact: 

The human animal has a fundamental need for something more than individual 

advantage. Theologians and philosophers have been saying this for a few 

thousand years, but perhaps it will be thought a surprising claim to be reinforced 

by the twentieth-centuryôs revolution in biology:  if you do not love something 

besides yourself, you will find it nearly impossible to love yourself.  Why?  

Because it is our nature, not a product of convention or contract, to be social 

animals; we are genetically primed to be socialized and brought up belonging to 

and caring about the good of our families, clans, tribes, towns, or countries.  This 

social love or group egoism, including the need of children for the socializing 

process itself, is as essential to the flourishing of human beings as is self love or 

egoism, and its absence is a cause of the phenomenon we call alienation.  

 

Oldenquist (1991) argues that the social belonging between people is essential for the 

well-being of humans.  Apart from a love for something outside of himself or herself the 

human will feel alienated.   

In summary, building on the psychology literature about the importance of social 

connections for emotional and physical health and social capital, there is a theoretical 

foundation for studying how stronger relational connections will lead to improved well-

being.  

 

2.3 Well-being of Producers and Consumers 

 

Although there have been robust findings about the importance of social connections to 

well-being, there has been little work done specifically on the mutual well-being of 

producers and consumers.  While I am interested in overall well-being, it can be helpful 

to think about well-being in particular domains of oneôs life (Diener 2000).  For example, 

the well-being of people can be considered with regard to their work or their 
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consumption.  In this section I will first review literature that deals with producer well-

being and consumer well-being separately, and then the limited work that considers the 

well-being for consumers and producers collectively.   

 

2.3.1  Producer Well-Being 

 

On the producer side, I consider the well-being of producers with respect to a particular 

production activity.  Marxist theory has long critiqued the fate of the laborer in the 

capitalistic and industrialized system, arguing that it creates a feeling of alienation.    

What constitutes alienation of labor?  First that work is external to the worker, 

that it is not part of his nature, and that consequently he does not fulfill himself in 

his work but denies himself, has a feeling of misery rather than well-being, does 

not develop freely his mental and physical energies, but is physically exhausted 

and mentally debased.  The worker therefore feels himself at home only during 

his leisure time, whereas at work he feels homeless. (Marx 1844/1932) 

 

Marx describes the alienation of labor as the work being external to the worker, not 

finding any fulfillment in the work, with feelings of misery rather than ñwell-being.ò 

More than 2,000 years earlier King Solomon lamented about the lack of 

satisfaction he felt in work.  ñSo I hated life, because the work that is done under the sun 

was grievous to me. All of it is meaningless, a chasing after the wind. I hated all the 

things I had toiled for under the sun, because I must leave them to the one who comes 

after meò (Ecclesiastes 2:17-18).  Solomon expresses a feeling of meaninglessness in 

work, which adversely effects his overall life satisfaction. 

In contemporary research, the most closely related literature is on work or job 

satisfaction.  Job satisfaction is one important influencer of well-being (Warr, Cook, and 
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Wall 1979; Sousa-Poza and Sousa-Poza 2000). Well-being in the workplace is impacted 

by work setting, personality traits, and occupational stress, including role in the 

organization, relationships at work, organizational structure and climate, and the 

home/work interface (Danna and Griffin 1999). Other research on job satisfaction has 

found that having an interesting job and good relations with oneôs boss have the largest 

effect on job satisfactionðlarger than pay (Sousa-Poza and Sousa-Poza 2000). Gallup 

has generated considerable data on the links between job satisfaction, well-being, and 

productivity of employees, asserting that the well-being of entire communities is 

impacted by satisfaction of employees on their jobs (Harter, Schmidt, and Keyes 2003).   

Producer well-being is of particular interest to scholars critical of capitalism and 

its use of labor. Subordinated local subjects, which include subsistence farmers, those 

doing non-commodified work, and especially women, have been exploited in many ways 

by the capitalist economy (Williams 2005; Day 2005). 

 

2.3.2  Consumer Well-Being 

 

I also consider well-being from a consumer perspective. As suggested by Sirgy, Lee, and 

Rahtz (2007), consumer well-being (CWB) is about the link between consumer 

satisfaction and quality of life: higher levels of CWB can lead to improved well-being 

and societal welfare.   They distinguish it from consumer satisfaction, which tends to 

emphasize its role in customer loyalty, repeat purchase behavior, and positive word-of-

mouth communications, which in turn drive sales, market share, and profit.   
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Grzeskowiak and Sirgy (2007, p. 289) define CWB as ñthe extent to which a 

particular consumer good or service creates an overall perception of the quality-of-li fe 

impact of that product.ò  They study CWB in relation to brand community and study how 

CWB can be predicted by brand loyalty and brand-community belongingness.  A number 

of factors can influence CWB, such as even the sentiment that people feel toward 

marketing itself. Peterson and Ekici (2007) found in a developing context that people 

who have a positive sentiment toward marketing practice are more likely to experience 

higher levels of subjective well-being.  

In reviewing the several alternative models of CWB (Sirgy, Lee, and Rahtz 2007), 

noticeably missing is a model that directly relates CWB to the well-being of the producer 

of the products one consumes.  For example, the globalization model addresses whether 

people have access to basic needs and non-basic needs, and not how the producers of 

these goods in other countries are impacted by globalization.  The community model is 

about community residentsô satisfaction with a variety of retail and service 

establishments in the local area, which does not explicitly account for issues such as 

environmental impacts or inequality between people in the community.  The closest to 

considering the influence of producer well-being is the need satisfaction model, based on 

Maslow (1954)ôs hierarchy of needs.  The need satisfaction model postulates that 

consumer goods and services that serve to meet the full spectrum of human development 

needs (including self-actualization, esteem, knowledge, and social needs) should be more 

highly rated in terms of CWB than goods and services that satisfy only a small subset of 

needs. 



 

29 

 

Walker et al. (2007) consider the link between consumersô perceptions of the 

impact of a local business on the ñsense of communityò and CWB.  The inclusion of 

measures such as the ties between people in the community, helping one another, and the 

general prosperity of the community go beyond the typical measures of service quality 

and customer satisfaction.  However, the concern in the Walker et al. (2007) study is not 

whether the employees of the bank are better off, but only whether the bank is building a 

sense of community.   

Hill, Felice, and Ainscough (2007) consider global social justice.  They find gross 

injustice across the globe in consumption inequities.  While it is important to consider the 

people who are suffering under the current global market, their work does not propose a 

link between the well-being of people in developing and developed contexts.  My 

research aims to explore market-based approaches for links to be made between 

consumers in developed cities and producers in developing rural areas. The review of the 

CWB models shows that the link to producer well-being is not typically considered as 

influential in CWB.    

 

2.3.3  Mutual Producer and Consumer Well-Being 

 

Beyond just the well-being of either consumers or producers, I am more specifically 

interested in the extent to which a social link between consumers and producers can lead 

to their mutual well-beingða current gap in marketing literature. One of the few pieces 

of research on the benefits of the interpersonal aspects of consumers and producers is by 

Kirwan (2006), who proposes the convention ñrelations of regardò to acknowledge the 
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non-economic benefits of shorter food supply chains, characterized by direct marketing 

and, in particular, face-to-face interaction. Kirwan (2006) found that the human-level 

relationship of consumers with producers added a sense of participation and fulfillment 

beyond its benefits as a means of assessing trustworthiness. Producers experience 

enjoyment in interacting with consumers, ñthe sense of respect, reputation, and 

personalized recognition for what they doò (Kirwan 2006, p. 311).   For consumers, it is 

the sociability, attention, friendship/friendliness they receive.   They both appreciate not 

just being treated as anonymous individuals.   

My research extends Kirwanôs (2006) work beyond the face-to-face interactions 

that take place in farmerôs markets to consider whether the connections can take place 

between geographically distant consumers and producers in an alternative food network. 

As Gouveia and Juska (2002) point out, the people that have face-to-face relations with 

their food producer are a small minority.  A gap still remains in the literature on the role 

of personal relationship when there is a much larger physical distance. 

Svenfelt and Carlsson-Kanyama (2010) found that the primary concern of many 

consumers they interviewed in a farmerôs market was their personal relationship to the 

food producer and trust in the producers and their produce.  They discuss how buying 

food from the producers themselves in local food markets can build social capital such as 

trust and improve a personôs quality of life.   

In their review of the impact of fair trade, Nelson and Pound (2009) point out that 

a broad range of well-being indicators must be considered, and not only questions of 

price and income differential.   Previous research has shown non-monetary benefits to 

being involved in a fair trade group such as a ñdiscernable identityò and a ñsense of 
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communityò (Moberg 2005, p. 12). Although Brown and Miller (2008) consider the 

impact of CSA on both consumers and farmers, they do so from a primarily financial 

perspective. 

Press and Arnould (2011) investigate how constituents (both employees and 

consumers) come to identify with organizations. While Press and Arnould (2011) have a 

consumer behavior perspective, I take a macro perspective to evaluate the implications of 

commitments for the well-being of the constituents and overall community.  Rather than 

an emphasis on individual identity, I address a need in how interdependence may help 

improve the well-being of others. 

I will build on the limited literature that addresses the impact of the social link 

between consumers and producers on well-being.  I adopt a network approach to consider 

the well-being of all actors in a network, including producers and consumers. 

 

2.4 Literature on Reconnectedness of People through the Market 

 

In the following section I consider the literatures that specifically deal with market-based 

approaches to improve consumer and producer well-being.   

 

2.4.1 Communal Approach to Marketing 

 

Bernard Cova (1997) explains that in a late modern or postmodern world consumers are 

looking for products that not just have use-value to help them express individuality, but 

also linking-value to facilitate social interaction of the communal type.  Rather than the 
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focus of consumption being ñto increase private pleasures and comfortsò (Slater 1997, p. 

28), consumption can be a means for linking with others.  In the absence of traditional or 

modern references, the individual turns towards systems of consumption in order to form 

an identity. Consumption is being used less to find direct meanings for life and more for a 

means to form links with others in the context of communities, in the service of the 

ñsocial linkò (Cova 1997).  

In marketing there has been a general neglect of non-individual level phenomena.  

One exception is the Macromarketing Societyôs focus on the networked system of 

markets, marketing, and society
4
 and meso and macro level phenomena (Peterson 2016).   

Another exception is the communal approach to marketing or ñtribal marketing,ò which 

stresses the importance of community. This stream of research (Kozinets 1999; Cova and 

Cova 2002; Cova, Kozinets, and Shankar 2007) advances the idea that ñthe link is more 

important than the thing.ò 

Postmodernity is an important premise for scholars of the communal approach to 

marketing. Featherstone (1991) described a move to a society without fixed status groups, 

where postmodern individuals are nomads with few durable social links. Appadurai 

(1990) wrote of a ñfractalò world with growing ñdisjunctures.ò There are few solid  

reference points in a society in cultural flux.  ñObjects circulate from producer to 

consumer with no a priori social linkò and the individual person is ñfreed of their public, 

social obligationsò  (Cova 1997, p. 304).  In the face of such independence, some 

observers see a ñreturn of communityò in Western societies, also known as ñneo-

tribalism.ò  These tribes have a local sense of identification, group narcissism, and a 

common denominator of community dimension. These attempts at social recomposition 

                                                 
4
http://www.macromarketing.org/about/ 
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(Cova 1997) can be held together by styles of life, senses of injustice, and consumption 

practices.  

Cova and Cova (2002) apply the theories of earlier work on linking value (Cova 

1997) more specifically to marketing and propose that the future of marketing is in 

offering and supporting a renewed sense of community. ñSocietingò facilitates social 

gathering by supporting products and services that hold people together as a group of 

enthusiasts or devotees.  

One of the limitations of the literature on the communal approach to marketing is 

the emphasis on the relationship between consumers around a brand.  The communal 

approach to marketing does very little to address the relationships between consumers 

and producers.   

 Another area for developing is the study of well-being as a result of the communal 

links.  While other research has been about the ways that consumers tribes are activators, 

double-agents, plunderers, and entrepreneurs (Cova, Kozinets, and Shankar 2007), there 

remains an opportunity to explore particularly what all this ñtribal workò means for the 

well-being of consumersðas well as producers.  

One tension in the literature is about the difference in connotations between the 

terms ñtribeò and ñcommunity.ò  The term ñtribeò is usually used as opposed to 

ñcommunity,ò which has a modernist bent toward people bound together by having 

something in common (Cova and Cova 2002). However, other scholars like Muniz and 

OôGuinn (2001), prefer the term community because it is less ñephemeralò (Maffesoli 

1996), where there can be relatively stable groupings and their members more committed. 

If affiliations of consumers are totally in flux, it still leaves the producer at tremendous 
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risk.  There remains debate therefore on the extent to which well-being can be derived 

from communities or tribes.   

 

2.4.2 Alternative Economies 

 

In addition to the work on the communal approach to marketing, the field of alternative 

economies has also been concerned with the reconnection of people estranged through 

modernism (Watts, Ilbery, and Maye 2005).  Alterative economies are more critical of the 

adverse consequences of the capitalist system. As the hegemony of a singular capitalism 

is rejected (Gibson-Graham 1996; Williams 2005), a space is created for thinking about a 

diverse economy that sustains material survival and well-being in ways other than market 

transactions, wage labor, and capitalist enterprise (Gibson-Graham 2005).  

Different means of achieving well-being for subjects have been emphasized by 

different scholars. Williams (2005, p. 226) aims for the ñrepositioning of subjects outside 

a discourse that produces subservience, victimhood and economic impotence.ò Day 

(2005, p. 16) is concerned with the pursuit of emancipation from the logic of hegemony 

and advocates for ña commitment to minimizing domination in oneôs own individual and 

group practice, while at the same time warding off attempts at domination by others.ò 

Gibson-Graham (2005, p. 16) advocates ñthose economic practices that sustain lives and 

maintain wellbeing directly (without resort to the circuitous mechanisms of capitalist 

industrialization and income trickle-down), that distribute surplus to material and cultural 

maintenance of community and that actively make and share a commons.ò As such, the 

essence of alternative economies is about improving well-being through minimizing 
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economic domination and exploitation (Campana, Chatzidakis, and Laamanen 2017). As 

will be explained in the following sections, work on alternative economies is united in 

pursuing the well-being of actors by means other than the traditional commercial 

marketôs focus on income and growth.  

 

2.4.2.1 Shared Commitments 

 

The domain of alternative economies suggests that shared commitments are critical to 

improving the well-being of subordinated local subjects (Campana, Chatzidakis, and 

Laamanen 2017). Shared commitments has previously been presented only as a notion 

rather than as a specific concept.  Based on the literature, I developed a definition that 

will help identify when these commitments are present and help determine how they are 

developed.  Commitment is ñan absolute moral choice of a course of actionò (Oxford 

English 1948). In their enduring work on relationship marketing, Morgan and Hunt 

(1994, p. 23) define relationship commitment as ñan exchange partner believing that an 

ongoing relationship with another is so important as to warrant maximum efforts at 

maintaining it.ò The commitment-trust theory maintains that those networks 

characterized by relationship commitment and trust engender cooperation, which 

contributes to overall network performance.  

Organizational commitment ñis viewed as the totality of internalized normative 

pressures to act in a way that meets organizational goals and interestsò (Wiener 1982, p. 

421). Committed individuals exhibit certain behaviors not because it is in their immediate 

self-interest, but because they believe it is the órightô thing to do. A behavioral pattern 
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resulting from strong commitment should show varying degrees of personal sacrifice for 

the sake of the organization, behavior independent from environmental controls such as 

reinforcements or punishments, and preoccupation, such as devoting more personal time 

to the organization (Wiener and Gechman 1977). 

The shared of shared commitments can mean ñto have in commonò or ñpartake 

of, use, experience, occupy, or enjoy with othersò (Merriam-Webster 2003). Possessions 

can be shared (Belk 2010), but so can commitments, values, world views, and so on. For 

example, cosmology is a shared commitment to a world view (Thompson 1982). 

Similarly, Popke (2008) asserts that ethics involves collective responsibility and a shared 

sense of solidarity that goes beyond individual encounters and experiences. 

Combining these explanations, I define shared commitment as a moral choice of a 

course of action in common with others. I turn now to address what the ñcourse of action 

in commonò is within alternative economies.  

 

2.4.2.2 Alternative Economies and Shared Commitments 

 

In traditional commercial markets there are typically no shared commitments to social 

goals and very little social concern for other actors. As Foucault explained, ñThe 

political, ethical, social, philosophical problem of our day is not to try to liberate the 

individual from the economyébut to liberate us both from the economy and from the 

type of individualization that is linked to the economyò(Foucault 1983, p. 216 in Gibson-

Graham 2006, p. xxxv). In traditional commercial markets, business owners and investors 

want profit, employees care about their wage, and customers are concerned with the 
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value of the product or service they consume.  ñOnce people begin to see each other as 

merely economically or financially motivated, they treat them as such. And once they are 

so treated, they themselves will tend to behave in the same wayò (Lessem, Muchineripi, 

and Kada 2012, p. 123). Exploitation will generally abound in a system where actors see 

each other as only economic beings, ignoring one anotherôs well-being. 

 Simon Sinek (2015) is one commentator who has articulated how abstraction 

takes place when people are treated as statistics rather than human beings.  He challenges 

the current business culture where it is commonplace for people to be fired to reach short-

term financial goals.  Executives feel a greater responsibility to deliver profits for their 

shareholders than to support their employees and their families through difficult times.  

Sinekôs contemporary writing is building on long-standing critiques of the industrialized 

economy.   

Quite different than the individualized and de-socialized picture of traditional 

commercial markets, alternative economies rest on peopleôs commitment to one another 

and to joint endeavors. ñA politics of collective action involves conscious and combined 

efforts to build a new kind of economic realityò (Gibson-Graham 2006, p. xxxvi). Day 

(2005) advocates working from affinity rather than from the logic of hegemony in the 

pursuit of emancipation. By affinity, he means ñnon-universalizing, non-hierarchical, 

non-coercive relationships based on mutual aid and shared ethical commitmentsò (Day 

2005, p. 9). Day asserts the following: ñWe need to guide our relations with other 

communities according to the interlocking ethico-political commitments of groundless 

solidarity and infinite responsibilityò (Day 2005, p. 18, italics in original). Groundless 

solidarity means seeing oneôs own privilege and oppression as interlinked and therefore 
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not claiming one form of inequality as the most important area of struggle. The concept 

arises from a ñcomplex set of (partially) shared experiences of what it means to live 

under neoliberal hegemony, what it means to fight itðand to create alternatives to itò 

(Day 2005, p. 202). Infinite responsibility means remaining open to challenge of not 

being in solidarity.  

There remains a need to further develop the understanding of shared 

commitments by exploring who comes to share these commitments to minimize 

economic domination and exploitation of the other actors in a network. The relationship 

between actors in an alternative economy and their varying levels of concern for each 

otherôs well-being is an understudied area in the literature. Day (2005), for example, 

offers very little on the way that actors within a network come to share the radical shared 

commitments he outlines. For example, how do different actors come to see their own 

privilege and oppression as interlinked with those of other actors? 

One of the debates that involves the communal approaching to marketing and 

alternative economies is whether well-being improvements can be made within the 

market or outside of it.  The communal approach to marketing focuses on ways that 

consumers are searching for and finding belonging through the market.  However, there 

are also more radical approaches that target well-being through a mechanism outside of a 

capitalist market system, such as alternative economies.  In my research, I am less 

concerned about whether the market is capitalist or not, and more concerned about 

whether shared commitments form and well-being is improved to a greater degree than is 

typical in traditional markets and exchanges.  

 



 

39 

 

2.5 Context 

 

I will study shared commitments and their impact on well-being in the context of 

alternative food networks (AFN).  I will therefore present a definition of AFNs, as well as 

evaluate the strengths and weaknesses of three existing strands of AFNs.  Finally, I will 

introduce Miss Silkôs Farm, the specific case study upon which this research focuses.   

 

2.5.1 Alternative Food Networks 

 

AFNs or ñshort food supply chains,ò are broad based terms that cover newly emerging 

networks of producers, consumers, and other actors that embody alternatives to the more 

standardized industrial mode of food supply (Murdoch, Marsden, and Banks 2000). One 

definition of AFNs has four components: (1) shorter distances between producers and 

consumers, (2) small farm size and scale and organic/holistic farming methods; (3) 

existence of food purchasing venues; (4) a commitment to social, economic, and 

environmental dimensions of food production, distribution, and consumption (Jarosz 

2008).  AFNs are largely the response to the alienation felt over food (Renting, Marsden, 

and Banks 2003). There is an effort ñto reconnect food production and consumption by 

more direct mechanismsò (Montiel et al. 2010).  The shorter supply chains enable AFNs 

to bypass middlemen, minimize transport distances, and do more direct marketing to 

consumers (Jarosz 2008).  

According to Albrecht et al. (2013, p. 154) a goal embedded in AFNs is ñthe 

achievement of more equitable labor relations in comparison to the industrial food 
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systemôs exploitation of human workers.ò Within the food industry, there is a political 

struggle to redefine consumer-producer relationships that could create a broader farmer-

consumer alliance (Goodman and DuPuis 2002). People desire more connectivity 

between consumers and producers (Alexander and Nicholls 2005). Goodman and DuPuis  

2002, p. 13) argue for production and consumption not to be seen as separate spheres, but 

as mutually constitutive:  ñOne has to see the mutual constitution of social relationships 

between producer and consumer, and the ways in which market and non-market activities 

are continually embedded within each other, rather than being contained in separate 

spheres.ò 

It is worth noting that not all AFNs are technically alternative economies.  For 

example, some work on alternative economies stresses that they should not be 

underpinned by profit motivations and not even be monetized (Campana, Chatzidakis, 

and Laamanen 2017).  For the purposes of my research, I am interested in comparing all 

models that are an ñalternativeò to the predominant industrialized food system.  Many 

AFNs likewise vary in the extent to which they emerged in local communities or alleviate 

subordinated position of local subjects  (Campana, Chatzidakis, and Laamanen 2017).  

However, I believe that all such AFNs are taking steps towards connecting consumers 

and producers in a way that minimizes economic domination and exploitations in the 

predominant system.  

AFNs are increasing market share in developed economies and receiving attention 

in the academic literature.  ñIn networked exchange systems, the focus is on the 

relationships linking individuals and entities in the marketing system, relationships that 

underpin the flows of transactionsò (Layton 2007, p. 233).  There is a ñsearch for new 
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mechanisms of belonging and rootedness, for which food is one of the most fundamental 

and existentialò (Montiel et al. 2010). This thesis analyzes ways consumers and producers 

can link together and re-embed agriculture with social and ecological information 

(Raynolds 2000), improving the well-being of each. 

Consumers and producers are questioning the predominant industrialized food 

system.  In a ñcentralized exchange system,ò where economic and political power are 

used to direct transactions in the interests of the entity in power (Layton 2007), many 

consumers and producers see large agrofood companies in power and not advancing 

societal interests. In such food marketing systems, production, processing, and 

distribution are on an industrial scale and seen to be controlled predominantly by 

transnational corporations (Witkoswki 2008, p.265). The farmer and consumer are 

anonymous to one another in the dominant food system (Sharp, Imerman, and Peters 

2002).  Products have been stripped of their social and environmental relations (Hudson 

and Hudson 2003).  

Consumers are unsettled by mass-produced food. They are concerned about the 

health of the food they are eating. Food scares such as contaminated meats leave people 

feeling that the food system cannot be blindly trusted (Murdoch and Miele 1999), 

prompting a desire to know what one is eating, and by whom and how it is made. 

Chemicals from pesticides and uncertainties about hormones are unsettling to many. 

Consumers complain of tasteless fruits and vegetables as well as questioning whether 

produce grown out of season and produced with uniform shapes and enlarged sizes is 

ñnatural.ò  
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Farmers in developing countries (such as Turkey) frustrated by the lack of return 

on hard work are selling their land and moving to cities. Deregulation of urban planning 

during the building boom in the 2000s has led to replacement of agricultural land, 

sprawling expansion of cities and environmental degradation (Balaban 2012, Duran et al. 

2012). The restructuring of Turkish agriculture over the last couple decades has led to 

ñde-agrarianization and unprecedented levels of impoverishment in rural areasò (Aydin 

2010, p. 150).  Family farmers are not able to make a living, so they sell their lands and 

urbanization continues.  In the two years between 2004 and 2006 over 1.3 million people 

left agriculture (Aydin 2010, p. 180). As local farming declines, so too does consumersô 

ability to get fresh, locally grown food.  Less land to farm and fewer small farmers mean 

more processed and less healthy food, further decreasing well-being for consumers.  

These developments in the predominant food system are likely to negatively 

affect both consumersô and producersô well-being.  There have been attempts to improve 

societyôs well-being through AFNs such as the organic food movement, fair trade, and 

Community Supported Agriculture (CSA).  However, due to various reasons, these 

existing systems have been limited in their ability to deliver improved societal well-

being.  In the following section I will review the advantages and drawback of existing 

AFNs. 

 

2.5.2 Existing Alternative Food Networks to Improve Well-being 

 

There are several different AFNs that address the alienation faced by consumers and 

producers.  I consider organic food, fair trade, and Community Supported Agriculture 
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(CSA) as some of the most prominent AFNs in North America and Europe, but still 

fledgling in Turkey.  I will discuss the literature on organic, fair trade, and CSA, 

exploring the advantages as well as limitations of each. I hasten to point out that these are 

not mutually exclusive, but represent three of the main strands of AFNs.  

 

2.5.2.1 Organic Food  

 

The impetus of the organic food movement is healthy food for consumers. The organic 

certification stipulates how a product is producedðboth in a way that is healthy for the 

consumer and non-harmful to the environment.  ñThrough environmentally sound 

practices, organic producers and processors strive to sustain the health of the earth while 

providing quality food for those who inhabit itò (OCIA.org).  The emphasis here is on the 

producer working on behalf of the consumer to produce healthy food.   

Organic food is grown and processed without the use of synthetic chemicals, 

fertilizers, antibiotics, hormones, or genetically modified organisms (GMOs). 

Accordingly, the most important outcome that consumers hope to achieve is health for 

themselves or their families. There is also a belief that this is better environmentally.  

Although there are many competing demands and motivations, the organic consumersô 

concern least likely to be compromised is personal and family health (Lockie et al. 2002, 

Makatouni 2002, p. 351). Centrally, an organic certification can improve a consumerôs 

confidence that what he or she is eating has a minimal amount of chemical residues.  

Despite the strengths, there are limitations.  It is common for consumers to 

complain that products are labeled organic only to be sold at a higher price. Consumers 
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are wary of the commodification of social and ethical issues (Crane 1997).  Large 

corporations have entered the organic market to capitalize on demand.  Organic food 

itself is becoming another ñrootless commodityò (Pollan 2006), made on industrialized 

farms and sold at Wal-Mart (Warner 2006). Organic food doesnôt alter the relationship 

between producers and consumers. Hyde and Wiegand (2005) conclude their critique of 

the increasing corporatization of organic food by imploring consumers to, ñDevelop 

relationships with the folks creating your food.ò 

Another major limitation of organic food is that it does very little to address the 

important producer side of food supply. ñOrganic trade in many ways re-enforces the 

traditional subordination of Southern producersò (Raynolds 2000, p. 304). Producers will 

likewise benefit from a better environment, but organic food does not address labor issues 

or promote family farming. Additionally, organic farming can make the job of the farmer 

that much harder, less able to utilize the full range of pesticides and fertilizers that have 

increased productivity.  In sum, organic food is considered here as an AFN that can 

improve the well-being of consumers, but mostly neglects the well-being of the producer.  

 

2.5.2.2 Fair Trade 

 

Fair trade focuses on improved living and working conditions for producers in 

underdeveloped countries. Whereas organic certifications verify the conditions of 

production, fair trade initiatives seek to transform trade relations between producers and 

consumers (Raynolds 2002). Small-scale farmers in the fair trade network are guaranteed 

a fair price and an additional premium that they are able to invest back into their 
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community. ñConnectivityò between those who grow and consume fair trade products is 

of fundamental importance (Alexander and Nichols 2006).  Fair trade requires solidarity 

that goes against the individualism and price-based simplicity of the commodity-based 

market (Hudson and Hudson 2003).   Geiger-Oneto and Arnould (2011) show that 

participants in the alternative trade organization they studied experience greater social 

support and improved subjective quality of life.   

However, there are limitations that have kept fair trade from taking off.  In the 

academic literature there is debate about how much fair trade actually raises the well-

being of producing communities (Arnould, Plastina, and Ball 2009; Nelson and Pound 

2009).  There is critique of the way that fair trade and related prescriptions can be based 

on very Western notions of ñsustainable development.ò  As with ñsustainability,ò fair 

trade may just be another effort to try to form the world in a Western image (Morse 

2008).  

Fair trade in and of itself is also limited in guaranteeing any difference in the 

quality of the product. For example, there is no stipulation on a product being organic. 

Indifference toward fair trade products is a bigger challenge to overcome then price or 

availability (De Pelsmacker and Janssens 2007).  The opportunity to benefit a producing 

community is appealing to some, but the lack of differentiation in product quality limits 

the demand for fair trade.  

Despite a principle of respect for the environment
5
, an additional drawback of fair 

trade is the large carbon footprint as the products are transported long distances between 

developing and developed countries.  Domestic fair trade is another consideration, with 

                                                 
5
 World Fair Trade Organization ñ10 Principles of Fair Tradeò  http://wfto.com/fair-trade/10-principles-

fair-trade 
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the same value of a partnership between consumers and producers, but focused on 

producers closer to home (Jaffee, Kloppenburg, and Monroy 2004). There are still issues 

to negotiate such as a social justice versus the personal health or environmental goals 

(Brown and Getz 2008).  In sum, fair trade establishes a link between consumers and 

producers, trying to improve the well-being for poor farmers, but the impact on the well-

being of consumers and producing communities is less than certain.  

 

2.5.2.3 Community Supported Agriculture (CSA)   

 

CSA is an AFN that in many countries has served to facilitate the relationship between 

consumers and producers.  Interested consumers purchase a share offered by a local 

farmer and in return receive a box of produce each week throughout the farming season 

(Locaharvest.org). Benefits to the consumer include fresh produce, the opportunity to 

visit the farm, and the feeling of supporting the local farmer.  The producer benefits by 

being able to do the marketing in the offseason, receiving payment up front, and by the 

members sharing the risk of unpredictable crop.  A CSA share price should cover 

operating costs and yield a fair return to the farmerôs labor (Brown and Miller 2008).  

The desire to support ñthe local food systemò is one of the main reasons for the 

take-off of CSA farms and coops (Sharp, Imerman, and Peters 2002). Within the same 

community, consumers are able to visit farms, meet the farmers, and even join in the 

work. There is a countervailing market response to corporate co-optation of organic, 

returning to localness, ñthe most distinctive and inimitable asset of small organic farmsò 

(Thompson and Coskuner-Balli 2006).  In the transience of modern society and food 
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traveling long distances, a consumerôs ability to buy food from a local farm is a way to 

contribute rootedness to his or her identity (Belk 1988).  When consumption takes place 

in the same community as the production there is a natural feedback loop in place that 

forces people to live with the environment impact of their production and consumption 

decisions (Nozick 1992, p. 62 in Hudson and Hudson 2003).  

However, there are limitations that arise with CSA.  One is that CSA has limited 

reach because they tend to prosper in greenbelts of large cities (Stagl 2002).  CSA 

requires favorable agricultural conditions as well as proximity to a population with the 

economic means to pay more for their food than from traditional channels. Because of the 

seasonal dependency due to restrictions of the local growing season, CSAs can only be 

considered complementary to other food channels (Stagl 2002). Local, alternative food 

systems are not necessarily beneficial for all who participate in them (Jarosz 2008). CSA 

farmers may have to work harder by taking on the additional responsibilities of 

processing and direct marketing. According to a couple studies (cited by Brown and 

Miller 2008), less than half of CSA farmers felt the share price provided a fair wage.  

In summary, the literature shows that organic, fair trade, and CSA offer certain 

strengths in improving well-being of consumers and producers, but each has significant 

limitations.  The organic food movement may improve well-being of consumers through 

healthier food, but in many ways only increases the burden on producers.  Fair trade 

offers producers better terms of trade that can enhance producing communities, but the 

impact on consumersô well-being is not convincing enough to prompt high demand. CSA 

shows promise of strengthening the connection between producers and consumers, but in 
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an increasingly urbanized society the scope may be limited because of the need for farms 

to be close to consumers.  

 

2.5.3 Miss Silkôs Farm 

 

The primary research site for this study is Miss Silkôs Farm (MSF), one of the most 

successful AFNs to recently emerge in Turkey against a backdrop of urbanization and the 

decline of local farming (Aydin 2010; Balaban 2012). I chose to study one predominant 

case in-depth in order to generate learning about how shared commitments develop and 

can impact well-being. MSF is noteworthy because of the enormous demand it has 

generated for its products and other such efforts it has inspired in Turkey. It is 

geographically situated between typically local CSA and continent-spanning fair trade.  

Consumers have a remarkable trust in the healthiness of the products, although they are 

not certified organic. 

Pinar Kaftancioglu established a small farm in Ocakli, a village in western Turkey 

near the larger city of Nazilli, to live a more rural life and grow healthy food for her 

daughter (after whom she named the farm). Pinar hired local villagers to work at the farm 

and began to send food to friends and others referred by her friends in Turkeyôs large 

cities. MSF has expanded to supply a wide variety of products (over 500) to customers 

who are accepted based on referrals. A weekly email in Turkish is sent out to over 50,000 

people, with Pinarôs commentary about the farm and Turkeyôs food sector and includes a 

large spreadsheet with prices and descriptions of the products, from which customers can 

select. Clients place their orders by emailing the spreadsheet, and then boxes are filled 
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and shipped to customersô doorsteps using a commercial cargo company. Approximately 

2,500 large boxes are sent out weekly. MSF is not considered ólocalô for most of her 

customers, as most of the boxes are shipped several hundred kilometers to Istanbul and 

Ankara. The ñspatially extendedò nature where food is shipped outside of the region 

makes it an interesting site to study local/non-local dynamics (Marsden, Banks, and 

Bristow 2000, pp. 425-426). MSF employs about 100 people, most of them women, year 

round from the surrounding villages, with others hired according to the season. The farm 

maintains approximately 50 hectares for crops and vegetables, 13,000 olive trees, 75 

cows, and 500 chickens. Pinar outspokenly does not believe in obtaining organic 

certification, but sells food that she maintains is grown and processed in traditional ways. 

On the one hand, the story of MSF could be viewed as that of a successful 

entrepreneur who brought efficiency and rationality to an undeveloped periphery of 

Turkey.  Pinar utilized her capital from a water factory she started and then sold to buy 

farming equipment and the land near Ocakli. On the other hand, MSF is in the non-

commodified sphere because while monetized transactions do take place the profit 

motive is absent (Williams 2005). The farm is an example of a firm that does not seem to 

maximize profits or exploit its workers (Gibson-Graham 1996).  It does not try to 

continually increase capacity or efficiency and regularly turns away customers. 

Employees are provided fair wages and health insurance benefits, contrary to industry 

norms. Providing quality food and stimulating social change are the aims, rather than 

maximizing profits. Although enacted in a context influenced by capitalist norms and 

conventions, MSF is a space where alternative economic constructions and practices are 

evident (Lee 2000).  
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In her continuing body of work, Gibson-Graham (2008, p. 618) warns against 

conceding to a hegemonic discourse: ñExperimental forays into building new economies 

are likely to be dismissed as capitalism in another guise or as always already coopted; 

they are often judged as inadequate before they are explored in all their complexity and 

incoherence.ò Accordingly, I argue that MSF is a space in which aspects of alternative 

economies can be studied (e.g. Chatzidakis, Maclaran, and Bradshaw 2012).  

 

2.6 Research Questions 

 

In this chapter, I have provided an overview of the literature that makes a case that social 

links can improve the well-being of people and communities. I introduced the concepts of 

shared commitment, a foundational notion in alternative economies. Despite such 

conceptual understandings, the extent to which shared commitments emerge in 

alternative economies and facilitate well-being for the actors involved is relatively less 

known. As such, this thesis aims to answer the following two broad research questions: 

How can shared commitments develop between geographically distant consumers and 

producers? What are the implications of shared commitments for the well-being of actors 

in an alternative market?  

I also have two quantitative questions that guide my model testing.  How can 

shared commitments be measured?  What is the relationship between shared 

commitments and well-being? A question to guide my mixed methods integrations is:  To 

what extent do the qualitative findings about shared commitments and their impact on 

well-being generalize to both employees and customers of the AFN?   



 

51 

 

In the following chapter, I describe the methods used to seek answers to the 

research questions and contribute to the body of literature about well-being, social 

connections, and alternative markets.   
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CHAPTER 3: METHODOLOGY  

 

3.1 Overview of Methodology 

 

As detailed in the opening chapters, this research aims to study the social links between 

consumers and producers and explore how these links can impact well-being.  This study 

requires an in-depth look at the existence and nature of social links in one alternative 

food network and an evaluation of their connection to well-being.  First, I will discuss the 

mixed methods approach to the case study.   Then, I will explain the participants, 

instruments/ procedures, data analysis, and limitations of both the qualitative and 

quantitative portions of my research.  Finally, I will discuss how I integrated these data 

sets to develop interpretations.   
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3.1.1 Mixed Methods 

 

Creswell (2015, p. 2) defines mixed method research as an approach ñin which the 

investigator gathers both quantitative (closed-ended) and qualitative (open-ended) data, 

integrates the two, and then draws interpretations based on the combined strengths of 

both sets of data to understand the research problem.ò  It is not merely the gathering of 

different types of data, but the integration of them (Tashakkori and Teddlie 1998).  Multi-

method refers to when multiple forms of either just qualitative or quantitative data are 

collected, which I used within my qualitative data collection.  

I utilized an exploratory sequential design (Creswell 2015), which involved 

collecting and analyzing qualitative data, developing a model, and then collecting and 

analyzing quantitative data to test this model.  In the first qualitative phase of the study I 

used semi-structured interviews, observations, and analysis of texts generated by 

customers, employees, and the owner of a large AFN to understand the connections 

between them and the impact on their well-being. In the second phase, I used the results 

of the qualitative analysis of the network to build a model with defined components and 

variables.  In the ensuing quantitative phase, I conducted a closed-ended survey among 

the customers and employees of the farm to test the conceptualization of shared 

commitments and their impact on well-being.  Based on a synthesis of my qualitative and 

quantitative findings, along with comparison back to the relevant literature, I drew 

inferences about how alienation can be reduced and well-being improved through 

resocialization in alternative markets.   
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The steps of my exploratory sequential research design (also shown in Figure 1) 

are therefore: 

1. Collected and analyzed the qualitative data from both consumers and producers.   

2. Used the results of the qualitative analysis of the farm to build a model with defined 

components and variables.  

3. Collected and analyzed quantitative data from customer and employees to test the 

model.  

4. Compared quantitative results back to qualitative data and collected additional 

qualitative data to interpret results and draw inferences.  

 

 

Figure 1 Exploratory Sequential Research Design 
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The relationship between quantitative and qualitative approaches is often 

contentious. Hudson and Ozanne (1988) warn that if the knowledge products and guiding 

assumptions are different, then methods cannot be merged to create a single approach.  

They discuss supremacy, synthesis, or dialective alternatives between positivist and 

interpretivist approaches (Hudson and Ozanne 1988).  Throughout the mixed method 

approach, I aimed for a dialective approach between the different data sets and findings, 

juxtaposing different perspectives and trying to reconcile seemingly conflicting results.  

Schensul, Schensul, and LeCompte (1999) argue that both quantitative and 

qualitative data are vital parts of ethnographic research.  They explain that ethnography 

does not test whether a theory is right or wrong, but rather expands and fills in a model, 

discovering the quantitative and qualitative associations between domains and variables, 

and compares observed and expected results. They argue that without textual description 

of the history, culture, politics, and so on, numerical data have little meaning.  However, 

numerical data can be useful in trying to generalize the findings and to test the 

relationship between variables.  

The mixed method approach seemed like the best one for my study because it 

allowed me to obtain a more comprehensive view and more data about the issue than just 

a qualitative or quantitative approach (Creswell 2015).  Because this research was into a 

new area on shared commitments that had never been conceptualized before, qualitative 

research was initially needed.  The open-ended qualitative data enabled me to understand 

participantsô experiences in context, to hear their voices, and develop a richer and more 

nuanced understanding of the contexts.   The quantitative data allowed me to efficiently 
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analyze data for a much larger sample of people, to investigate relationships in the data, 

and examine possible causes and effects (Creswell 2015).   

 

3.1.2 Case Study 

 

My mixed method research is focused on the case study of Miss Silkôs Farm, as 

introduced in the previous chapter.  ñThe case study is the examination of an instance in 

actionò (McDonald and Walker 1975, p. 2), where studying the particular in-depth can 

yield generalizable insights of wider significance.   

MSF is one instance of an alternative food network. MSF is noteworthy because 

of the enormous demand it has generated for its products and other such efforts it has 

inspired in Turkey.  My case study of MSF is an example of an instrumental type of case 

study (Stake 1995), for the purpose of exploring the links between well-being of 

consumers and producers in a network.  I chose to study one predominant case in-depth 

in order to generate learning about how shared commitments develop and can impact 

well-being. In addition, the knowledge produced through the study of this particular site 

has the potential to generate propositions that can be tested with a larger number of cases 

(Flyvbjerg 2001).  

My case study approach is somewhat unusual in that I made an effort to learn as 

much as I could about all of the actors relating in the network of the farm.  Instead of 

trying to understand just the ownership of the farm, the employees, the customers, or the 

community in which the farm is located, I tried to understand the perspective of all of 

these people/groups and how they relate to one another.   In advocating for the value of 
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case studies, Campbell (1988) asserts that methodologists should aim for an applied 

epistemology that integrates quantitative and qualitative knowing.  In my mixed methods 

approach I did just this, collecting quantitative and qualitative data from among the rural 

farm community and the urban customers. In other words, I had four major data 

collection efforts:  qualitative with urban customers, qualitative on site at the farm 

(including with the owner, employees, and in the surrounding community), quantitative 

with urban customers, and quantitative with the farm employees.  This chapter will detail 

how this data collection was carried out. 

 

3.1.3 Gaining Access 

 

Gaining access for the case study was relatively easy.  My advisor had previously visited 

the farm and had a cordial relationship with Pinar, the owner of the farm.  He wrote an 

email asking if I could visit the farm for my doctoral research.  The owner responded 

favorably, at which point I corresponded with her directly, explaining my general interest 

in the farm and how I am studying alternative food networks throughout Turkey.  Likely 

due to the volume of emails she receives and her busyness in running the farm, she was 

not always prompt in her replies, but through follow-up email reminders she was gracious 

and very receptive of my coming to the farm.   

When I showed up at the farm for my first visit on the agreed upon date, Pinar 

ended up not being there.  Because there are regular visitors to the farm, another 

employee welcomed me.  The employee called Pinar, who confirmed the purpose of my 

visit.  The other managers and employees took good care of me and were welcoming of 
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my research.  I was never able to meet with Pinar on my first visit to the farm, which was 

one reason for a follow-up visit three months later.  

 

3.2 Qualitative Methodology 

 

In order to understand more about links between consumer and producers, my qualitative 

research was multi-method, collecting data from semi-structured interviews, 

observations, and written, visual and online documents.  In this section, I will discuss the 

participants, methods, data analysis, and steps to improve the trustworthiness of the 

qualitative part of my research.   

 

3.2.1 Participants/ Sampling 

 

The sampling of informants (Kuzel 1992) consisted of customers, the employees, the 

owner, and the people in the community surrounding Miss Silkôs Farm.  The first 

segment of informants was customers.  I conducted interviews with 12 customers who are 

involved in MSF. Building from initial contacts who were customers of MSF, I used 

snowballing to find other informants. Based on MSFôs clientele, the sample was focused 

on middle- to upper-class women who live in Turkeyôs largest citiesðIstanbul and 

Ankara. As I confirmed later in my quantitative survey, more than 85 percent of the 

customers are female, married, and at least university educated.  79 percent of the 

customers have one or two children.   
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While many informants had positive views about MSF, some had mixed or 

negative feelings. I also interviewed people who no longer buy from MSF, which helped 

prevent misguided generalizations.  The interviews with the customers lasted between 60 

and 120 minutes.  I also interviewed a handful of people who are involved with other 

AFNs in Turkey in order to generate ideas and understand the variety of AFNs in Turkey.   

The second segment of informants was the employees on the farm. Interviews 

were conducted with 19 people who work at the farm, most of whom were women aged 

30-50 with only primary school education; working at MSF was their first formal 

employment. These interviews lasted between 10 and 45 minutes and were conducted as 

they did their jobs such as harvesting, baking bread, and loading the packages to be 

delivered to customers. An additional six interviews were conducted with managers and 

office staff, and lasted between 60 and 170 minutes.  

In order to learn more about MSFôs impact on the community, I also interviewed 

10 people in the local community, including the muhtar (village leader), local business 

owners, people living in nearby villages, and former employees of MSF. A follow-up 

visit three months later enabled an interview with the owner, member checks with key 

informants, and observations of changes on site.   Table 1 is a summary of informant 

profiles.  
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Table 1 Select Informant Profiles 

Name* Category Gender 

Age 

(approx.) Residence Education 

Area/ 

Occupation 

Years 

worked at/ 

Customer 

of MSF 

Feyza Employee F 35 Ocakli (village) Primary Packer 6 

Esra Employee F 40 Nazilli (small city) Primary Farmer 4 

Meliha Employee F 35 Ocakli (village) Primary Baker 2 

Hande Employee F 50 Hamzalli (village)  Primary Packer 1 

Damla Employee F 35 Nazilli (small city) Primary Cleaner 6 

Figen Employee F 40 

Yaylapinar 

(village) Primary Baker 3 

Kevser Employee F 45 Ocakli (village) Primary Baker 7 

Sibel Employee F 40 Nazilli (small city) Primary 

Dairy 

worker 2 

Deren Employee F 35 Ocakli (village) Primary 

Dairy 

worker 2 

Merve Employee F 30 Sinekciler (village) Primary Kitchen 2.5 

Hatice Employee F 40 Nazilli (small city) Secondary Kitchen 3 

Suzan Employee F 25 Ocakli (village) Bachelorôs Office 7 

Semra Employee F 50 Nazilli (small city) Bachelorôs 

Office/ 

Manager 3 

Nihal Employee F 25 Nazilli (small city) Secondary Office 1 

Fatma Employee F 25 Ocakli (village) Bachelorôs Office 7 

Osman Community M 65 

Yaylapinar 

(village) Secondary 

Village 

leader N/A 

Tarkan Community M 25 

Yaylapinar 

(village) Primary Waiter N/A 

Veysel Community M 40 Nazilli (small city) Bachelorôs 

Business 

owner N/A 

Rengin Customer F 60 Ankara (big city) Graduate Academic 5 

Aleyna Customer F 40 Ankara (big city) Graduate Academic 1 

Sarah Customer F 35 Ankara (big city) Graduate Housewife 3 

Yasin Customer M 40 Ankara (big city) Graduate Academic 3 

Gizem Customer F 45 Ankara (big city) Graduate Academic 1 

Aslan Customer M 40 Istanbul (big city) Graduate 

Business 

owner 7 

Emine Customer F 35 Istanbul (big city) Graduate Art curator 4 

Ceren Customer F 40 Istanbul (big city) Graduate Lawyer 0.5 

Ebru Customer F 40 Istanbul (big city) Bachelorôs Engineer 2 

*Names changed to protect privacy         
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3.2.2 Methods 

 

I used three different primary qualitative methods in this part of my research:  in-depth 

interviews, observation, and document analysis.  I will explain how I used each to 

generate data for analysis.    

 

3.2.2.1 In-depth interview 

 

The primary qualitative method that I used was the semi-structured, in-depth interview, 

which is ideal for collecting nuanced data on the consumer and producer experience 

(Mason 2002). Mason explains that qualitative interviewing features the interactional 

exchange of dialogue, a relatively informal style, with a fluid and flexible structure.  

Qualitative interviewing operates from the perspective that knowledge is ñsituated and 

contextual,ò and the interview therefore brings relevant contexts into focus so that 

ñsituated knowledgeò can be produced (Mason 2002, p. 62).  Qualitative interviews 

emphasize depth, nuance, and complexity in data. Rather than only studying individual 

affective states, I also looked for cultural categories and shared meanings, which are 

especially important for the network-level analysis I desired (McCracken 1988).  

In the interviews, I typically began with grand-tour questions about how 

informants first got involved with MSF or first moved to the community. I referred to 

prepared questions throughout the interviews, but kept things flexible as I probed and 

sensed where the informant had more to say.  
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A list of planned interview questions for different informants is included in the 

Appendix A. I used techniques such as extending and filling in the detail to probe more 

about informantsô experience with MSF. I picked up on the ñmarkersò that were put 

down by the interviewees, and went into more depth when there was a story to tell and 

unexpected themes to develop (Weiss 1995).  I referred to prepared questions throughout 

the interviews, but keep flexibility as I probed and sensed where the informants had more 

to say.  

If an informant had excellent English I conducted the interview in English, 

otherwise I conducted interviews in Turkish, especially on the farm and in the 

surrounding community.  All of the interviews were recorded.  I transcribed the ones in 

English myself.  Most of the Turkish interviews I had transcribed by a native Turkish 

speaker. 

I conducted the majority of the interviews with customers in Ankara between 

November 2013 and March 2014. I also took a trip to Istanbul in January 2014 for a 

series of interviews with customers there.  In May 2015, I spent four days on the farm 

and in the surrounding community.  In August 2015, I returned to the farm for three days 

of follow-up interviews and observations.   I recorded over 35 hours of interviews with 

the customers, owner, MSF employees, and people in the producing community, which 

yielded over 520 pages of transcribed single-spaced text. 
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3.2.2.2  Observation 

 

In addition to the interviews, I made observations to collect data. This enabled me to 

obtain a ñperspective in actionò on top of ñperspectives of actionò provided by the 

interviews (Wallendorf and Arnould, 1991). Observations helped me to ask more 

informed questions of the informants and notice what may be missing from interviews.  I 

observed the producers and people in the producer community as they went about their 

lives and work on the farm and around the community.  I observed the owner, managers, 

farmers, and employees of MSF as they went about their work.  Observation was also an 

important point of triangulation as I considered well-being of the informants.  I am 

interested in subjective well-being (Diener 2000), but observing producers and people in 

the community allowed me to make more informed probes.  I jotted down notes 

throughout the day, and at the end of each day I took more detailed field notes about what 

I experienced (Emerson, Fretz, and Shaw 2011), such as the following experience.  

On one of my visits to the farm, at the end of a long day of interviewing, I finally 

returned to the guest house in the evening.  When I arrived, the employee who was my 

host told me that he just got a call that a shipment of products was arriving and he was 

supposed to gather some people to go unload.  He didnôt ask, but I could tell they could 

use all the people they could get.  I changed my clothes, and drove with him to the 

refrigerated depot.  An 18-wheeler from the farm in Kars was packed full of 50 kilogram 

bags of flour and sugar, and massive blocks of cheese.  Working with the other men 

hoisting these ingredients on to palates and using a hand truck to wheel them into storage 

gave me a different appreciation for their work than simply sitting down and interviewing 
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them.  I feel it also helped me develop a greater rapport with the employees as I 

interviewed some of them the following day.   

In the spirit of participating as a part of ethnography (Arnould 1998), I also 

became a customer of MSF myself.  My wife was very willing to become a customer, and 

we have purchased regularly over the past three years.  This was helpful to experience for 

myself what it feels like to receive a shipment of food from the farm.  There is no better 

way to get a feel for the prices and understand the filling out of a spreadsheet, waiting for 

the package to be delivered, and so on.  As my wife and family came with me on the 

second trip to the farm, it was helpful to interview her about her experience as she 

entered into the context.  Being a customer also added a degree of affinity and belonging 

that made it is easier for me to relate with the other customers, employees, and owner.  I 

better understood the customer experience and I could express appreciation to the 

employees for their work. My being a customer also allowed the owner to introduce me 

as a fellow-customer to the other customers with whom she connected me.   

 

3.2.2.3 Document Analysis 

 

The richest source of documents was the weekly emails (current and archived) Pinar 

sends to some 50,000 people. These emails range between one and five pages and are a 

substantial source of information about the farmôs founding, its ethos, and its mission.  

These documents were a primary source in understanding the ownerôs perspective.  From 

reading these emails I was able to generate more specific interview questions that I could 

ask the owner in subsequent face-to-face interviews.  These emails were also a starting 
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point for understanding the life of the employees on the farm and also about the 

relationship between the customers and the owner.  I understand that written 

communications with such a large audience have their own spin and peculiarities, but 

they were a vast source of data with which to compare other qualitative data.  

  I focused on a sample of emails from January to December 2013 and March to 

August 2015, at which point it felt like saturation had been reached. Miss Silkôs Farmôs 

website (www.ipekhanim.com) was another repository of information, including the story 

of the farm, photographs, and responses to frequently asked questions. Newspaper and 

magazine articles, as well as documentaries, also provided helpful sources for 

triangulating data about MSF to inform the interviews and challenge my assumptions and 

explanations.  

 

3.2.3 Data Analysis 

 

My analysis of the collected data is an emerging product of an open-ended and creative 

process of gradual induction (Lofland and Lofland 1995). I used a combination of open 

coding and axial coding to label, separate, compile, organize, and assign units of meaning 

to the data (Charmaz 1983; Miles and Huberman 1994). The first part of analysis 

involved scanning all the data (520 single-spaced pages of interview transcripts and 205 

pages of documents) and searching for dominant and emerging themes.  In this section, I 

will provide examples of three levels of axial coding:  the existence of shared 

commitments, the development of shared commitments, and the well-being outcomes.   
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The first step in my analysis was to find what was underlying the motivation of 

the actorsô involvement in MSF. In Figure 2, I provide an example of my open coding 

approach to one section of an interview transcript with a customer.   As I read through the 

text, different words and phrases stood out.  I noticed in the interview with Rengin that 

she said ñpeople are getting involved with something wonderful.ò  This caught my eye, 

because she thinks that beyond working at the farm, there is an involvement in something 

greater.  She thinks working there is an entry point into something else.  A superlative 

like ñwonderfulò jumped out because it goes beyond a typical workplace.  Rengin went 

on to use many positive words like ñbenefit,ò ñbetter,ò and mentioned the word ñdreamò 

twice. I noticed that the benefits she discussed here were primarily financial ones and the 

dreams realized were related to consumption.  Clearly, she viewed this very favorably.  It 

is also striking how she provided a summary for what she had been saying, that this is the 

ñpeople part.ò 

Rengin also mentioned many different types of jobs that people are doing, and 

was especially excited about an old man who is making wooden spoons.  Based on my 

knowledge of the farm, I knew that this old man was not formally employed by the farm, 

but Rengin was excited about the way the farm was benefiting many villagers. And of 

particular interest to my thesis were the actions and relating of the different actors in the 

network, so I made a note of the actions, where the man makes the spoons, the owner 

posts it to the list, and ñweò (the customers) order them.  Pinarôs writing was another 

action Rengin mentioned. In all of these, I made short notes with key words or concepts 

that allowed for future comparison with other texts.  
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Figure 2 Open Coding of Interview Text 

 

The next stage was axial coding, which involves exploring relationships and 

patterns in the data around the various open-coded categories and any other subcategories 

that have emerged (Glaser and Strauss 1967; Miles 1984; Strauss and Corbin 1990). Here 

I was ñdeveloping theses, formulating concepts, making assertions, and addressing 

problemsò (Lofland and Lofland 1995, p. 182) posed through the literature review.  

In Figure 3, I offer an example of how I moved from the open coding in Figure 2 

to the axial codes.  I noticed how Rengin connects the actions of the employees, owner 

and herself as a customer.  This corresponds to the behavioral dimension of commitment 

in the literature.  As I understand Rengin, she is closely tying these actions together in a 

way that makes me think of collective action. The employees are doing many different 

jobs and Pinar supports them through posting these products.  Pinar also facilitates 

collective action with the customers, allowing them to order products from villagers they 

would otherwise not know about or have access to.   
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Rengin mentioning how Pinar writes about the improving economic conditions of 

girls and women in the village also shows a concern for the future welfare of the 

employees.  Pinar cares enough to take action toward their welfare, to write about it, and 

Rengin as a customer also shows that she cares about it.   

Another emerging theme is the well-being improvement for employees as they get 

involved with the farm.  Many of the open codes are about the benefit to the employees 

and how dreams are coming true.  Rengin has one vantage point in the network, so the 

inter-text analysis allows the emergence and comparison of themes from multiple 

perspectives.   

 

 

Figure 3 Axial Coding for Existence of Shared Commitments 

 

After establishing there is the existence of something called shared commitments, 

I was interested in analyzing how these shared commitments are developed.  In Figure 4, 

I show an excerpt from an interview with Ebru, another customer of MSF.  I noticed that 

she thinks being able to watch the employees through a live video feed is an important 
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part of her feeling she has a connection with the employees.  In the axial coding of this 

and many other texts, I identified distance-spanning technologies as one of the ways that 

shared commitments develop.  I noticed that this is so effective that it makes Ebru feel as 

if she is part of the village, clearly something that is inspiring to her, and indicative of a 

well-being improvement.  

 

 

Figure 4 Axial Coding for Development of Shared Commitments 

 

In Figure 5, I show an example of the third focus of the coding: the well-being 

outcomes of the shared commitments within the network.  Here, I present an excerpt from 

an interview with Suzan, one of the youngest employees, who grew up in the village in 

which the farm is located.  I made open codes about the meaning she feels in producing 

something that is of use to customers.  She feels a belonging to the farm.  I made axial 

codes of work satisfaction, financial satisfaction, and her personal development enabled 

by her involvement with MSF. 
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Figure 5 Axial Coding for Well-Being 

 

The eventual aim through axial coding was to create a data-driven conceptual 

structure that would coherently integrate these categories and themes (Step 2 of research 

design). Rather than proposing a framework in a positivistic manner, I hoped to articulate 

an emerging framework that would help me understand shared commitments and well-

being in alternative economies.  I followed the suggestions of Glaser and Strauss (1967), 

Miles (1984), and Strauss and Corbin (1990) in developing this framework. Three 

questions guided the assessment of the framework: (1) Does the framework capture a 

large number of themes? (2) Is the framework a cohesive and concise summary of the 

themes? and (3) Does the framework offer new conceptual insights about alternative 

economies?  

All of this data analysis yielded many significant findings, including a model 

which I will present in the following chapter.  Later in this chapter I will share about the 

methodology for testing this model using quantitative data.   
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3.2.4.  Trustworthiness Assessment 

 

Throughout my qualitative research, I worked towards trustworthiness of my data 

collection and analysis.  Lincoln and Guba (1985) suggested four concepts (with similar 

aims to validity and reliability of the positivist research paradigm) that can be used to 

address questions regarding trustworthiness of naturalistic research: credibility, 

transferability, dependability, and conformability.  Wallendorf and Belk (1989) expanded 

on how trustworthiness can be assessed in naturalistic research, also adding ñintegrityò as 

a fifth dimension of trustworthiness.  

Credibility is concerned with the adequate and believable representation of data, 

interpretation, and findings. In order to enhance credibility I used triangulation across 

data sources, debriefing by peers, and member checks to assess credibility. Triangulation 

across sources was done by interacting with several types of informants through 

purposive-sampling. Throughout the study, I also met with peer reviewers who served to 

critique and question the emerging interpretations. Conversations with my advisor, who 

was not on site for data collection, also provided an important check of the effects of the 

site on me as the researcher. I also had key informants perform member-checks, helping 

me to assess whether my findings were in congruence with their perspective and 

experience.  

Transferability refers to the extent to which working hypotheses can also be 

employed in other contexts, based on an assessment of similarity between the two 

contexts. While I focused on the case study of MSF, I had in mind the transferability to 

other alternative economies.  In the final chapter, I will discuss the potential implications 
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for other alternative markets.  It will be up to future research to determine the 

transferability of hypotheses.   

Dependability addresses whether the findings would be repeated if the study was 

replicated with similar subjects in similar contexts. The high number of informantsðboth 

amongst employees and customersðcan offer some assurance of dependability. The 

triangulation across data sources also suggests the findings are robust and would stand in 

future studies.  In order to test my findings, I used multiple data sources, including the 

aforementioned interviews with customers, employees, and many different types of 

people in the community, such as neighbors, farmers, others businesses, and so on. I also 

triangulated this data with my observations of MSF and the community, as well as 

analyzing documents about MSF from two different years. I also searched for negative 

evidence in the interviews, such as customers who feel no shared commitments with 

Pinar or people in the community who feel MSF has harmed the areaôs well-being. 

Confirmability deals with the degree to which one can establish the findings of an 

inquiry are determined by the subjects and conditions of the study inquiry and not by the 

biases or interests of the inquirer. I began interviews with grand-tour questions that did 

not lead informants. The detailed explanations of open and axial coding earlier in this 

chapter are attempts to raise confirmability.  Peer reviews and member checks are some 

of the other means by which confirmability is achieved in this study.  Nevertheless, my 

chosen methodology acknowledges the variety of meanings that can be found within a 

network as complex as MSF.  With the accountability of peers and member checks, I am 

confident the story I tell is a valid one, but I do not claim that it is the only one.  My 
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personal interests and the literature with which I approached the context provided a 

certain lens in how I gathered and interpreted data.  

Integrity, the final component of trustworthiness, addresses whether interpretation 

was impaired by ñlies, evasions, misinformation, or misrepresentations by informantsò 

(Wallendorf and Belk 1989, p.70). I promised and never compromised informant 

anonymity, which was one vital issue for the integrity of the employees. Integrity 

includes considerations about the relationship between the informants and researcher, 

such as a social desirability bias.  Per the recommendations of Wallendorf and Belk 

(1989), I worked to establish rapport and trust, triangulate across sources and methods, 

use good interviewing technique, safeguard informant identity, and exercise self-analysis 

and introspection.  Multiple visits to the research site helped develop rapport and trust 

with the owner and employees.   Because visitors from other parts of Turkey and abroad 

come frequently to MSF to observe and talk to the workers, I feel potential research 

effects of the site were mitigated.   

My subjective position as the researcher and its impact on the informants (Ger 

and Sandikci 2006) was another factor of which I was aware from the outset.  As an 

American male, I stood out to everyone I interviewed as entirely ñother.ò  I was a 

researcher from a Turkish university, but from the capital city, which many respondents 

had never visited. Even before going to the site, I recognized there was a high likelihood 

of compliance in the interviews. Most of the employees were women with very little 

education being interviewed by a male from a higher social class (Lenski and Leggett 

1960). However, my speaking imperfect Turkish helped break down some of the 

perceived distance. My interest in the farm and their opinions seemed to give others 
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general warmth towards me.  In each ensuing visit to the farm, I feel the employees had 

an increased comfort level with me. Triangulation, such as multiple days observing the 

farm and the relating of the owner and employees, as well as talking to former employees 

and others in the community, increased my confidence that I was not being lied to or 

misinformed.  

 

3.3 Quantitative Methodology 

 

As the next step in my exploratory sequential mixed method design (Creswell 2015), I 

aimed to test whether the relationships I had discovered in my qualitative data collection 

analysis could be verified quantitatively. Returning to the research site to conduct a 

questionnaire was another step in utilizing a repertoire of tools in a case-study (Bulmer 

1993).  Through open and axial coding in my qualitative work, I came to the conclusion 

there was an unusual level of shared commitment, or ña choice of a course of action in 

common with othersò (Watson and Ekici 2017), present among the actors of the farm.  

Based on the axial coding described above, in iteration with the literature on commitment 

(Gundlach, Achrol, and Mentzer 1995), I theorized three dimensions of shared 

commitment:  collective action (behavioral), congruent values and goals (attitudinal), and 

concern for the future welfare of others (temporal).    
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3.3.1 Participants/Sampling 

 

The core of the model that emerged from the axial coding was three links between three 

primary actors in the network:  the employees, owner, and customers.  In the qualitative 

data I could ask (and make observation about) each of these three actors about their 

relationship with the other two actors. In measuring a shared commitment, it is helpful to 

hear from the perspective of both of the parties involved.  In the qualitative research I 

was able to include the owner of the farm in the analysis, but of course I could not utilize 

the owner in the quantitative portion. I therefore conducted two surveys to test the 

inductive model developed from the qualitative research amongst the employees and 

customers of MSF.   

One of the surveys was to be conducted among the employees of the farm.  As 

mentioned earlier, there are about 100 people employed on the farm, and I knew it could 

be less due to seasonality and turnover.  Due to the low education level and the necessity 

of securing responses from as many of the employees as possible, I planned to collect this 

data face-to-face.  

The second survey was conducted among the customers of MSF.  As mentioned 

above, the customers tend to be located in Turkeyôs large cities, are well-educated, and 

have above average income levels.  Because the customers make their purchases from the 

farm online, it was natural to complete the survey in an online format.   

Mindful of the possible limitations of a cross-sectional survey, I worked hard to 

employ a combination of strong theory, careful design, and appropriate statistical tools 
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(Rindfleisch et al. 2008).  One important aspect was that the surveys were just one part of 

a much longer longitudinal mixed methods study.   

 

3.3.2 Instruments/ Measures 

 

Step 3 of the research design was the quantitative testing of the proposed model.  This 

included item development and conducting the employee and customer questionnaires.  

 

3.3.2.1 Employee Questionnaire Development  

 

Based on my analysis of extensive field notes and transcripts, I developed seven to 12 

items for each of the three dimensions (collective action, congruent values and goals, and 

concern for the future welfare of others) to measure the level of shared commitment 

between employees and customers and employees and the owner. The items were 

evaluated, pruned, and refined based on multiple independent reviewersô feedback on 

validity.  I was concerned with the high level concept of construct validity, which 

involves the empirical and theoretical support for the interpretation of the construct 

(Sapsford 2007).  I was very concerned that each of the items operationalize the 

behavioral, attitudinal, and temporal components of commitments, as found in the 

literature.  For example, I made sure that each of the items that operationalize collective 

action was in fact a specific action that an employee could take.   I was also concerned 

about content validity, whether the items cover the domain to be measured. The rich 

qualitative data was helpful for pulling out all of the items that relate to a particular 



 

77 

 

domain.  Discriminant validity between items was also a consideration, carefully editing 

items to differentiate between whether an item is, for example, more about shared values 

or about a concern for the long-term well-being of other actors.  Conversation with 

independent reviewers was invaluable in this step.   

In the item development I paid particular attention to avoiding double-barreled 

questions and tried to keep the items as easy to understand as possible (Fowler 1995). I 

decided to include several reversed items to act as mental speed bumps for the 

completion of the survey, reducing the potential confounding influence of common scale 

anchors (Podsakoff et al. 2003) and acquiescence on the part of participants (Winkler et 

al. 1982). This entire process took approximately 12 weeks and yielded five to eight 

items for each dimension.   

The translation of the items from English to Turkish took another 10 weeks.  

Multiple independent translators reviewed each of the items, with a particular emphasis 

on the clarity of the items in straightforward Turkish.  When translations differed, there 

was discussion between the author and the translators on which phrasing best captured 

the meaning of the item. I aimed for the most clear and accurate translations, that the 

interpretation of the items would be consistent, increasing the validity of measurement 

(Fowler 1995). This was one way I strove to eliminate item ambiguity (Podsakoff et al. 

2003).  

 Once the translation was completed, the items were pretested among several 

reviewers of different educational and socio-economic backgrounds. Due to the already 

restricted population at the farm, I did not pretest the items amongst the employees 

themselves. Nevertheless, per the primary hope of Fowler (1995), I took considerable 
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effort to carefully evaluate questions before using them in the survey. The independent 

reviewers thought the survey was overall very clear and using their feedback I eliminated 

a few unclear items and rephrased a few other items. 

There were 62 items on the final questionnaire and the pretests showed it would 

take about 15 minutes to complete verbally.  There were 12 items about the employeesô 

work on the farm, such as how long they have worked there and their satisfaction on the 

job.  The bulk of the survey was 37 items measuring three different dimensions of shared 

commitment that employees feel with the owner and customers.  I discussed with other 

scholars about whether these items should be mixed up or kept in their original 

groupings.  In the end, we opted to keep them together so that the questionnaire would 

flow much more logically and feel less scattered to the respondent.  There were of course 

no titles written for the different categories, they were just simply numbered.  There were 

five items on measuring life satisfaction, the standard satisfaction with life scale (Diener 

et al. 1985). The scale for all of these items was a 1 to 7 Likert scale, anchored by ñI 

completely disagreeò and ñI completely agree.ò The survey concluded with eight 

demographic questions, which were put last in order not to prime the rest of the responses 

(Podsakoff et al. 2003). 

A scale with the associated meanings for each was placed at the start of each 

section on each new page.  Below each question the 1 to 7 scale was listed so that the 

respondent (or interviewer) could simply circle each answer.   This employee 

questionnaire is included in the Appendix B.  
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3.3.2.2 Customer Questionnaire Development  

 

I developed the customer questionnaire in parallel, following the same steps.  There were 

65 items on the final questionnaire and the pretests showed it would take about 10 

minutes to complete online.  There were 17 items about being a customer of the farm, 

such as how frequently they purchase from the farm and their overall satisfaction.  

Included in these were items related to feelings of loyalty, a bond, and a long-term 

commitment to the overall network that would be used as indicators of the mediator 

ñOverall Connection.ò The bulk of the survey was 35 items measuring three different 

dimensions of shared commitment that employees feel with the owner and customers. I 

asked the same standard satisfaction with life scale (Diener et al. 1985) that I asked the 

employees. The survey concluded with eight similar demographic questions.   

I attempted to make the questions on the customer questionnaire as similar as 

possible to the employee questionnaire.  Uniformity was not possible because, for 

example, the actions that customers would talk to demonstrate collective action are 

different than the ones taken by the employees of the farm.  Screen shots of parts of the 

customer questionnaire are included in Appendix C.  

 

3.3.3 Procedures 

 

In this section I will present in detail the procedures I used to administer the employee 

and customers surveys.   
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3.3.3.1 Employee Survey at MSF 

 

I went to the farm to administer the questionnaire face-to-face.  Because I expected the 

numbers of employees at the farm to be under 100 people, it was vital that every 

questionnaire was completed carefully in order to have enough responses for meaningful 

analysis. As mentioned, I was prepared that the education level of many of the women 

would require me to verbally read the items and record their responses (Bulmer 1993).  

I tried to employ best-practices in conducting survey research (Fowler and 

Mangione 1990) in order to yield reliable and valid data.  In an introduction read to the 

employees, I told about my institution and the purpose of the research.  I explained that I 

was entirely independent from the farm and was not working for the managers of the 

farm and that all responses would remain anonymous.  The owner and managers were not 

present while the employees answered the questionnaire. 

I encouraged the respondents to be open and honest in their answers.  I 

emphasized that that there was no right or wrong answer and that the only thing that I 

wanted to learn was their opinions. I explained the 1 to 7 scale.  In front of each of the 

employees as they answered was an additional piece of paper with the scale printed very 

clearly, with each number also labeled with the corresponding answers. In order to 

mitigate challenges in understanding my Turkish pronunciation and to not wear myself 

out reading the same items over and over again, I had a recording of a female native 

speaker reading each of the items.  In most situations I would play the recording, pausing 

it as necessary for the employees to have the time to circle their response for each item. 
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I received the approval of the owner and the other managers to conduct a 

questionnaire a couple months before my site visit.  As mentioned earlier, I had been 

previously granted access to the farm and meeting with the employees.  In my two prior 

visits to the farm I had built trust with the employees and owner of the farm.   Were it not 

for the previous visits and the interviews and observations I had conducted, I do not think 

I would have been given permission to conduct a more formal structured questionnaire.  

Before going to the farm I went to great lengths to ask the managers of the farm to 

help me set up a schedule for conducting questionnaires with the employees.  I did not 

want to show up and try to organize things on the fly. In past visits I had met with 

employees as they went about their jobs, but for conducting the questionnaire I requested 

a place where I could meet with the employees individually.  It was not until I arrived 

that they provided me a list of employees, which was not entirely complete or up-to-date.  

While the management was generally supportive of my research, they did not help me 

create a schedule or give me a place to meet with the employees one-on-one.  

I tried to adjust my approach based on the demands of the context.  Often times 

four or five employees who were together were sent to me to complete the questionnaire 

at the same time.  In these situations, I handed a copy of the questionnaire to each person. 

In a few situations someone told me that they were unable to complete it by themselves, 

and asked if I would write for them.  In the findings section I will go in to greater depth 

about what I observed in this situation.   

I completed questionnaires with 81 employees at the farm, 80 of which were 

usable. After a multivariate outlier analysis, the final sample size was 78.  I had hoped 

there was closer to 100 employees, but the managers explained that there had been some 
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turnover and other employees were out due to recently having a baby or various family 

obligations.  I am only aware of two employees who insisted on not responding to the 

questionnaire. I voice recorded many of the surveys and the discussion that transpired, 

and transcribed all of the conversations.   

 

3.3.3.2  Customer Online Survey  

 

The conducting of the online survey was much more straightforward. For ease of 

administration (Fowler 1995, p. 99) I favored an online distribution mechanism because 

AFN customers are using online systems for purchases.  I entered all of the survey items 

into a GoogleDocs survey, which can be seen in  Appendix C.  The survey was accessible 

through an online link.  The online format also provided the advantage of total anonymity 

of the participants, one of the primary ways of reducing social desirability bias (Nederoff 

1984).  

Pinar agreed to send out this link to the readers on the email list.  When I was at 

the farm and met with her face-to-face, she asked me how many responses I hoped to 

obtain.  She thought about just sending the link to the first part of her alphabetized list in 

order to limit the amount of responses, but in the end she surprised me by sending it to 

her entire list.  She also prominently mentioned it at the very beginning of her email on 

October 29, 2016.  I am not sure how carefully she reviewed the items before deciding to 

send, but she did not suggest any changes.   

Pinar sends an email each week, on Saturday evenings, to she claims about 60,000 

people.  She estimates there are closer to 10,000 people who are somewhat regular 
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customers, which I think is a more conservative estimate for an average number of 

weekly readers.  Based on interviews, I know that some customers do not read the emails 

every week, just as some people who are not regular customers still do read her emails.  I 

received 700 completed surveys in just 24 hours.  Over two weeks I received a total of 

1,440 responses. I therefore estimate a response rate of approximately 14.4 percent.  I 

found this high considering it was an independent research project, a relatively long on-

line survey, and there was no follow-up.   I included an open response item to give people 

the chance to share any other thoughts and feedback on the survey form, which scores of 

people did.  Pinar also forwarded me a handful of emails from customers who wanted to 

ask me more about the survey and give feedback.      

 

3.3.4 Data Analysis 

 

With the hard work of the data collection behind me,  I moved on to the rigorous analysis 

of the rich data.  I will explain here how I prepared the data, dealt with missing values, 

and then performed confirmatory factor analysis and structural equation modeling.   

 

3.3.4.1 Data Preparation 

 

Data cleaning and preparation took a considerable amount of effort.  For the data 

preparation, I used IBM SPSS Statistics 24.  I first inspected the data for a number of 

common problems. Looking at frequency histograms, I checked that the data had 

plausible distributions.  As is typical in marketing, there was a negatively (left) skewed 
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distribution.  It is not surprising that both the employees and customers tended to give 

answers closer to ñCompletely Agreeò on the scale.  In the employee data, the mean 

response for one of the items about a component of shared commitment was generally 

about 6 to 6.5 (On a 1 to 7 scale) with a standard deviation from 0.8 to 1.7.  The kurtosis, 

or peakness of the data, was typically positive, showing a distribution more peaked than a 

normal distribution.  In the customer data set there was still negative skewness, but lower 

mean responses, more in the 5.2 to 6.2 range with a standard deviation of 1.2 to 1.4.  The 

kurtosis was again typically positive. 

 In neither data set was there a prevalence of variables with many missing values.   

The only variable that was missing more than 2 percent of responses was in the customer 

survey, ñIn which year did you begin purchasing from MSF?ò  This was missing 8 

percent of values.  This was due to the fact that this was an open response item, which 

some people skipped or wrote ñI canôt rememberò because they were not sure which year 

they began.  Nevertheless, there were no variables that needed to be excluded from the 

analysis.   

In the employee survey there was only one survey response that had to be 

eliminated due to missing a large number of values.  In a search for outliers using SPSS, I 

noticed that two cases were frequently problematic, suggesting they were multivariate 

outliers.  There were many scores from these two cases that were identified as extreme 

outliers from the normal distribution.  On several items, the box plot indicated that they 

were outside of three standard deviations of the mean (Kline 1998).  Because it only 

involved eliminating two cases and would not be a substantial drop in sample size, I 
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opted to drop these cases from the sample, rather than modify the scores (Kline 1998, p. 

80).   

Per the guidelines of Kline (1998), I ran the analysis both with and without these 

two cases eliminated.  Because of the small data set, SEM was very sensitive to these 

unrepresentative cases.  When I eliminated these multivariate outliers, the direction of the 

relationships between variables did not change, but they became significant.   In my 

extensive qualitative data collection, I was very keen to find exceptional cases.  One of 

these respondents worked at MSF less than one month and was especially unhappy.  In 

the other case, there was a lack of consistency in the answers, which may have something 

to do with the low educational level. In such a small data set, the unrepresentative data 

had a large impact on the results.  Instead of allowing unrepresentative respondents to 

make the other 78 cases appear insignificant, I opted to eliminate these cases.  Therefore, 

I report the results from the data (N=78) with the multivariate outlier cases omitted.  

In the customer data set (N=1404) I did not eliminate any outliers because the 

large sample size was not overly impacted by them. The missing data in the larger 

customer sample of 1440 responses was expectedly greater due to being online.  I 

decided to exclude any responses that had less than 90 percent of the responses.  In some 

of the surveys it was clear that someone had skipped over an entire page to click to the 

end and submit.  Eliminating the responses that were missing many answers yielded 1404 

usable responses.     
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3.3.4.2 Dealing with Missing Values 

 

In order to deal with the missing values, I followed the steps recommended by Hair et al. 

(2013).  I first determined that the type of missing data was not ignorable and should 

warrant action.  I used Littleôs Missing Completely at Random (MAR) test to select the 

proper imputation method.  I used the Missing Values add-on in SPSS.  In the end, for the 

customer data set I opted to use the multiple imputation method in order to supply the 

missing values, which is typically regarded as the most sophisticated way to impute 

missing values (Hair et al. 2013).  

With the much smaller employee data set, I was able to deal with the missing values 

by simply using the series means.  In the very few missing demographic responses, I 

based the new values on other people that would be a good comparison.   

 

3.3.4.3 Confirmatory Factor Analysis 

 

After obtaining a complete data set, I moved on to conducting a confirmatory factor 

analysis (CFA).  CFA is a way of testing how well measured variables represent a smaller 

number of constructs (Hair et al. 2013).  In CFA, I specified both the number of factors 

that exist for a set of variables and the factor on which each variable would load.  CFA is 

a tool that helps to confirm or reject my preconceived theory.    The measurement theory 

specifies how measured variables logically and systematically represent constructs 

involved in a theoretical model (Hair et al. 2013).  I utilized IBM SPSS AMOS 24 in 

conducting CFA.  I followed the steps for CFA as outlined by Hair et al. (2013): 
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1. Defined individual constructs 

This process began with a theoretical definition of each construct, which I 

developed from my qualitative research. As I described in the development of the 

survey instrument earlier, I operationalized the construct by selecting its 

measurement scale items and scale type.  Because there were no scales on shared 

commitments in prior research, I did new scale development.  For example, for 

the construct collective action I developed seven items to measure the level of 

collective action that customers feel with the owner.  Only for the life satisfaction 

scale was I able to use a scale from prior research (Diener et al. 1985).   

2. Developed the overall measurement model 

With the scale items specified, in the next step I specified the measurement 

model.  I identified each latent construct to be included in the model and assigned 

the measured indicator variables to each of the latent constructs.  I started out with 

five to eight items/variables for each of the latent constructs.   

3. Designed the study to produce empirical results 

In this step, I designed and executed a study for collecting data for the 

measurement model.  I have explained in detail how I did this amongst both the 

employees on the farm and the customers online.  The vastly different sample 

sizes (78 compared to over 1000) was one of the challenges I faced, as was the 

difference in the education level of the populations and their familiarity with 

surveys.   
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4. Assessed measurement model validity 

I next came to the crucial step of assessing whether the measurement model is 

valid.  In chapter 5, I will detail how I assessed model fit, including measures for 

absolute fit, incremental fit, and parsimony fit.  As recommended by Hair et al. 

(2013), I also compared different models, because it is much easier to tell whether 

one model is better than another, rather than to say whether one model is 

absolutely good or bad.   

 

3.3.4.4  Structural Equation Modeling 

 

Based on the measurement model I tested in CFA, I now moved on to test both the 

measurement and structural model in SEM.  CFA alone is limited in its ability to examine 

the nature of relationships beyond simple correlations. Building on the steps from CFA, 

in SEM I took two additional steps: 

5. Specified the structural model 

In step 5, I moved from the measurement model to the structural model.  In this 

step, I assigned relationships from one construct to another based on my proposed 

theoretical model.  I hypothesized a series of dependence relationships among 

existing constructs.  For example, I hypothesized in the customer model that 

ñshared commitment with the ownerò will increase the ñlife satisfaction.ò   Based 

on theory, I tested out a number of variations in the dependence relationships.  For 

example, while I theorized that  ñshared commitment with the ownerò and ñshared 

commitment with the employeesò would be correlated with each other in the 
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measurement model, in the structural model I also considered whether ñshared 

commitment with the employeesò is actually driven by ñshared commitment with 

the owner.ò 

6. Assessed the structural model validity.  

In this final step of SEM, I tested the validity of the structural model.  Here, I am 

interested in not just whether the model has acceptable fit, but whether it performs 

better than any alternative model.  I needed to not only achieve good model fit, 

but also establish that the individual parameter estimates are statistically 

significant in the proper direction and nontrivial.   

 

3.3.5 Limitations 

 

I was mindful of the risk of common method variance (CMV) having a confounding 

influence on the empirical results.  CMV is the variance that is attributable to the 

measurement method rather than to the constructs the measures represent.  All the 

measures in the survey were perceptual and were collected from the same source (i.e. 

self-report).  The customers, for example, were responding to items about shared 

commitments with the owner and employees that were very similar.  The parallel 

structure of the items for two different constructs was done intentionally, but it does 

present an issue of CMV.   Furthermore, the dependent variable of life satisfaction was in 

the same survey with the same scale. While I was not able to obtain measures of the 

constructs from different sources (Podsakoff et al. 2003 p. 887), I tried to address many 

of the potential causes of CMV biases.  The total anonymity of the participants on the 
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customer survey reduced common rater effects such as social desirability, leniency bias, 

and acquiescence bias. I also conducted tests of CMV, which suggest that CMV is not a 

significant threat in this study.  

One of the concerns with the customer data set was also a sampling bias.  The 

people who responded so quickly and enthusiastically are obviously the most likely to be 

regular readers of Pinarôs emails and the most committed customers. In this way, ñthose 

who decline to take part may well have different attitudes and behaviours from those who 

do cooperateò  (Sapsford 2007, p. 93).  One of the measures I took to test the bias of the 

most committed customers being the primary respondents to the survey was to compare 

the differences between the first respondents and the later ones.  Perhaps the more 

quickly someone replies is an indication of their commitment to the farm.  In order to test 

this, I split the sample between the first 700 respondents and the next 700.  Doing an 

independents sample t-test across all of the variables, I found only three variables that 

were statistically significant at the p=0.01 level.  One of the variables that did show a 

significant difference was ñI read Pinar Hanimôs weekly emails,ò which confirms the 

validity of the data because the person was reading the email right away.  However, there 

was no statistical difference between the early and late responders for any of the 

dependent variables, such as satisfaction with the farm, likeliness to recommend, or any 

of the life satisfaction items.   

 If I split the respondents based on the first 200 responses and the last 200 

responses, a more stringent test of whether early respondents are more committed 

customers, greater differences become apparent.  For example, there were now seven 

variables that were statistically different, including a personôs willingness to recommend 
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the farm and their likelihood to defend the ownerôs principles.  It is fitting that reading 

the emails and the effort to respond to the survey, which are examples of actions a 

customer can take to demonstrate shared commitment, will be higher amongst a more 

committed core of customers.  If there was a way to force all customers to take the 

survey, the split sample comparison suggests that there is a drop-off in commitment level 

as more people respond.   

This analysis suggests that the approximately 14 percent response rate contains a 

higher proportion of the most committed customers. However, while important to 

recognize this, it is not problematic for my research in that my objective is not to prove 

that all of the customers of MSF have high shared commitment, but rather that shared 

commitments do have a strong existence in the network.   The fact that there are hundreds 

and even thousands of customers that will reply to a survey and report high commitment 

levels speaks to the promise of MSF as an alternative model. Seeking out negative cases 

in my qualitative research also helped guard against only hearing the voice of the most 

enthusiastic customers.     

 

3.4  Integration of the Qualitative and Quantitative Data 

 

As mentioned before, mixed method design involved the synthesis of all of the data 

together.  Therefore, after testing the model, the methodology was not yet complete.  
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3.4.1 Assessing the Modeling Results 

 

After the modeling efforts, it was time to go back to the extensive qualitative data that I 

had collected and compare what I had found.  I wanted to be critical of assuming the 

superiority of the quantitative part of the research.   There are strengths in the clarity of 

the dependence relationships between variables, but all of the exploration and discovery 

in the qualitative data collection and analysis could not be captured in a couple models.  

While SEM is a powerful analytical tool, it still has limitations in modeling multiple 

constructs for a network of actors.  For example, the high correlation between shared 

commitments with the owner and the shared commitments employees is important 

theoretically, but made model fit very difficult.   

Part of the integration process was a recognition of the limitation of the survey 

instrument that I had developed.  Especially in the questionnaire on the farm with the 

employees, I felt the inadequacy of a 1 to 7 scale to capture the employeesô experience 

and feelings.  The quantitative analysis was also unable to account for the feelings of the 

owner within the network.  I will share the related findings in the following chapters and 

discuss them in the concluding chapter.   

 

3.4.2 Dark Sides of Shared Commitments 

 

To this point in the research I had focused on the well-being outcomes of shared 

commitments.  However, in addition to the bright side of the story I was mindful that 

there may also be a dark side.  Related literatures on commitment, social capital, 
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relational marketing, and brand communities all address dark sides.  Dark sides have 

been considered as the downsides of long-term relationships (Grayson and Ambler 1999) 

and trust (Numerato and Baglioni 2011). While pointing to many benefits to commitment 

such as certainty, efficiency, and effectiveness, Dwyer, Schurr, and Oh (1987, p. 25) also 

recognize that ñThere are bilateral sets of costs and benefits to relational exchange; a 

durable association is not necessarily desirable.ò  In chapter 6, I develop an analytical 

framework grounded in a literature review of dark sides. 

I did additional qualitative data collection to look for the dark sides, and more 

generally make sure that I was getting the entire story on the farm.  In my last visit to the 

farm, I probed for dark sides of the farm for the owner and the employees.  Sample 

interview questions are included in Appendix D.  An additional step I took was to contact 

all of the customers that I had met with at the beginning of my data collection.  I found 

out that many had left.  In the final two chapters I will also present evidence of and 

discuss the dark sides of shared commitments as seen in the case study of MSF.   

 

3.5 Conclusion 

 

In this chapter, I have detailed the exploratory sequential design mixed method approach 

to my thesis.  I collected and analyzed qualitative data, developed a model, and then 

collected and analyzed quantitative data to test this model.  Finally, I integrated the 

findings. In the next chapter I will present the qualitative findings from the research 

design planning and implementation.     
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CHAPTER 4: QUALITATIVE FINDINGS  

 

4.1  Introducing the Model 

 

Shared commitments among networked actors are oriented towards their shared goal. The 

emerging model shows a multi-agent conceptualization (Caruana and Chatzidakis 2014) 

of the interdependence of elements in the marketing system (Mittelstaedt, Kilbourne, and 

Mittelstaedt 2006).  I introduce the model here (Figure 6) to orient the reader toward the 

direction of the findings. 

As shown in Figure 6, the triangle formed by links 1, 2, and 3 depicts my findings 

about how shared commitments have developed between the owner, employees, and 

customers.  Link 1 is between the owner and customers.  Link 2 is between the owner and 

employees.   Link 3 is between employees and customers.  As previously mentioned, I 

theorize that each of these shared commitments between actors is characterized by a) 

collective action, b) congruent values and goals, and c) concern for the future welfare of 
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other actors. These elements are part of commitment to a particular goal or course of 

action, rather than to the organization or to an exchange partner.   

 

 

Figure 6 Model of Shared Commitments 

 

The goal can change for every alternative market.  The goal also is subjective in 

the sense that the goal may not be precisely defined and different actors may have a 

different goal in mind.  The synthesis of my findings shows that there are two primary 

and interconnected goals of MSF, which will become clear as more evidence is 

presented.  The first goal is to produce ñreal foodò in response to the industrialized food 

sector.     

 

Turkey has a need for real foodéI am very idealistic; if I wrote item by item all 

the fraudulent claims you would not put a bite of food in your mouth for weeks. I 

am expending effort to correct this cruel system. And I will correct it, you will see 

J. (Pinar, 1 July 2013 email). 
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The actors rally around the idea of traditionally grown, healthy, natural, and delicious 

food they feel should be grown and produced on small-scale farms without pesticides and 

additives.   

The second related goal is to support villagers in their traditional way of life and 

ability to produce ñreal food.ò Pinar writes, ñWe will open the way for hundreds, or 

maybe thousands of people who love their country deeply, of earning money by doing the 

work they know best without migrating or melting away in the systemò (Pinar, 12 August 

2013 email). The actors within MSF are motivated to support the employees of the farm 

by affirming their traditional skills and enabling them to earn money. 

Figure 6 also represents how the owner and employees are local, while the 

customers are non-local, separated by geographic and social distances (Raynolds 2002; 

Weber, Heinze, and DeSoucey 2008).  Of the three links, links 1 and 3 depict how the 

geographic and social distances can be traversed.    

I begin by presenting qualitative findings about the existence of shared 

commitments.  I then present findings about how the shared commitments developed 

between the actors.  For each of these first two sections I will share detailed qualitative 

evidence for the three different links.  Finally, I present findings on the well-being 

outcomes for the employees, customers, owner, and the community and society.   
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4.2  Existence of Shared Commitments 

 

I first present evidence that shared commitments, a choice of a course of action in 

common with others, do in fact exist between the three different actors.  Based on the 

conceptualization of shared commitments, in order to say that shared commitments exist, 

there should be evidence of each of the following three components:  a) collective action, 

b) congruent values and goals, and c) concern for the future welfare of other actors.  

Furthermore, in order to say that it is shared, there should be evidence that both of the 

actors have the commitment.   

In the qualitative research, my effort was not to assess the degree of shared 

commitment or how much this is true throughout the entire network.  Rather, I wanted to 

gauge if shared commitments were evident in each of the three primary links in the 

network.  If shared commitments exist in MSF, it is hopeful that shared commitments can 

grow and are possible for other AFNs.   

 

4.2.1  Existence of Shared Commitments between Owner and Customers 

 

The owner and customers within MSF take collective action toward the same goals.  In 

her regular emails to customers, Pinar calls people to collective action. ñI need every one 

of your ideas, every suggestion. Every thought that comes to your mindéis very 

important to meé. At every step I am going to ask for your supportò (Pinar, 19 August 

2013 email).  One male informant shared,  
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To support Pinar is another good motivation for buying, to support this type of 

initiative; I want to be in support.  I am also buying from her because of this.  This 

kind of local and small agriculture against large scale production should be 

supported. (Yasin) 

 

This quote shows a desire to take action in support of the ownerôs initiative for smaller-

scale agriculture.  The personal contact between the owner and customers is another form 

of collective action.  Husniye, who is the long-time personnel manager and works closely 

with Pinar, explained, ñThey are taking my number, constantly calling or they are 

inviting me to their home, inviting me to dinner.  They arenôt like customers, there is a 

different communication between usò (Husniye).  The personalized communication 

shows a mutual effort to build a different type of network between producers and 

consumers.   Pinar believes that customers are typically considered dupes by the system, 

but she aims for something different. ñWithout treating customer as if he or she is stupid, 

without poisoning them, we were able to exist by empathizing with customers and by 

doing old style tradingò  (Pinar, 24 May 2015 email).  By setting up an alternative 

market-place, Pinar believes she is taking collective action with the customers toward 

more sustainable agriculture.  

Second, my interviews revealed that the customers have congruent values and 

goals with the owner.   

As far as I can see, MSF is not exploiting natural resources and is living together 

and behaving properly with the earth. This really pleases me because the typical 

trend is more, more, more production, more and more consumption. In contrast to 

this, MSF is about honest production and consuming only what one needs.  For a 

sustainable world this is a really important concept.  I applaud this about MSF. 

(Necmi)  
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This customer explains how he shares the same values of only producing and consuming 

what one needs.  Another customer connects what Pinar is doing with her own 

background and beliefs:   

[Pinar] says that what they are doing is not organic, they donôt have an organic 

certification, but they are using the old methods, which you know, I know about 

these things a little bit because I was raised in a small village. So I know about the 

things that she mentions, for example she says that she uses this on the tomatoes, 

for example, and I know that she is doing the right things when she says these 

small details.  (Ebru) 

 

 Another customer explains further how what Pinar writes in her emails influences her 

and increases her confidence they share congruent values and goals.   

And her words maybe, that very warm, very welcomingé maybe the things that 

she wrote is also affecting.  And also she is openly saying that I donôt have an 

organic certificate because she does not believe in it. She is not looking for a 

paper, she is looking for something more than a paper, I think that is why I built 

trust. (Aleyna) 

 

The customers feel shared commitment with an owner who does not just want an organic 

certification, but cares about using traditional farming methods and challenging the 

predominant production and consumption mentality in Turkey.   

Third, my data show that the customers and owner have a concern for each 

otherôs long-term welfare.   Pinar frequently writes about her concern for the well-being 

of her customers.  She expresses a sadness for people in the cities who are earning money 

but being worn down physically (Pinar, TEDx Talks, 15 April 2013 email).  She is 

motivated to fight against a system that is harming the long-term health of consumers.  

ñIf I wrote item by item all the fraudulent claims you would not put a bite of food in your 

mouth for weeks. I am expending effort to correct this cruel systemò (Pinar, 1 July 2013 

email). Pinar is concerned about the long-term welfare of consumers in Turkey, not just 

seeking profit or even incremental health improvements for a few people.  The customers 
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also express a remarkable warmth and admiration towards Pinar.  One customer 

commented that she is the ñheart of our homeò (open response item in online survey).   

Another respondent commented, ñMay God protect Pinar Hanim.ò  In my qualitative 

data, customersô concern for the future welfare of the employees was more strongly 

expressed than for Pinar.  Many customers made comments like, ñI wish there would be 

many like Pinar Hanim all overò (Aslan).   Other customers comment on the importance 

of Pinar not doing this for money, but also wish her to be profitable in order to continue.   

[Pinar] is always saying very openly that she has enough money, and she is not 

doing this to get rich.  But obviously this has to make money, so that she pays for 

all these costs of labor, cost of raising produce in a more costly way, and also to 

make all these investments.  So it has to be profitable. And I am totally for it.  

People who do good jobs have to make profit, so they can keep this going on. If 

itôs not profitable, it wonôt keep going on. (Gizem) 

 

Gizem desires for Pinar to be profitable and successful in order for the goals of MSF to 

be fulfilled.   The customers wish for Pinar to be successful and continue her work, but 

they do not express as explicit a concern for her personal welfare, likely because they 

perceive her to be self-sufficient and more trying to improve the lives of others than her 

own.  This will be discussed more in the integration with quantitative findings at the end 

of chapter 5.   

 

4.2.2  Existence of Shared Commitments between Owner and Employees 

 

I now turn to link 2 (in Figure 6), considering whether there is shared commitment 

between the owner and employees.  Here, I am interested in whether there is a typical 

boss-worker relationship between them, or whether there is something additional taking 
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place on the farm.  Do the employees have a sense they are working towards the same 

goal, share similar values, and care for one anotherôs long-term welfare?   

I indeed found evidence of collective action between the owner and employees.  

One person who has been an employee for 10 years shared,  

We started with three people.  I mean we began with hard work.  Together with 

our friends and our boss we fought to get where we are now.  We are very 

pleasedé We worked with our boss like a friend and a big sister. (Erkay)  

 

Another long-time employee voiced the extra effort she and her coworkers are investing.   

ñAnd we are also putting our heart and soul into our work for her.  As it grows we are 

also very happyé It means that Sister Pinarôs rising is all of our risingò (Nehir).  This 

employeeôs comment also shows how the collective action they take is toward their 

mutual success.  Many of the employees demonstrated collective action by talking 

favorably about the farm and bringing others to work with them.  ñI also brought many of 

my friends to work here.  My contacts, from my friend group, I have brought many 

people. óA very good place, you come work too.ô Like, I was both an example and I 

brought peopleò (Kevser). Working hard alongside each other, putting their heart and 

soul into their work, talking favorably about the farm, and bringing others to work are 

examples of collective action between the owner and employees.   

I also see evidence of similarities in the values and goals between the employees 

and owner.  One of these values is the ability of a womanðeven an unmarried oneðto 

work and be successful.   

Pinar Hanim is a role model for me.  Womenôs role model. She was successful, 

she worked, she started her own business and grew it.  She was also a single 

woman when she came.  I was here when the farm was first beginning.  During 

the five years that I was working here with Pinar Hanim none of what you see was 

here. (Zehra) 
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Here, Zehra also refers to a shared goal they have of building up a farm from almost 

nothing.  The employees and owner both talk frequently about the merits of village life, 

and how they are happier than their weary urban customers.  It was common for the 

owner and employees to say that customers tell them, ñYou all are really beautiful, you 

stay so young. You live naturally. Itôs not like that in the city. Clean air, everything is 

organicò (Feyza). They have shared distaste for the packaged food industry and a shared 

goal of growing and producing healthy food according to their village traditions. 

There is also abounding evidence of shared commitments in the concern the 

employees and owner have for one anotherôs future welfare.  Zehra shared with me how 

she was left with three kids when her husband died of cancer, and she had never worked 

outside of the home.  Employment at the farm gave her a way to provide for her family. 

Thanks to Pinar Hanim, she provided me every kind of physical and emotional 

support. Therefore I could never repay her.  She always helped me from every 

side and not just me, she has physically and emotionally been by the side of all of 

my friends who work here.  This is the truth. I mean, no one could argue this. 

(Zehra) 

 

Zehra shared further that for another health reason she had to leave for 18 months, but 

Pinar Hanim hired her back in a lighter job to help her get back on her feet. Reflecting on 

the overall different kind of relationships they have at MSF, one of the employees told 

me in an interview,   

There are no other jobs as comfortable as this one. Transportation, breakfast, 

lunch.  Now we are like a family. People donôt treat each other like they are at 

work.  There is an altogether different family atmosphere.  Whether Husniye 

Hanim or Pinar Hanim.  Itôs not like worker-boss, but like a family.  (Nehir) 
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4.2.3 Existence of Shared Commitments between Customers and Employees 

 

Link 3, the link between customers and employees, is the most challenging of the shared 

commitments to develop in the spatially extended AFN.  As shown above, link 1 is 

facilitated by Pinarôs regular communication with customers, and link 2 is easier because 

of daily contact between the owner and employees on the farm.  Here I focus on the 

findings that shared commitments can develop over a spatially extended network, even 

between customers and employees, who are more socially and culturally different.  The 

owner plays a facilitating role in bringing the employees and customers together.  If the 

employees and customers can directly work together, have congruent goals and values, 

and have a concern for one anotherôs future welfare, the network becomes stronger, not 

just hinging on the owner.  This relates to how ñvalue can be cocreated by two or more 

actors in the service ecosystem without the explicit involvement of a lead actorò  (Lusch 

and Nambisan 2015, p. 164). 

First, despite the geographic distance, I see examples between customers and 

employees of collective action toward the same goals. Customers frequently mention how 

they pay more for products in order to provide employment for women in the village who 

grow and prepare natural food. ñI know that a woman is working for me there and she is 

earning money; maybe she is bringing money to her family to her son or daughter and 

this makes me happyé I have a more direct contactò (Ceren).  Visits to the farm and 

thanking the employees, phone calls to the employees for advice, and recommending to 

friends are other behavioral examples of how customers and employees work together.  
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One employee reflected on how meeting with the customers motivates their work, ñWhen 

they say óthanks for your good workô we also feel proud.  We do our work with even 

greater joyò  (Feyza). 

Second, my time in the field shows that customers and employees have congruent 

goals and values.  ñThe most important thing is that we really grow all of our own natural 

foodéAll of our customers know thisò  (Candan).  According to one employee, 

customers say to them, ñYou live naturally. Itôs not like that in the city. Clean air, 

everything is organicò (Feyza). A customer reflected her related values and goals in this 

way:  

So the natural way of farming is dead I guess, except for small grass roots 

organizations like [MSF]éWhat we eat is really affecting us, our bodies, our 

children.  So it is not just for a small number of people, for a city, it is for the 

world; it is very important.  (Rengin) 

 

Customers and employees have common values of growing natural food for a healthier 

lifestyle and future.   

Third, my data show that employees and customers have a concern for each 

otherôs long-term welfare that goes well beyond an economic exchange.  When asked the 

reasons for her involvement with MSF, one customer answered in the following way:  

The top one [is that] the people who are working there are really getting involved 

with something wonderful, earning money and are able to spend their money as 

they wishé. They are capable of buying or doing things that they had been 

dreaming of but had never been able to doé So dreams are coming true. (Rengin) 

 

Another customer communicates her concern for the long-term welfare of the villagers:  

ñPeople started to earn decent money by working under decent conditionsˈespecially 

women. Theyôve got their jobs now, their social security is paidéthey enjoy what they 

do.... And [Pinar] has started to turn these villages intoé self-sustaining, traditional 
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farming villagesò (Gizem). One customer (Emine) shared that although she is turned off 

by what she perceives to be Pinarôs greed and desire for fame, her commitment to the 

employed womenôs well-being is enough for her to continue as a customer. Employees 

frequently express concern about the health problems of their urban customers and share 

a deep belief that their health can be improved through the products from the farm. 

ñEveryone elseôs health is as important as our own health.ò (Kevser).  In this section I 

have shown the existence of the three components of shared commitments across the 

three links between actors in the network.   

 

4.3 Development of Shared Commitments 

 

In addition to conceptualizing and showing the existence of shared commitments, I aim to 

make a further contribution by considering in this case study how shared commitments 

were fostered, which could be replicated by other AFNs and alternative economies. In 

analyzing the data, several subthemes emerged as to how shared commitments developed 

across each of the links between actors. Table 2 summarizes the ways that shared 

commitments came into being between the owner and customers (link 1), the owner and 

employees (link 2), and customers and employees (3). The final column in Table 2 

explains the dyadic or mutual nature.   
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Table 2 How Shared Commitments Develop 

Shared Commitments  How Shared Commitments Develop Explanation of Dyadic Nature 

Shared Commitments 

between Owner and 

Customers 

(Link 1) 

Connection to ownerôs story Shared commitments are built as the 

customers relate with the ownerôs story 

Focus on quality over price Owner selects price based on quality and 

sharing benefits with employees, rather 

than profit; likewise, consumers care less 

about price and more about the health and 

social value of the products 

Personalized communication Personalizing reciprocal communications 

re-socializes the producer-consumer link 

ñInclusiveò framing  

 

Diagnostic, prognostic, and motivational 

framing that includes customers 

Customer involvement and 

acknowledgment 

Shared commitments grow as the owner 

gives customers ways to be involved and 

thanks those who are 

Shared Commitments 

between Owner and 

Employees 

(Link 2) 

Founding with everyoneôs 

contributions 

ñThere was my land, and their 

knowledgeé we met up and began to 

workò (Pinar, 15 April 2013 email)  

Independence and respect at work Given by the owner and earned by the 

employees 

Working alongside each other Unity in their work and value of each other 

as people 

People first Mutual commitment to continue 

employment despite changing family 

circumstances  

Shared Commitments 

between Customers 

and Employees 

(Link 3) 

Facilitated interactions The owner introduces employees and 

customers  

Human touch in products/packaging Employees do non-mechanized work; 

customers care that the food comes from 

people 

Distance-spanning technologies  Customers care about life on the farm, 

employees are willing to let their work and 

lives be displayed 

Physical visits Mutual concern as customers visit the farm 

and employees travel to events in the cities  

 

Table 2 serves as an outline for the following sections in which I present the 

evidence for each of these ways that shared commitments developed. 
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4.3.1 Development of Shared Commitments between Owner and Customers 

 

An important basis of the shared commitments within Miss Silkôs Farm is connection to 

the ownerôs story. Pinar sends weekly emails in which she frequently refers back to her 

own journey of leaving a busy city life and starting a new life in the village. 

Its founding philosophy was born from my own quest. I was born for a purpose, 

for this job. I was to live and give life to the soil, seed, trees, people, sayings, 

respect, feeling of trust, real Anatolia. With these I did not just want to be 

nourished, I also wanted to nourish them. Health to Istanbul, seeds to the soil that 

it deserves, earnings to Anatoliaé.Just earnings, honest earningsé.I was not just 

going to sell products, it couldnôt be that way. I was going to do something 

different, entirely other, crazy. Enduring all the conditions of the market, and 

ignoring the system, the farm was going to establish its own base. (Pinar, 24 May 

2015 email) 

 

Pinarôs story is filled with moral choices and judgments with which her readers can 

connect: a choice to ñgive lifeò; that the soil ñdeservesò certain types of seeds; that some 

earnings are ñjustò and ñhonestò (while others are not). Many of the interviewees were 

eager to tell about Pinarôs life story, which embodies many of their ideals. One informant 

said,  

I learned about the origins of that story bit by bit, how she gave up everything in 

Istanbul and went there and she had no idea of starting such a thing, she just 

wanted to raise some fruits and vegetables for her child, and then it got into this. 

(Gizem) 

 

Shared commitments are built between producers and consumers as the products are 

embedded with the producerôs story (Raynolds 2002). 

Communicating a lack of financial motivation appears to be another important 

part of Pinarôs ability to build shared commitments. In emails to consumers about the 

founding of the farm, Pinar explains she earned a lot of money from the water factory she 

started and then sold. When she then began MSF, ñI never thought about the money or 
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the returns. My money was enough for meò (Pinar, 14 January 2015 email). Pinarôs 

adequate money and lack of extrinsic motivation, in contrast to the norm of firstly 

financially motivated Turkish entrepreneurs (Benzing, Chu, and Kara 2009), is frequently 

mentioned by customers as a reason for their trust. One informant said,  

She did not start this for profité. You will understand this when I tell you her life 

story, how it beganéshe has money, she has done everything in her life, she 

doesnôt need money, she wouldnôt do anything for money. (Rengin) 

 

Nonprice considerations and social relationships take on greater importance as the levels 

of marketness and instrumentalism decrease (Hinrichs 2000).  

MSFôs loose payment system further engrains that Pinar is not profit motivated.  

One foreign customer was verbose about her experience in the farm never following up 

about payment and how it changes the relationship she feels with the farm.  Commenting 

on an outstanding six-month month bill from multiple orders, she said:  

So I paid it all and we are all paid up now, but they never said anything.  And that 

kind of relationship makes it feel very unlike a retailer who wonôt even start your 

order until they receive a payment.  So that kind of behavior encourages me not to 

treat them like an online retailer. So if I receive a product that I am disappointed 

with from a different retailer I am likely to complain or write a bad review, give 

bad word-of-mouth publicity, or switch to another retailer the next time I need a 

similar kind of product, but with [MSF] I am just really forgivingéI mean who 

am I to complain, they are not even making me pay (laughing)éOr sometimes 

one of the tomatoes maybe gets rotten on the transport, but I am very you know 

okay with that because they have that kind of relationship with me, where they are 

not being demanding of me, so I am less likely to be demanding of them.   

 

I see it more like a friend than a retailer.  A friend of mine, her husbandôs 

company has some employees from Erzincan, theyôre going to bring back some 

honey from Erzincan and they asked if I want to place an order from them, and I 

did.  But it is a friend, so I am not going to get mad if the order is late, I donôt 

even know when it is going to come, and thatôs okay. And that is kind of how I 

see [MSF], like kind of a friend of a friend that you make an order from.  And I 

am going to pay for this honey from Erzincan, Iôll pay the amount whenever they 

get it to me, but Iôm not going to pay in advance.  Itôs kind of a friend of a friend 

of a friend sort of thing so I am not going to pay this money in advance and 

demand it by Thursday.  They will get it to me when they get it to me and I will 
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pay when I get to it (laughing).  So this is the way that [MSF] functions too, and it 

makes it feel more like it is your auntôs friend or something rather than an actual 

company.  (Sarah)  

 

The prominence of the theme about lack of financial motivation in the interview data, 

demonstrated in part by the loose payment expectation, suggests that customers in an 

alternative market are drawn to a moral choice of a course of action with an owner who 

they trust is not motivated by profit. 

Pinarôs and the customersô personalized communication, including their 

informality and openness about their personal lives, re-socializes the producer-consumer 

link (Raynolds 2002).  The previously mentioned transfer of products embedded with the 

ownerôs story is not the only facet that builds connection; the reciprocal exchange of 

considerable personal information does so too. Pinar sets the tone in frequently 

mentioning her children and grandchild, and in using colloquial language and lots of 

emoticons. 

My job, our workers, you all, my childrené.In the corner of this perfect square is 

my grandchild, Miss Mavi, you all know. J A while back I had shared a photo of 

her eating yogurt. She has gotten bigger, is now 13 monthsé. Even when I am 

not with her my daughter-in-law sends lots of photoséof course I will also share 

them with you.J. (Pinar, 31 March 2013 email) 

 

Pinar writes details about her family as if she is writing to friends.  Customers likewise 

write to Pinar about their families.  Informants told of how they sent Pinar a personal 

email to become customers: 

One day I had the time so I sent an email to [Pinar] and she sent me a reply. I sent 

her a small account of our family. She was very kind to reply and then I started to 

order from her. (Gizem) 

 

The sharing about oneôs family and the nature of Pinarôs reply show a personal 

connection between Pinar and her customers. Though she has never met her face-to-face, 
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one informant describes Pinar ñlike a friend that I have known for a very long time. I feel 

like that when I read her emailsò (Rengin). Not all customers feel such strong affinity, 

such as one who alludes to a sense of tension about the personal nature of the 

correspondence. ñBecause [Pinar] shares her life so much with you, maybe we feel like 

we have to intervene, or we have to like or dislike her. But then you feel like, do I have to 

like or dislike my grocer?ò (Ebru). Indeed, this is one reason for the appeal of capitalist 

economic relations, ñin which the sticky ties of culture and social allegiance are 

banishedò (Gibson-Graham 2006, p. 83). 

In addition to sharing her story, her openness about her lack of financial 

motivation, and her personalized correspondence, Pinar helps stimulate shared 

commitments for a social movement by inclusive framing, involving customers through 

diagnostic, prognostic, and motivational framing (Benford and Snow 2000).  Although 

Pinar herself may not be aware of the theoretical language for what she does, Laamanen, 

Wahlen, and Campana (2015) conceive framing as ña transformative practice intended to 

change and disrupt dominant institutionsò (p. 7). As will be shown, Pinar is decidedly 

radical in her framing, working to change the system, and has been able to motivate 

consumers as choosers and citizens who can enact change.  Pinar has been remarkably 

successful in transcending the within or without dichotomy of macromarketing (Golding 

2009).   

Pinar practices diagnostic framing (Benford and Snow 2000) by identifying many 

interconnected problems around the idea of peopleôs well-being being destroyed as a 

connection with nature is lost at the hands of industrialization and the race for money and 

consumption. ñLike hundreds of people around you, hundreds of people with the same 
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storyéa rising graph, tiredness, a breaking down of my chemical balanceéearning well 

and in return for this I was living terriblyò (Pinar, TEDx Talks, 15 April 2013 email). 

Pinar is clearly framing the problem as being all around her readers and as something 

they should share a commitment to changing. Discussing her business studies at 

university, she states the following: ñI never heard the word óhumanô even one timeò 

(Pinar, TEDx Talks, 15 April 2013 email). She laments the breakdown of human 

relationships, such as ñ[t]he old mother-child relationséwe are also losing thatò (Pinar, 4 

March 2013 email). Pinar frames the issue from a ñweò point of view, diagnosing a 

societal problem that concerns her and her customers.  

Within the wider problem of declining well-being as a result of the fast pace of 

life, Pinar focuses on the industrialization of the food industry in Turkey and how ñrealò 

and ñnaturalò food is being lost. She quotes a mother whose daughter asked, ñBut 

mommy, why would they put in ingredients that would make us sick?ò (Pinar, 18 March 

2013 email).  As mentioned earlier, Pinar is intent on a grand vision of changing the food 

system in Turkey.  

Turkey has a need for real foodéI am very idealistic; if I wrote item by item all 

the fraudulent claims you would not put a bite of food in your mouth for weeks. I 

am expending effort to correct this cruel system. And I will correct it, you will see 

J. (Pinar, 1 July 2013 email) 

 

Pinar also does prognostic framing, articulating a proposed plan of attack and a solution 

to a problem (Benford and Snow 2000).  She writes, ñI am a revolutionary. I am a rebel. I 

am one who óknows no rules,ô one who is óopposite the systemôéand I am a producerò 

(Pinar, 14 January 2013 email). She sees herself leading a revolution of ñrealò food 

production, where people and the land are cared for. ñMiss Silkôs Farmôs being taken as 

an example and spreadingéthis is what we want. We are on the road to moving the 
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expansion forward Jò (Pinar, 2 September 2013 email). Seven years after establishing 

the farm near Nazilli, she decided to expand to a location in Kars, more than 1,300 

kilometers away in the far East of Turkey. 

Nazilli is the place Iôve chosen to live in, Kars is where my roots are. Nowadays 

I experience the pride of being able to say both ñmineò and ñoursò for these two. 

We will open the way for hundreds, or maybe thousands of people who love 

their country deeply, of earning money by doing the work they know best 

without migrating or melting away in the system. I was able to actualize this 

revolution in Nazilli. And nowéit will be much bigger, inclusive and ground-

breaking. There is no limit to my excitement. For the sake of being able to say 

both ñmineò and ñours,ò from now on Iôll have a foot in both Nazilli and Kars. 

(Pinar, 12 August 2013 email) 

 

 

Pinarôs prognostic framing is drawing others into a shared commitment to provide a way 

for hundreds of people native to Kars to be able to make a living doing what they know 

best rather than having to leave their traditional farming communities to find work in the 

cities. In order to do this, she writes, ñCoalitions, establishing common points, helping 

one another are necessary now. To break down prejudices, óAnother life is possibleô 

needs to be saidò (Pinar, 2 September 2013 email). 

Pinar also practices motivational framing, providing a ñcall to armsò and inciting 

collective action (Benford and Snow 2000,  p. 617). She works to empower consumers to 

help them recognize that their decisions matter. ñWhatever you want to see in your life, 

spend your time and money pursuing those thingsò (Pinar, 4 March 2013 email). She 

sometimes will write quite detailed instructions to customers on how they should choose 

their food and what they should demand. ñGrapes, dried figs, dried apricots, dried berries, 

etcéthese shouldnôt be shiny yellow and all. Donôt buy them this way. But be certain to 

tell the seller why you didnôt buy them.ò If more and more people make different 

demands of producers and retailers, in time the agricultural sector in Turkey can be 
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changed. Pinar is clear through her expansive call to collective action that she does not 

want people to merely buy her products, but to come to share her commitments to a 

revolution of the food system and way of life in Turkey. 

Pinar also builds shared commitments through customer involvement and 

acknowledgement. For example, she invites participation as she kicks off the new Kars 

project. ñI need every one of your ideas, every suggestion. Every thought that comes to 

your mindéis very important to meé. At every step I am going to ask for your supportò 

(Pinar, 19 August 2013 email).  Thanking the people who helped in earlier stages is a 

way to build commitment moving forward. For example, she thanks all the ñvolunteer 

ambassadorsò who spread the word to their personal networks when the Kars farm first 

began (Pinar, 14 January 2013 email). She makes a clear effort to share the accolades 

given to the farmðand the credit. Announcing her ñFemale Entrepreneur of the Yearò 

award, she tells customers, ñOur strength is actually your strength. All the awards we 

have won are not actually ours, but yours. Thank youò (Pinar, 24 May 2015 email). 

My interviews with customers indicate that Pinarôs story, lack of financial 

motivation, personalized communication, inclusive framing, and involving and thanking 

others help develop shared commitments between her and customers. A customerôs use 

of ñweò suggests he shares the commitment with Pinar. ñFrom now on we really need to 

form an alternative. People need to have their awareness raised. Pinar has made this her 

life goalé. This kind of local and small agriculture against large-scale production should 

be supportedò (Yasin).  
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4.3.2 Development of Shared Commitments between Owner and Employees 

 

Shared commitments were forged by Pinar and the villagers as they began the farm with 

everyoneôs contributions, through the personal independence and respect experienced at 

work, by working alongside each other, and by putting people first (Table 2). The farm 

began out of Pinarôs commitment to provide jobs for the local people when they were 

thrown out of work by the holding company that purchased her water plant and violated 

the agreement to retain the employees. She writes of what happened when the villagers 

came to her house that day in tears:  

óGet ready,ô I said, ówe are going to do something all together.ô I started to ask 

them all one by one, óWhat can you add? What do you know?ô One says, óWe are 

actually squash people, I plant squash well, I know how to do it like this and that, 

my grandmother has the seed, my grandfather has the young plants.ô That day the 

foundations of Miss Silkôs Farm were put down. (Pinar, 14 January 2013 email) 

 

Shared commitments were formed through the farmôs founding with everyoneôs 

contributions, as people in the local community contributed their skills to start the new 

initiative. 

We started in the tiny 14-home Ocakli village. Every one of my neighbors became 

a piece of this happening. Their neighbors, kids, the old women and grandfathers 

in the plateau villageséeveryone came to be a unique part of the farm. There was 

my land and their knowledgeéwe met up and began to work. (Pinar, TEDx 

Talks, 15 April 2013 email) 

 

Pinarôs vision began with a commitment to the people and a belief in their competence 

and ability to contribute. 

 Shared commitment is also developed by independence and respect at workðthe 

independence and respect given by Pinar and earned by the employees. The interviews 
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indicate that Pinarôs employees take pride in these aspects of their work and workplace, 

and they are even more committed to Pinar and the goals of the farm as a result. 

ñEveryone knows their job. The only expectation is that. Everyone is working to do their 

job in the best possible mannerò (Nihal). Another informant expressed a common 

sentiment about how Pinar doesnôt micromanage them. ñShe never follows behind the 

workers. Whether Miss Pinar is here or not the workplace keeps moving ahead. Everyone 

really owns their work. From the moment everyone enters the door in the mornings they 

know what to doò (Kevser). The following quote exemplifies the ownership the workers 

have and their shared commitments to Pinar and the customers:  ñ[We show this kind of 

effort] for ourselves, for the customers, for our boss.... Because if the job we do is not 

good, our customers wonôt be pleased. If our customers arenôt pleased, our boss wonôt be 

pleased, and then, you know, we also wonôt be pleasedò (Sibel). 

Pinar and the employees working alongside each other helps facilitate shared 

commitments. ñAt the root of Miss Silkôs Farm is sharing. Sharing the soilésharing the 

earningsésharing lifeéthe workers on the farm never feel like only ópersonnel.ô Each 

one has become an individual in our familyò (Pinar, 14 January 2013 email). All of the 

interviews and observations at the farm resoundingly corroborated that her employees 

feel valued and not subordinated. ñI never worked with a boss like Sister Pinar before, 

she is like a friendò (Fatma). The muhtar (village leader) said of Pinar,  

 

She is completely a loving woman, she is totally close in heart to the people. She 

has never been like, óIôm greatô, she never shows herself to be a big deal, but is 

someone who just keeps working alongside you. (Osman) 
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Everyone working alongside each other, helping out where needed, and eating meals 

together in the dining area help the employees and the owner to be committed to a 

common course of action. 

 The flexibility of the work hours and the supportive conditions at MSF contribute 

to a people first ethos that also fosters shared commitments from the employees. One of 

the employees (Esra) told about how she was working at the farmôs processing and 

packaging facility, but Pinar let her change to working in the fields so that she could get 

off earlier to care for her sick mother-in-law. Pinar allowed another employee to bring her 

granddaughter to work so that the employee and her daughter could work. ñMy daughter 

and I both raised my granddaughter here and worked here. We have more memories here 

than I can tellò (Kevser). Such decisions demonstrate Pinarôs efforts to accommodate 

these womenôs family needs and prompt shared commitment from the employees.  

 

4.3.3 Development of Shared Commitments between Customers and Employees 

 

Although shared commitments between an owner and customers and an owner and 

employees are important, shared commitments to minimize economic domination and 

exploitation expand when a direct link between customers and employees is established. 

In MSFôs case, there is a geographic and social distance between the local community 

and the majority of customers, who live hundreds of kilometers away in big cities. Shared 

commitments that traverse this distance have been developed by Pinar facilitating 

meetings between customers and workers, a human touch in products and packaging, the 
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use of distance-spanning technologies like weekly emails and cameras, and physical 

visits between locales (third section of Table 2).  

Facilitated interactions are one way that customers develop shared commitments 

with employees. Pinar demonstrates an effort in her communication to help customers get 

to know the workers on the farm. She frequently refers to her neighbor Sefer, who does 

the planting, or the women who bake the bread, and in the following email she 

summarizes that practice: 

Seven years have now passed. J In seven years we formed a dream, we made that 

dream real, we gave it a nameé.We began everything with my daughter Silkôs 

name. After, the number of names grew and multiplied, did you realize ité? You 

learned my name. My fatherôs, sonôs, daughter-in-lawôs, grandchildôséSeferôs, 

Deryaôs, Sister Ganimetôs, Big Silkôs, Ahmetôs, Zubeydeôs, Bilhanôséyou came 

to know all the girls. (Pinar, 2 September 2013 email) 

 

The interviews showed how customers believe their purchases help provide employment 

to women in the village. One informant explained,  

And there are women there. I should say that affects me too, really, because I am 

a bit feminist, and I like encouraging women in this area. So she is really helping 

local women working over there, that is what I believe. (Aleyna) 

 

Another customer explains, ñAs far as I know the people working there are mostly from 

the village. There are more women helping at the farm. It really does please me that there 

is someone providing local jobsò (Yasin). Aleyna, Yasin, and others are motivated by a 

moral choice to provide job security for people local to the farm. 

The human touch in products and packaging received by customers are another 

point of connection between employees and customers.  

[Human-] packedðyou can understand that somebody packed it for you, you can 

easily understand this, so this is also effective for me. It is not like a 

machineéjust doing the packing, no, it is someone who is doing it. (Aleyna) 
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I observed personally how the handwritten labels or expiration dates on many of the 

products, and the way there is a list of items checked off by hand with many different 

marking and notations and placed in the box, help the customer know (and really feel) 

that the box was sent by people, from women working on a farm, rather than a from a 

mechanized factory. These human touches help customers develop a concern for the 

farmôs employees because the customers can visualize the employees working there. 

Distance-spanning technologies help traverse the social and geographic distances 

between urban and rural communities. Pinar installed several web cameras around the 

farm so customers can actually see the employees, and each week she sends out a 

password through which customers can access the live feed. The cameras were 

mentioned in almost every interview, such as in the quote by this customer: 

At MSF you can even watch them, which is cool, really cool. Also you tend to 

have a connection with them, because you know who bakes your bread, you know 

the name. Sometimes you may even know the personôs childôs name. It is very 

nice. It is like you areépart of this small village, and living with them. It is very 

cool. (Ebru) 

 

Technology is being used to close the geographic and social distances between the rural 

and the urban, to such an extent that this informant feels a connection with and part of the 

village. Customers also connect with employees over the telephone. 

Sometimes customers even call on the phone to learn something and to talké. 

Some of our customers ask, óHow do you make this?ô They want to listen. For 

example, they want to try our bread. They call to ask, óHow can we do it?ô 

(Merve) 

 

Live video and phone calls help close the distances between the consumers and 

producers. 

Physical visits of customers to the farm and employees to trade shows in the cities 

are more physical ways that shared commitments are fostered in this spatially extended 
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alternative economy. Pinar frequently announces the availability of guest houses where 

customers can stay in order to see and help out at the farm, meet the workers, and 

experience village life. She reinforces this option by emphasizing how many people visit. 

ñThere is an amazing flow of visitors. We are in a time now where our days end only 

after meeting and talking to people all dayò (Pinar, 19 August 2013 email). Her emails 

continue to invite guests to come and visit. ñI am inviting you to visit. Escape, comeé. 

Donôt hold back, insist. Thereôs room! Jò (Pinar, 21 March 2015 email). According to 

one of the employees interviewed, whose job is to welcome guests to the farm, about 

3,000 visitors come annually. Many of the guests want to get involved and not just be 

spectators. ñThe guests continually want to come here for 10 days, 20 days, one month, 

and they want to work. óWe donôt want a vacation, we will work with you, we will helpô 

is what they really wantò (Nihal). While visitors must pay to stay at the farm, Pinar 

writes,  

There is a good chance this price wonôt even cover the costs but what is important 

to me is that you see the farm, production, fields, organization, workers, all of 

usé.At the end of the summer if there is an increase in money from this job the 

workers will share it amongst themselves. (Pinar, 18 March 2013 email) 

 

This exemplifies Pinarôs (expressed) non-commodified values and an effort to build 

shared commitments more than to make a profit. Many of the employees discussed how 

much they appreciate customer visits.  

Guests comeé. They all thank us, say they are very happy, love what they ate, 

and from now on can more comfortably eat based on what they see, how clean 

and nice our environment is. They always leave thanking us. We are pleased with 

them; they are pleased with us. (Sibel)  
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However, further questions reveal that the amount of contact between guests and 

employees is in fact very limited, and not all employees have equal contact with 

customers. When asked where the customers are from, one worker replied,  

Generally Istanbul and Ankaraé. I donôt know much. Because we arenôt able to 

get much information, we donôt know. Because we arenôt able to continually have 

contact with them, other friends relate with them, we donôt know exactly where 

they are from. (Deren) 

 

Later in the interview, Deren continued, ñWe wonder [about the lives of the customers] 

but we donôt get many chances to ask because we donôt do things one-on-one with them.ò 

Employees from MSF also travel to Istanbul and other locations to meet with customers 

at trade shows, another way to create face-to-face opportunities to build connections. For 

many employees, this is the first time they have visited Istanbul, and it gives them more 

insight into the lives of their customers. However, the nature of talking to many people at 

a trade show often leaves the farm employees unable to connect at any depth with 

customers. Increased direct contact between more of the customers and the workers, as 

will be discussed later, could further strengthen shared commitments.  Facilitated 

interactions, the packaging, the use of live video, and visits to the farm and city are ways 

that shared commitments are built between customers and employees. 

 

4.4  Well-Being Outcomes 

 

In this section, I will present the findings on the improvement in well-being for the 

employees, customers, owner, and the local community and society through the shared 

commitments in MSF.   Figure 7, expanded from Figure 6, depicts how shared 

commitments toward the goal result in well-being improvements for all of the actors in a 
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network. As I present the well-being findings, I will emphasize how the three different 

shared commitments links, and more often a combination of them, brought about the 

well-being outcomes.  To underscore the importance of the links in bringing about the 

well-being outcomes, I will mention link 1, link 2, and link 3 when I refer to the 

corresponding shared commitment.  In some situations it may not be distinguishable, for 

example, whether the shared commitment a customer has is more with the employees or 

the owner, but I will highlight the predominant link.    

 

 

Figure 7 Model of Shared Commitments Leading to Well-Being 

 

4.4.1  Employee Well-being Outcomes 

 

Through my multi-method data, I observed strong well-being improvements for 

employees in work satisfaction, financially, psychologically, and in social connections.   














































































































































































































































































































































































