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ABSTRACT

AN ALTERNATIVE MARKET FOR WELL-BEING:
RECONNECTING PRODUERS AND CONSUMERS THROUGH
SHARED COMMITMENTS

Watson, Forrest

Ph.D.,Departmenbf Business Administration
SupervisorAssoc. ProfDr. Ahmet Ekici

June 2017

Markets havencreased consumption, but not necessarily improved social
connections, also a vital part of wbking. Producersand consumerare anonymous to
one another ithetraditional capitalisparadigm where each individual pursues his or
her own gain on the grounds thaarkes effectively promotéhe interest of society.

This thesis considean alternative premise for an economy that balances financial and
socialbenefits, where consumers and produeeesreconnecteir mutualbenefit. An
exploratory mixed methodgsearchapproach was applied to the case of a predominant
alternative food network in Turkey. First, qualitative data collection and analysis revealed
shared commitmeiftetween the owner, employees, and customers of this network.
Second, throughustomer and empyeesurveys, theollective actioncongruent values
and goals andconcern for the future welfare of othatsnensions of shared commitment
between actors were measured and a structural model of its impact dreingltested.
The findings demonstratbd existence of an alternative market model, founded on
shared commitmentyhich improveswell-being for producers and consumers. Despite
limitations in the community that can be built ama@ogsumers and producevko live
geographically distaritom oneanother it is hopeful for an urbanizing world that shared
commitments can still develop and wbk#ing can bémproved. Althouglthe findings

point tosomevulnerabilities to dark sides, the research overall shows thebeiel)
potential of shared commiient outweighs the risk of ibeing. A resocialized market



can facilitate reduced alienation, rather than just instrumental exchanges, and enhance
well-being.

Keywords:Alternative Food Mtwork AlternativeMarket,Producers and @sumers,
SharedCommitment, Véll-being
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Pazarlar, t¢ketimi arttérmaséna raj men,
y al bajl antélare geliktirmemiktir. Her

ékteje ve pazarl arén toplumun -ékarl are
eticiler ve ¢reticiler Dbirbiennveer i nden h
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gel endi J i alternatif Dbi r erebkiremaltematify i i nce
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el i kl e, nitel ver.i toplama ve analiz et
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CHAPTER 1: INTRODUCTION

1.1Well-being: Financialand Social

It is not uncommon for citizens and economists to conflate financialbealy with
overall weltbeing. Financial means enable people to live in nicer neighborhoods, obtain
better education, and consume more products. Since utility maximization elinyit
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 materialbeelly (Easterlin 974;
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 subjectiveseih g as a way of gawugin
perception of their own experiences and hapgin&ubjective welbeingi s peopl eds

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



has shown that many ftaewelteirsy (Ahuvid dnd Fiedman one o

1998; Diener and BiswalBiener 1999; Diener and Seligman 2004; Layton 2009).

Financial wellbeing is indeed one component, but not as much as people might think.

AMoney can buy you happeaxcertsisthresboidtmoreot much

money does not mean more happinesso (Hell.

research shows that only up to a certain point does financiabeiely have any

substantive impact on overall wéleing. For example, while rgger-capita incomes

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

subjective wellbeing have remained essentially unchanged (Helliwell and Putnam 2004).
Scholars have therefore continued to seek out what else bisatesal

considerations may drive wdkeing. There is a wide body of work that supports the

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

Diener 2000; Putnam 2001; Geigéneto and Arnould 2011). Maslow (1954jnously

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 weding (Leavy 1983; Cohen aidills 1985).

Baumeister and Leary (199p. 523 conclude their review of the empirical evidence of

the human need for interpersonal attachmen

fundamentally and pervasively motivated by a need to belong, that is, long d&sire

to form and maintain enduringterpersonal attachmem#\s societies grow wealthy,

differences in wetbeing are less frequently associated with income, and more tied to

nonreconomic predictors like social relationships and enjoyment at \oeké¢r and



Seligman 2004) . Putnambés (2001) work on so

with higher rates of social involvement have higher aweihg.

1.2 Sociological Background on Changing Social Connectedness

While there is strong support for the importance of social connection anteirdj, 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 irdiftertences 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 haseskpar

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 (W
contrasted to the traditional order and implies the progressive economic and

administrative rationalz at i on and di fferentiation of th
1988, pp. 197198). Modernization left the individual with great mental and

psychological freedom, but there was no longer connectivity of a total person (Simmel

3



1896/1991). The modern maanstantly 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 separatafiresidence, 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 abthe 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 mket, 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 Mar&apitalismis a system of commaiy production, centered

upon the relation between private ownership of capital and free but dapgatage

labor! 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 (2p08Q writesthat no other revolution

in the | ast 200 years fAican match capitalis

bonds and the traditions societies they held togetBimwhile making it feel inevitable.

'Britannica.https://global.britannica.com/topic/capitalism
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One of the causes of deteriorating weaing is what has been tezth
Aal i enation. 0 Alienation means fAseparation
(Oldenquist and Rosner 1991.5). According to Marxist theory, workers are alienated
when their labor ceases to be a natural expression of their lives and becomes a
commodiy they sell for wages. As the work becomes external to the worker, no
fulfill ment is found in the work,-bandgtdther
(Oldenquist and Rosner 1991, p.10). Even the contemporary worker at a software
companymayfeel likea 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; Gibs@raham 2006; Varey 2013). This can include
people who are alienatébm 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 connian 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 anotltenterconnected 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 perficially resembles the community (Tonnies 1887/1957). Max
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Weber (9211958) 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 ¢hsmall 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
(Si mmel 1903) . As Wirth explains, AThe co
butthey arenevet hel ess I mpersonal, superficial, t
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 mopeople for the satisfaction of their hfeeeds, they are less
dependent upon particular persons (Wirth 1938).

In this section, | have briefly summarized three of the interwoven threads of the
shift from traditional communities to urban society. Fromrdwogs 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, (2984 writes,
ATypically, our physi catontcoaontsa catrBhisalri es tcalnas.
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 wided@elenowledgement 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



been lost rather than just taken on a different form in theemodorld. There are also
differing viewpoins on the merits of the traditional community. In this section | will
present the communitarian approach that continues in the tradition of the aforementioned

classical sociologists and then give voice to tissehting 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 1998), French sociologist
Emil e Durkheimés work on suicide (1897/ 19
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 (@Ideist1991, p9 2 ) . AAl i enat.
implies a weakening of social identity and a failure of commitment, an individualist
pulling back from collective involvemeitan emotional withdraw from the group and its
values, a retreat fA®WpRFtusd to dmedo (Ol de
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 amongsbaeghkho



mind their own business and to pursue frie
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 loes, on

other hand, the spontaneous s{pression, the morale, and the sense of participation

that comes with |iving in an integrated so
likewise argues for the human need for belonging in an organic and tetégoziety in

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

found in what they see as individualistic urban centers.

1.3.2 Opposing \ews

Scholars such as Giddens (1990) warn agé#westomanticized view afommunity in
comparing traditional cultures with the mo
community is a consistent theme since the founding fathers of sociology, there are many
scholars who argue that communi tnpanhas been
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 pastytthe still exist amongirbanites
(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, | do not see them as incompatible. In
my experience, as in the literature, there is a strasg to be made that people are

isolated and community is frayirandthat people are seeking out and finding new ways



to connect. | am of the mind that the ongoing theme of the deterioration of social
connections points to the need to continue to explanes that community can survive

even in modern society.

1.4The 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, electiansrkets, 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 pla¢ 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 provi@dericher and more historical understanding.

In contrast to the comprehensive meaning of the agora, a more truncated
definition of the market i s fian actual or
supply operate, and where buyers and sellers intatiaet{ly or through intermediaries)
to trade goods, services, or c’The racts or
contemporary view of the market is a placenmchanism that facilitatesn exchange
between buyers and sellers. In this section leafisider how the narrower view thfe

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

Business Dictionarfttp://www.businessdictionary.com/definition/market.html
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consequences of this trad#, because the market is one of the arenas in which people

seek to satisfy a range of needs andratiagll-being.

1.4.1The Desocialized 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, percapita income wilincrease, 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 ut i i
thought that if every individuatrives to realize maximum satisfaction, then all
individuals will o60o0of coursed achieve maxim
individual is encouraged to pursue his or her own interests. According to this theory,
influenced, by capitalist thking (Cooper 2004), people need not concern themselves

with the weltbeing of others, because the market will take care of it. People are

di ssuaded from caring for others because t
society more effectuallythamh en he r eal | y iAddam&mith@eatho pr o m:
of Nationsp.4 2 3, in Cooper 2004) . AOur acquaint
of utility to us in the sense that the role which each one plays in our life is

overwhelmingly regarded asme ans f or t he achievement of o
p. 12). People are treated as a means to an end, rather than a whole person whose well

being should be considered. AThat mar ket
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to see the crisis thrgh during the 1930shwi | e mi | | i o n s weoefreducddu ma n
to penury is truly amazingo (Cooper 2004,

The market has tended to reflect the predominance of financial interests. Money
exchange reoriented camsers 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 produ@eolt and Searls 1994). TonniesB@/1957 p.

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

b

for as Ilittle as penswléenbelokthe wiidwheirtirodacbonr e gar d

of money and middlemen make the producer and consumer became less connected to
eachother. Urbanization, as discussed earlier, facilitates a system lneres and

sellers have very little interaction and are anonymous to one another. However, a market
that improves financial webeing without addressing the need for social connectams
discussed above, will fail to deliver maximum overall weding improvement. The

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

growth and independence, but have al so det

both in social connections and geographic rootedness to a place.

1.4.2Re-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 witk a mor

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, wherea®tem
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 for4wvelhg has not kept pace.

This thess aims to consider how the market may bsaeialized. Kahneman and
Kreuger (2006p.29 concl ude that Athose interested
should shift their attention from an emphasis on increasing consumption opportunities to
anemphasioni ncr easi ng sMarkdatsddve eenreffectivetatcreaiing
consumption opportunities, but not in facilitating social contacts. Layton (p0Q9
argues that the health of a marketing system depends on performance in a narrow
economicseseanda wi der soci al sensendileadtowslle fAgr ow
beingd 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 wdlleing, societal trergdin transforming social
connectedness, and-decialized market leads to the central puzzle with which this thesis
is concerned. The market has facilitated improvement in financiabely for many
people. However, overall wetleing is not the sanas financial welbeing. Even as

financial wellbeing has improved, alienation has continued. Is there a different way to
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construct a market that balances financial interests with othebeielj and societal
concerns?

On the producer side, more peogate choosing to leave their rural communities
in favor of the financial promise of urban centers19904 3 % of t he wor |l doés
population lived in urban areas; by 201t%s had increased to 54%. By 2050, this is
expected to jump to 66% (UN World Citiegport 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 wapf life in favor of jobs that often tinsdeads to
alienation, is there a way they can be gainfully employed doing work that is significant to
them?

On the consumer sidepWw can urban consumers improve their vixding
through the market? As mentionearlier,incomes have quadrupled in the last half
century in most advanced economies, but aggregatebeiel) has remained essentially
unchanged (Helliwell and Putnam 200/ )s unlikely that the trend of urbanization will
be drastically reversed. Tledore, 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 manketliated 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 ta 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 tHeeingllof
everyone involved. Particularly, | study an alternative to the predominant form of
provisioning thatan 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 marketsed approaches to soaahnectedness

and weltbeing. 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 discotatefrom families and

community bonds, people are looking for a way to reconnect with place and with other
people(Watts, llbery,andMaye 2005)

One of the ways people try to reconnect is through their consumption. People
spend and conseunoef faifrf itlh ea208ilgoBravid c( Mead et
communited Aina@greogr aphically bound communities
(Muni z and © & 6ne of thewags(p&oflg are still finding community. The
surge in social media over the last decade isyapeaple connect without regard to
limits of geographic proximity. The communal approach to marketing is helpful in
showing how people can connect to one amothrough a market (Cova 1997; Kozinets
1999;Cova and Cova 2002).

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

net wor ked sy squaityof-lifeh stakehdider hvalbgiegs environmental
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sustainability and 3YRatheethaa the assuroption bfatbmisticd o u r i
individualism in micromarketingnacromarketing 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 actorslartaking exchanges for material gain, alternative economic
movementsaimtore oci al i ze economic relations and j
et hical economic decisions can be made aro
(GibsonrGraham 2006, p. 81). fdrnative economies are where people take collective
action for mutual aid and a better econoneality (GibsorGraham 2006Day 2005).
As the hegemony of a singular capitalisnejected (Gibseraham 1996Williams
2005), a space is created for thimg about a diverse economy that sustains material
survival and weHlbeing in ways other than market transactions, wage labor, and capitalist
enterprise (Gibsoraham 2005). The essence of alternative economies is about
improving welltbeing through mimnizing economic domination and exploitation
(Campana, Chatzidakis, and Laamanen 2017

| explore the importancef social capitad the connections between peapla
the market place. Social capital, and not just economic capital, is importarelfor
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. |
apply literature that suggests connections between people can improveiwwglto the

relationship between producers and consumers.

% The Macromarketing Societittp://www.macromarketing.org/about/
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1.7 Significance of theResearch

This work offers a theoretical contribution in proposing and testing an alternative
marketing model that promises wbking improvements for both producers and
consumers. | 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 wbking of subordinated local subjects
(CampanaChatzidakis, and Laamanen 201%hared commitmentsas previously been
presented only as a notion rather than as a specific concept. In this thesis, | define shared
commitments and empirically demonstrate their existdmo®,theyform between actors,
and bolster welbeing 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 improvéeiet.

Another underdveloped area in the literature on alternative economies is place
and space, and particularly the relationship between local arbeanl am interested
in hownonlocali movement actors wor k t cCampand,s | oc al
Chatzidakis, and Lamanen 201)'to improve weHbeing for local subjects. | 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 ia local community and ignites the motivation of Hocal
actors, provides a context for learning how distant people can be drawn into shared

commitments and improve weleing outcomes locally and ndocally.
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There are also managerial and policy imglmas forsocialentrepreneurs 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, lEnvdreg producer communities to
remain intact. | 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 connectedg@nother, happier, and

healthier.

1.8Introducing 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
agricultura 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
predominantidustri ali zed food system. Il n a fAcen
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 anchot advancing societal interestis.such food marketing systems, production,
processing, and distribution are on an industrial scale and seen to be controlled

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

are anonymas 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 tlarough
long supply chain that obscures the producer. Consumers are unsettled {pyodassd
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 bethistely
(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 vegetabldsaass we
guestioning whether produce grown out of season and produced with uniform shapes and
enl arged sizes is fAnatural . o

The producers, for their part, are being squeezed financially. They receive little
of the final price paid by the consumer at the ehthe 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 citi€Sinar 2014. The restructuring of Turkish
agriculture over the last couple decades has l&ddagrarianization and unprecedented
|l evel s of i mpoverishment in rural areas?o
able to make a living, so millions of people in places like Turkey are selling their land
and leaving agriculture (Aydin 2010). Asocal f ar mi ng decl i nes,
ability to get fresh, locally grown food. Less land to farm and fewer small farmess
more processed and less healthy food, further decreasingeauad for consumers.

Alternative foodhetworks(AFNSs) 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 betwpsyducers 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] there is a need for considering
alternative models of provisioning that evoke trust, shared commitments, and yield
greater welbeing improvement for the consumer and producer communities.

The context of this study is Turkey, a developing economy, gribwing
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 gfradominant AFN to emerge in Turkey, a farnairural
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-bestig impact for consumers as
well as the producing community. | adopted a network approacidesimg the impact

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

1.90verview of the Thesis

In chapter 2, | ground the dissertation in the relevant literature orbeiely), a
communal approach to marketing, and alteveatconomies. | define the context of
Alternative foodhetworksandthe case study of an innovative model in Turkey. In
chapter 3, | explain the exploratory sequantixed methodology used in thesearch to

first understand the context, discover megg, and hear what motivates people to be
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employees and customers. In chapter 4, | sharguaigativefindings from my

research, including an inductive model based on the qualitative research. In chapter 5, |
provide the results of the tested modaséd on customer and employee survey data. In
chapter 6, | consider the dark sides that may accompany shared commitments. In the
final chapter I discuss trteeoretical, methodological, apdacticalimplicationsof my
combined qualitative and quantita findings. | detail the contributigrio the liteature

on alternative economies, AFNgell-being,and communityas well as offemanagerial

and policy recommendations.
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CHAPTER 2: LITERATURE REVIEW

2.1Well-being

As presented in the introductory chapter, subjective-baitig is a more comprehensive
consideration than just financial wddeing. Subjectivewelb ei ng ( SWB) i s pec
cognitive and affective evaluatiopimaf t hei
facie case can be made that tittenate'dependent variablé social science should be
humanwell-beingand, in particularwell-beingas definedy the individual herself, or
O0subjechaivregdve | {Hel I i well and Putnam 2004,
have shown a number of separable components of SWB: life satisfaction (global
judgments of oneds | ntidengpins (esgateadlts dndhsodial on  wi t
contacts), positive affect (experiencing many pleasant emotions and moods), and low

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

2000). Weltbeing captures an important range of outes (Diener 2000), is applicable

for all actors in a network, and can be considered in aggregate.
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| begin by discussing literature that suggests a link betweerbeiely and social
connection and particularly wetleing of consumers and producers. htpeesent two
streams of literature that are concerned with people reconnecting through tleé mark
introduce the notion cdhared commitments the foundation of alternative economies. |
then present the context of this thesis: alternative foodonk$wWAFN) and specifically a
predominant AFN in Turkey. This chapter concludes with the research questions for the

dissertation.

2.2 Social Connection and WeHbeing

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

connectdness and welbeing (Baumeister and Leary 1995; Putnam 2001; Gégeto

and Arnould 2011). Thousands of year ago a
man to be alone, 0 and King Solomondd words
theunderlying principle thapeopleare better togethen more contemporary times,

psychologist Abraham Maslow (1954) posited that after the fulfillment of lonesr

biological and safety needs, people seek to fulfill social needs (e.g., need foraffiliat
friendship, belongingness, etc.); esteem needs (e.g., need for achievement, success,
recognition, etc.); and sedictualization needs (e.g., need for creativity,-erffression,

integrity, selffulfillment, etc.). Living in community faitates thefulfilment 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 webleing.
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RyanandDeci (2000) postulatthree innate psychological neddsompetence,
autonomy, and relatednésshat, if thwarted, lead to diminished motivation and well
being. A fAlack of connectednesso (among ot
actualizing and organizanal tendencies endowed by nature, and thus such factors result
not only in the lack of initiative and responsibility but also in distress and
psychop aRyamahd®ecy2600,{@6). From childhood a secure relational base
and the responsivenessathers arevitald r mot i vat i onworkRoinessto and D
a universal psychological need for connectedness that people will try to satisfy in order to
avoid ill-being.

Baumeister and Leary (199p. 523 conclude their review of the empirical
evidkence of the human need for interpersonal
are fundamentally and pervasively motivated by a need to belong, that is, by a strong
desire to form and maintain endurimgti e r p e r s 0 n a Theyeekptaia thdtthegen t s . 0
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 eadl995p0ptd®Apssérts wel f
that na great deal of human behavi otal, emot
i nt er per s andthdt alatk df attachnéents is linked to a variety of ill effects on
health and welbeing. They also suggest that relationships aiual, reciprocal concern
and frequent contact are important. Links
only so far i n pr ochmeoit Bgugeisterraed beary §90mF@0d).al we l
It follows from this research that wddeing can benhanced 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 weltbeing. Support links, the existence of confidants, and commuraghatents
are all connected with peopleds ability to
resources have a general beneficial effect, as well as contributing tbeivelbecause it
hel ps Abuffero peopl e fr cCohenahdkWilsO85).uence o
Putnamdés (2001) work on social <capital
and church membership, and social entertaining) has shown that communities with high
rates of social capital have higher wiedling than communities\uwin social capital.
Helliwell and Putnam (2004. 1437 ext end t he work on soci al
norms of eciprocity and trusb measured by the strength of family, neighborhood,
religious and community ties, to study its effect on physicdtihead subjective well
being. Based on their findings from three large data sources spanning 49 countries, they
assert, AMarriage and family, ties to frie
engagement (both individually and collectively), trustwaréisis and trust all appear
independently and robustly related to happiness and life satisfaction, both directly and
through t hei r Hellwgl and Putnan2004 1844} Healiwdll and
Putnam (2005) summarize their research by stating dlealretworks 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 aes ®f 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 (1991p. 107, writing from the communitarian sociological tradition
mentioned irthe Introduction chapter, stresses the huneetfor 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 willtheught a surprising claim to be reinforced

by the twentiettt e nt ur yé6s revolution in biology:

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

Because it is our nature, not a product of converdiazontract, 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 childrerhiisbcializing

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 essetii@l f
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 soalal capital, there is a theoretical
foundation for studying how stronger relational connections will lead to improved well

being.

2.3Well-being of Producers and Consumers

Although there have been robust findings about the importance of soerectons to
well-being, there haseenlittle work done specifically on the mutual wékking of
producers and consumers. While | am interested in overatbeily, it can be helpful
to think about welbeng in particular domainsa n e 6 s lei 2008). Fobeaxamnple,

the wellbeing of peoplean be consideredith regad to their work otheir
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consumption. In this section | will first review literature that deals with producer well
being and consumer wdkeing separately, and then the limitedrk that considers the

well-being for consumers and producers collectively.

2.3.1 Producer WeliBeing

On the producer side, | consider the weding of producers with respect to a particular
production activity. Marxist theory has long critiqued 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 workxigrnal to the worker,
thatit 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 tharbel, does
not develop freely his mental and physical energies, but is physically exhausted
and mently 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 fulfilmentinthevor k, wi th feelings-bef ngi ®ery |
More than 2,000 years earlier King Solomon lamented about the lack of
satisfacti on hhatedlife|bécausethe wark that is dong @&der the sun
was grievous to me. All of it is meimgless, a chasing after tiend. | hated all the
things | had toiled for under the sun, because | must leave them to the one who comes
after meo ( ELI8)cSolerson exgresses a feelind of meaninglessness in
work, which adversely effects hiwerall life satisfaction.

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

satisfaction. Job satisfaction is one important influencer otledtlg (Warr, Cook, and
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Wall 1979;SousaPoza and Souddoza 2000). Welbeing inthe 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 researgblosatisfaction has

found that hawng an interestingjobargflood r el ati ons with oneods

effect on job satisfacti@n larger than pay (Soudoza and Souddoza 2000). Gallup

has generated considerable data on the links between jslaci#adn, welbeing, and

productivity of employees, asserting that the vbeling of entire communities is

impacted by satisfaction of employees on their jobs (Harter, Schmidt, and Keyes 2003).
Producer wetbeing is of particular interest to scholargical of capitalism and

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

doing noncommodified work, and especially women, have been exploited in many ways

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

2.3.2 Consumer WellBeing

| also consider welbeing from a consumer perspective. As suggested by Sirgy, Lee, and
Rahtz (2007), consumer wdiking (CWB) is about the link between consumer
satisfaction and quality of life: higher levels of CWB can lead taavgd weltbeing

and societal welfare. They distinguish it from consumer satisfaction, which tends to
emphasize its role in customer loyalty, repeat purchase behavior, and positivefword

mouth communications, which in turn drive sales, market shadeprafit.
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Grzeskowiak and Sirgy (200pB. 289 define CWB asithe extent to which a
particular consumer good or service creates an overall perception of the-qgf:afey
i mpact of THewstudyCWB id relatibn tabrand community and stioioly
CWB can be predicted by brand loyalty and branthmunity 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 wellieing.

In reviewing the several alternative models of CWB (Sirgy, Lee, and Rahtz 2007),
noticeably missing is a model that directly reCWB to the welbeing of the producer
of the products one consumes. For example, the globalization model addresses whether
people have access to basic needs anébasit needs, and not how the producers of
these goods in other countries are impactedlbbalization. The community model is
about community residentsd satisfaction wi
establishments in the local area, which does not explicitly account for issues such as
environmental impacts or inequality between peapkae community. The closest to
considering the influence of producer wiedling is the need satisfaction model, based on
Masl ow (1954)6s hierarchy of needs. The n
consumer goods and services that serve to megiltlspectrum of human development
needs (including sekictualization, 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.
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Walker et al (2007) consider thetik betweerc onsumer s percepti ol
i mpact of a | ocal business on the fAsense o
measures such as the ties between people in the community, helping one another, and the
general prosperity of the community go beydmel typical measures of service quality
and customer satisfaction. However, the concern in the Walker(20@¥) 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 welbeing of people imeveloping and develop@dntexts. My
research aims to explore marketsed approaches for links to be made between
consumers in developed cities and producers in developing rural areas. The review of the
CWB models sbws that the link to producer weiking is not typically considered as

influential in CWB.

2.3.3 Mutual Producer and Consumer WelBeing

Beyond just the welbeing of either consumers or producers, | am more specifically
interested in the extent which a social link between consumers and producers can lead
to their mutual welbeing a current gap in marketing literature. One of the few pieces
of research on the benefits of the interpersonal aspects of consumers and prodycers is

Kirwan (2006)whopr oposes the convention Arelations
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noneconomic benefits of shorter food supply chains, characterized by direct marketing

and, in particular, facto-face interaction. Kirwan (2006) found that the hurerel

relationship otonsumers with producers added a sense of participation and fulfillment
beyondits benefits as a means of assessing trustworthiness. Producers experience
enjoyment in interacting with consumers, i
personalized recoginito n  f or  w KKiavan 2008 p.$11)d Bod corfsumers, it is

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

just being treated as anonymous individuals.

My resear ch e(2006pwvorl seyoKdhe facetafdcs interactions
that take place in farmerds markets to con
between geographically distant consumers and producers in an alternative food network.

As Gouveia and Juska (2002) point out, the peojaiettave facdo-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 Carlsseldanyama (2010) found that the primary concern of many
consumers they interviewed in a farmerds m
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 i mprove a personodos quality of |

In their review of the impact of fair trade, Nelson and Pound (2009) point out that
a broad range of webleing indicators mu$e considered, and not only questions of
price and income differential. Previous research has showmoaetary benefits to

being involved in a fair trade group such
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communityo (pM@a)bAthoughBRo@rDabd 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 organizationthile Press and Arnould (2011) have a
consumer behavior perspective, | take a macro perspective to evaluate the implications of
commitments for the welbeing of the constituents and overall community. Rather than
an emphasis on individual identity, | adds a need in how interdependence may help
improve the welbeing of others.

| will build on the limited literature that addresses the impact of the social link
between consumers and producers on-tagihg. | adopt a network approach to consider

the wel-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 | consider the literatures that specifically deal with mibasetd

approaches to improve consumer and producerlvestg.

2.4.1 Communal Approach to Marketing

Bernard Cova (1997) explains that in a late modern or postmodaelth @@nsumers are
looking for products that not just have usdue to help them express individuality, but

also linkingvalue to facilitate social interaction of the communal type. Rather than the
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focus of consumption bes ngnditoommaread e( Plr:
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 l@sind direct meanings for life and more for a
means to form links with others in the context of communities, in the service of the
Asoci al linkd (Cova 1997).

In marketing there has been a general neglect cimimidual level phenomena.
One exceptiom s t he Macromar keting Societyds focu
markets, marketingand societyand meso and macro level phenomena (Peterson 2016).
Anot her exception is the communal approach
stresses the imp@nce of community. This stream of research (Kozinets 1999; Cova and
Cova 2002; Cova, KozinetandShankar 2007) advances the id
i mportant than the thing. o

Postmodernity is an important premise for scholars of the communal appooac
marketing. Featherstone (1991) described a move to ayswgikout fixed status groups,
where postmodern individuals are nomads with few durable social links. Appadurai
(1990) wrote of a fAfract alTberewrefeywald wi t h gr o
referencepoints in a society in cultural fluxiObjects circulate from producer to
consumer with n@ priorisociallinkdo and t he i ndividual person
social obligat i onlathefac¢ dBuck iadeperiéngeopmep . 3 04) .
observers see a fAreturn of communrityo in W
tribalism. o These tribes have a | ocal sen

common denominator of community dimension. These attempts at social recomposition

*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 maykeim
of fering and supporting a renewed sense of
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 eounal 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 stuafywell-being as a result of the communal
links. While other research has been about the ways that consumers tribes are activators,
doubleagents, plunderers, and entrepreneurs (Cova, Kozaret§hankar 2007), there
remains an opportunitytoexplorap t i cul arl 'y what all this 0@t
well-being of consumeds as well as producers.

One tension in the literature is about the difference in connotations between the
terms Atribeo amne@rimcdmmuiibi @yopmedtoFhial |y use
Acommunity, o which has a modernist bent to
something icommon Cova and Cova 2002). However, other scholars like Muniz and
O6Guinnpf(ebed)t he term community because i
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 whichbe®ly can be daved

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
modernismWatts, libery, andMaye 2005) Alterative economies are more critical of the
adverse consequences of the capitalist system. As the hegemony of a singular capitalism
is rejected (Gibsotraham 1996Williams 2005), a space is created for thinking about a
diverse economy that sustains material survival andlvestig in ways other than market
transactions, wage labor, and capitalist enterprise (GiGsaham 2005).

Different means of achieving wdbeing for subjects have been emphasized by
different scholars. Williams (200p. 22§ ai ms f or the frepositi ol
a discourse that produces subservience, victimhood and economic impobance
(2005 p. 19 is concerned with the purswf emancipation from the logic of hegemony
and advocates for fAda commitment to minimiz
group practice, while at the same time warding ofiaftet s at domi nati on b
GibsonGraham (2005p. 1§ a d v ohosa ecen®midiptractices that sustain lives and
maintain wellbeing directly (without resort to the circuitous mechanisms of capitalist
industrialization and income tricklgown), that distribute surplus to material and cultural
maintenance of community atitht activelymk e and s har &sswh, theo mmon s .

essence of alternative economies is about improvinghveatlg through minimizing
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economic domination and exploitatioBgmpana, Chatzidakis, and Laamanen 2043
will be explained in the following s#ions, work on alternative economies is united in
pursuing the welbeing of actors by means other than the traditional commercial

mar ket s focus on income and growt h.

2.4.2.1Shared Commitments

The domain of alternative economies suggests that sbanechitments are critical to
improving the welbeing of subordinated local subjec®apana, Chatzidakis, and
Laamanen 201)7Shared commitmenksas previously been presented only as a notion
rather than as a specific concept. Based on the literatiegeloped a definition that
will help identify when these commitments are present and help determine how they are
devel oped. Commi t ment i s fian absolute mor
English 1948). In their enduring work on relationship mankge Morgan and Hunt
(1994p.23 define relationship commitment as 0:
ongoing relationship with another is so important as to warrant maximontsedt
ma i nt aiTia congmitmentrust theory maintains that tresetworks
characterized by relationship commitment and trust engender cooperation, which
contributes to overall network performance.

Organi zational commitment Ais viewed as
pressures to act in away that meetsargamat i onal goal s and i nter e
421). Committed individuals exhibit certain behaviors not because it is in their immediate

selfi nt erest, but because they believe it is
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resulting from strong comitment 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 organizationWiener and Gechman 1977).

Thesharedof shared commitments can mean fAto
of, use, experience, 0cCcdMehster2@08). Pessgssiogs wi t h
can be shared (Belk 2010), but so can commitments, values, worls, @ead/so on. For
examplecosmologys 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 exjsrien

Combining these explanations, | define shared commitmemtawal choice of a
course of action in common withothers I t urn now to address wh:

in commono is within alternative economi es

2.4.2.2Alternative Economies and Shred Commitments

In traditional commercial markets there are typically no shared commitments to social
goals and very I|little social concern for o
political, ethical, social, philosophical problem of our day is adty to liberate the
individual from the economyébut to |iberat
type of individualization that i1s |li-nked t
Graham 2006, p. xxxv). In traditional commercial markets, mssimwners 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 consumieOnce peopl e begin to sce¢
merely economically or financially motivated, they treat tlensuch. And once they are
so treated, they themselves wil/l tend to b
and Kada 2012, p. 123). Exploitation will generally abound in a system where actors see
each other as only economic beings, ignoring onehaaat 6 seing.e | |

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 t@tédieach 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.
Sinekds cont empor ar y-standng dritiqueg of thesindbstrialized i ng o
economy.

Quite different than the individualized and stecialized picture of traditional
commer ci al mar kets, alternative economies
and to joint end eeativeoactisn invdivds cgnscious aind combined ¢ o |
efforts to build a new -Gahand2006fp. xxvipDag mi ¢ r e
(2005) advocates working from affinity rather than from the logic of hegemony in the
pursuit of emancipation. Baffinity, heme a n s -uriivarsalizing, nothierarchical,
noncoercive relationships based on mutual ai
2005, p. 9). Day asserts the foll owing: A W
communities according to the interlockintpieo-political commitments ofjfroundless
solidarity andinfinite responsibilitp ( Day 2005, p. Gdindlesst al i ¢ s

solidartymeans seeing oneds own privilege and o
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not claiming one form of inequaligs the most important area of struggle. The concept
arises from a Acomplex set of (partially)
under neoliberal hegemony, what it meanstofightitn d t o cr eate al tern
(Day 2005 p. 202).Infinite responsibilitymeans remaining open to challenge of not

being in solidarity.

There remains a need to further develop the understanding of shared
commitments by exploringghocomes to share these commitments to minimize
economic domination and exploitatiohthe other actors in a network. The relationship
between actors in an alternative economy and their varying levels of concern for each
ot h e r -being iwanlunderstudied area in the literature. Day (2005), for example,
offers very little on the wayht 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 comahapproaching to marketing and
alternative economies is whether wiadling 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 througmainket. However, there
are also more radical approaches that targetlvetig through a mechanism outside of a
capitalist market system, such as alternative economies. In my research, | am less
concerned about whether the market is capitalist or ndtirenme concerned about
whether shared commitments form and vieing is improved to a greater degree than is

typical in traditional markets and exchanges.
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2.5Context

| will study shared commitments and their impact on Welhg 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, | will

introduce Miss Silkodés Farm, theoasgeeci fic c

2.5.1Alternative Food Networks

AFNs or fishort food supply chains, o0 are br
networks of producers, consumers, and other actors that embody alternatives to the more
standardized industrial mode of food plyp(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) mmatment to social, economic, and
environmental dimensions of food production, distribution, and consumption (Jarosz
2008). AFNSs are largely the response to the alienation felt over food (Renting, Marsden,
and Banks 2003) . Th e foed pioductienrandednsumptianbyit o r e
more direct mechanismso (Montiel et al. 20
to bypass middlemen, minimize transport distances, and do more direct marketing to
consumers (Jarosz 2008).

According to Albrecht eall. (2013 p.154 a go al embedded i n Al

achievement of more equitable labor relations in comparison to the industrial food
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systembs expl oi t aWihmthe food industryn there isvagpolitical r s
struggle to redefine consumgroducer relationships that could create a broader farmer
consumer alliance (Goodman and DuPuis 2002). People desire more connectivity
between consumers and producers (Alexander and Nicholls Z@&Jman and DuPuis
2002 p. 13 argue for production and camaption not to be seen as separate sghérg
as mutually constitutivei One has t o see the mutual const
between producer and consumer, and the ways in which market angknlost activities
are continually embedded with@ach other, rather than being contdineseparate
spheres. 0o

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 motivationsid not even be monetize@dmpana, Chatzidakis,
and Laamanen 2017 For the purposes of my research, | am interested in comparing all
model s that are an fAalternatived to the pr
AFNs likewise vary in the extent tehich they emerged in local communities or alleviate
subordinated position of local subjectSa(mpana, Chatzidakis, and Laamanen 2017
However, | believe that all such AFNs are taking steps towards connecting consumers
and producers in a way that minmas economic domination and exploitations in the
predominant system.

AFNs are increasing market share in developed economies and receiving attention
in the academic |iterature. Aln networ ked
relationships linking idividuals and entities in the marketing system, relationships that

underpin the flows of transactionso (Layto
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mechanisms of belonging and rootedness, for which food is one of the most fundamental
and e xi(Bdntelretal. 20000 This thesis analyzes ways consumers and producers
can link together and +embed agriculture with social and ecological information
(Raynolds 2000), improving the wddkeing of each.

Consumers and producers are questioning the pri@adnt industrialized food
Ssystem. I n a Acentralized exchange system
used to direct transactions in the interests of the entity in power (Layton 2007), many
consumers and producers see large agrofood companiesén and not advancing
societal interestdn 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.263)e farmer and ca@umer 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 massduced food. They are mwoerned 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 wmaide.

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 enlargésl size

Ainatural . o
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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 otiigral 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
i dagrarianization and unprecedented levels of impoverishmentuim al ar eas o ( A
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 farmidge c | i nes, so t oo doe
ability to get fresh, locally grown food. Less land to farm and fewer small farmers mean
more processed and less healthy food, further decreasingeauad for consumers.

These developments in the predominant food systerntikely to negatively
affect both c¢ons um®ng dhera made bgen atempts ® iMmprove we | |
s oci et-peirgthraughlAFNs such as the organic food movement, fair trade, and
Community Supported Agriculture (CSA). However, due tootes reasons, these
existing systems have been limited in their ability to deliver improved societal well
being. In the following section | will review the advantages and drawback of existing

AFNSs.

2.5.2Existing Alternative Food Networks to Improve Wel-being

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

producers. | 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 stil
fledgling in Turkey. | will discuss the literature on organic, fair trade, and CSA,
exploring the advantages as well as limitations of each. | 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 produidzbth in a way that is healthy for the

consumerandneh ar mf ul to the environment. AThr ot

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

providing quality food for those who inhab

producer working on behalf of the consumer to produce healthy food.
Organic fad 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 familse There is also a belief that this is better environmentally.
Al t hough there are many competing demands
concern least likely to be compromised is personal and family health (Lockie et al. 2002,
Makatouni 2002, p.R1). Centrally, an organiccdrti cat i on can | mprove
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 araldeled 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 becbimesyg e@owmmbeirt ioo( Poll an 2006

farms and sold at WaMart (Warner2006. Or gani c food doesndt al

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

the increasing corporatizatianf or gani ¢ f ood by i mploring c

relationships with the folks creating your
Another major limitation of organic food is that it does very little to address the

i mportant producer side of f oeedorcesihep! vy. n O

traditional subordination of Southern prod

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

or promote family farming. Additionally, organic farming caake 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 weHbeing of consumers, but mostly hegs the weHlbeing 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 initiativesesk to transform trade relations between producers and
consumers (Raynolds 2002). Sresdhle 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. @ Cweennhese whogrow apdconsume fair trade products is
of fundamental importance (Alexander and Nichols 2006). Fair trade requires solidarity
that goes against the individualism and pbesed simplicity of the commodityased

market (Hudson and HudsoA@3). GeigetOneto 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 tadamg off. In the
academic literature there is debate about how much fair trade actually raises-the well
being of producing communities Aould, Plastina, and Ball 2008glson and Pound
2009). There is critique of the way that fair trade and relatestpptions can be based
on very Western notions of fisustainable
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 guateeing 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 200T%g 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 environmean additional drawback of fair
trade is the lage carbon footprint as the products are transported long distances between

developing and developed countries. Domestic fair trade is another consideration, with

*World Fair Trade Or gani z a htip:éwito.com/firtrale/i0priociplesl e s o f
fair-trade
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the same value of a partnership between consumers and producers, but focused o
producers dser to homeJaffee, 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
produces, trying to improve the webeing 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 fatglthe 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 fpestiuce, 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 crApgCSA share price should cover

operating costs and yield a fair return to
The desire to support fithe | ocal food s

takeoff of CSA farms and coops (Sharp, Imerman, anél&t002). 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 corporadptedion of organic,

returning to | ocalness,efnabsemoset dmatinot

(Thompson and Coskun&alli 2006). In the transience of modern society and food
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traveling long distances, a consumer s abi

contribute rootedness to his or her identity (BelR&9 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 Hund2003).

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 populatibrihe
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). Loealasiite 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 (citgbioy 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 welbeing of consumers and producers, but eachigagisant
limitations. The organic food movement may improve selihg 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 consnbnitige
i mpact on c-beingis meconvidcingieadudh 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 eéthionfarms

to be close to consumers.

253Mi ss Sil kdébs Far m

The primary research siter thisstudy s Mi ss Si |l kés Farm ( MSF) ,
successful AFNs to recently emerge in Turkey against a backdrop of urbanization and the
decline of local &rming (Aydin 2010; Balaban 2012). | chose to study one predominant
casein-depthin order to generate learning about how shared commitments develop and
can impact welbeing. MSF is noteworthy because of the enormous demand it has
generatedor its produts and other such efforts it has inspired in Turkey. It is
geographically situated between typically local CSA and contisiggnining fair trade.
Consumers have a remarkable trust in the healthiness of the products, although they are
not certifiedorganic.

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 villagerskawbe farm
and began to send food to friends and ot he
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 Turkishtisseto over 50,000
people, with Pinards commentary about the
large spreadsheet with prices and descriptions of the products, from which customers can

select. Clients place their orders by emailing the sphesedsand then boxes are filled
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and shipped to customersod6 doorsteps using

2,500 | arge boxes are sent out weekly. MSF

customers, as most of the boxes are shipped sevewddaukilometers to Istanbul and

Ankara. The fAspatially extendedo nature wh

makes it an interesting site to study localAtecal dynamics Marsden, Banks, and

Bristow 2000, pp. 42826). MSF employs about 100 pegpieost 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 n@Mesiin 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 urldped 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 &alectipé 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 (Gibs@raham 1996) It does not try to

continually increase capacity or efficiency and regularly turns awstpmers.

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 capitadishs 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, Gibsgaraham (2008p. 61§ warns against
conceding to a hegemordci s c our s e : fdiagsxinpoburldingmew eéc@nbmies
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
incoherenc® Accordingly, | argue that MSF is a spaoenhich aspects of alternative

economies can be studied (e.g. Chatzidakis, Maclaran, and Bradshaw 2012).

2.6 Research Questions

In this chapter, | have provided an overview of the literature that makes a case that social
links can improve the welbeingof people and communities. | introduceé ttoncepts of
shared commitmena foundational notion in alternative economies. Despite such
conceptual understandings, the extent to which shared commitments emerge in
alternative economies and facilitate wiadling 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 lodised commitments for the wdiking of actors
in an alternative market?

| also have two quantitative questions that guide my model testing. How can
shared commitments be measured? What is the relationship between shared
commitments and welbeing? Aquestion to guide my mixed methoifgegrationss: 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?
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In the following chapten, describe the methodsed to seek answers to the
research questions and contribute to the body of literature abotheusdj, social

connections, and alternative markets.
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CHAPTER 3: METHODOLOGY

3.10Overview of Methodology

As detailed in the opening chapters, this redeanmms to study the social links between
consumers and producers and explore how these links can impabeweil This study
requires an irdepth look at the existence and nature of social links in one alternative
food network and an evaluation of theamnection to welbeing. First, | will discuss the
mixed methods approach to the case study. Then, | will explain the participants,
instruments/ procedures, data analysis, and limitations of both the qualitative and
quantitative portions of my researcFinally, | will discuss how | integrated these data

sets to develop interpretations.
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3.1.1Mixed Methods

Creswell (2015p.2 defines mixed method research
investigator gathers both quantitative (closedied) andjualitative (operended) data,
integrates the two, and then draws interpretations based on the combined strengths of
both sets of data to undeast the research problemit is not merely the gathering of
different types of data, but the integration loérin(Tashakkoriand Teddli€l998) Multi-
method refers to when multiple forms of either just qualitative or quantitative data are
collected, which | used within my qualitative data collection.

| utilized an exploratory sequential design (Creswell 20d6)¢h 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 |
used semstructured interviews, observations, and analystexts generated by
customers, employees, and the owner of a large AFN to understand the connections
between them and the impact on their vizging. In the second phase, | used the results
of the qualitative analysis of the network to build a modeh wéfined components and
variables. In the ensuing quantitative phase, | conducted a @dosed survey among
the customers and employees of the farm to test the conceptualization of shared
commitments and their impact on wbking. Based on a synthesif my qualitative and
guantitative findings, along with comparison back to the relevant literature, | drew
inferences about how alienation can be reduced anebewlyy improved through

resocialization in alternative markets.
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The steps of my exploratpsequential research design (also showfigurel)

are therefore:

1.

2.

Collected and analyzed the qualitative data from both consumers and producers.
Used the results of the qualitative analysis of the farm to build a model with defined
components and vables.

Collected and analyzed quantitative data from customer and employees to test the
model.

Compared quantitative results back to qualitative data and collected additional

gualitative data to interpret results and draw inferences.

*|nterviews, Observations,
1. and Textual Analysis with

Qualitative Customers, Employees,

*Comparing Quantitative Exploration and Owner . .
Back to Qualitative *Open and Axial Coding

*Considering Dark Sides

2.

Maodel
Building

*Defining Components
*Hypothesizing Relationships
*[tem Development 3.
* Customer and Employee Quantitative
Surveys Testing
*Structural Equation Modeling

Figurel 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, therethods 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, | aimed for a dialectigpproach between the different data sets and findings,
juxtaposing different perspectives and trying to reconcile seemingly conflicting results.

Schensul, Schensul, and LeCompte (199§)@that both quantitativend
qualitativedataare vital parts oéthnographic 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 observadd 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 beteen 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 quantitativapproach Creswell 2015). Because this reséan@s into a
new area on shared commitments that had never been conceptualized before, qualitative
research was initially needed. The oged qualitative data enabled me to understand
participantso6 experiences ilapanclenanckmoie, t o

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 (Creswel).2015

3.1.2 Case Study

My mi xed method research is focused on the
introduced in the previous chapter. AThe
actiono (McDonald and Wal k eticulati®depthcanp. 2) ,
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 Turley. My case study of MSF is an example of an instrumental type of case
study (Stake 1995), for the purpose of exploring the links betweerbeialy of
consumers and producers in a network. | chose to study one predominantceysé
in order to genete 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 | made an effort to learn as
much as | 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, theneustor the
community in which the farm is located, | tried to understand the perspective of all of

these people/groups and how they relate to one another. In advocating for the value of

56



case studies, Campbell (1988) asserts that methodologists simdtd 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 wotasd 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 employBeis. chapter will detalil

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 tdenwrote an
email asking if | could visit the farm for my doctoral research. The owner responded
favorably, at which point | corresponded with her directly, explaining my general interest
in the farm and how | am studying alternative food networks girout 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 folopremail reminders she was gracious
and very receptive of my coming to the farm.

When | shoved up at the farm for my 8t visit on the agreed upon daRnar
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 manags and employees took good care of me and were welcoming of
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my research. | was never able to meet with Pinar on my first visit to the farm, which was

one reason for a followp visit three months later.

3.2 Qualitative Methodology

In order to understand more about links between consumer and producers, my qualitative
research was muitnethod, collecting data from sesstructured interviews,

observations, and written, visual and online documents. In this section, | will discuss the
participants, methods, data analysis, and steps to improve the trustworthiness of the

gualitative part of my research.

3.2.1Participants/ Sampling

The sampling of informant§Kuzel 1992)consisted of customers, the employees, the

owner, and the peoplen the community surroumadg Mi ss Si | kds Far m.
segment of informants was customers. | conducted interviews with 12 customers who are
involved in MSF. Building from initial contacts who were customers of MSF, | used
snowballing to find otherinor mant s . Based on MSFO0s client
on middle to upperc | ass women who | i veodlstanbulTand key 6 s
Ankara. As | confirmed later in my quoatative survey, more than 8ercent of the

customers are female, marriedhdaat 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. | also interviewed people who no longer buy from MSF, which helped
prevent msguided generalizations. The interviews with the customers lasted between 60
and 120 minutes. | 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 int@ews lasted between 10 and 45 minwtad 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 lastedetween 60 and 170 minutes.

I n order to | earn more abadalsbinttwizWedls | mp a
10 people in the local community, including tihehtar(village leader), local business
owners, people living in nearby villages, and former emgasyof MSF. A followup
visit three months later enabled an interview with the owner, member checks with key
informants, and observations of changes on sifable 1 is a sumary of informant

profiles.
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Tablel Select InformanProfiles

Years
worked at/
Age Area/ Customer
Name* Category Gender (approx.) Residence Education  Occupation  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
Yaylapinar
Figen  Employee F 40 (village) Primary Baker
Kevser Employee F 45 Ocakli (village) Primary Baker
Dairy
Sibel Employee F 40 Nazilli (small city)  Primary worker 2
Dairy
Deren Employee F 35 Ocakli (village) Primary 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) Bac hel Office 7
Office/
Semra Employee F 50 Nazilli (smallcity) Bac hel Manager
Nihal Employee F 25 Nazilli (small city) Secondary  Office
Fatma Employee F 25 Ocakli (village) Bac hel Office
Yaylapinar Village
Osman Community M 65 (village) Secondary leader N/A
Yaylapinar
Tarkan Community M 25 (village) Primary Waiter N/A
Business
Veysel Community M 40 Nazilli (smallcity) Bac hel 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
Business
Aslan  Customer M 40 Istanbul (big city)  Graduate 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 (bigcity) Bac h el Engineer 2

*Nameschanged to protect privacy
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3.2.2 Methods

| used three different primary qualitative methods in this part of my researcepin
interviews, observation, and document analysis. | will exglaw | used each to

generate datfor analysis.

3.2.2.1 Indepth interview

The primary qualitative method that | used was the stractured, irdepth interview,
which is ideal for collecting nuanced data on the consumer and producer experience
(Mason 2002). Mason explains that qualitative intervigfeatures the interactional
exchange of dialogue, a relatively informal style, with a fluid and flexible structure.
Qualitative interviewing operates from the
contextual , 0 and t helevanhdorgextyintefocustsditear e f or e b
Aisituated knowledgeodo can be produced (Maso
emphasize depth, nuance, and complexity in data. Rather thastwayyng individual
affective states, | also looked for cultural categ@and shared meanings, which are
especially important for the netwel&vel analysis tesired KcCracken 1988).

In the interviews, | typically began with gratalur questions about how
informants first got involved with MSF or first moved to the comrwunrireferred to
prepared questions throughout the interviews, but kept things flexible as | 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
AppendixA. | used techniques such as extending and filling in the detail to probe more
about informants6é experience with MSF. |
down by the interviewees, and went into more depth when there was a story to tell and
unexpectedhemes to develop (Weiss 1995). | referred to prepared questions throughout
the interviews, but keep flexibility as | probed and sensed where the informants had more
to say.

If an informant had excellent English | conducted the interview in English,
otherwise | conducted interviews in Turkish, especially on the farm and in the
surrounding community. All of the interviews were recorded. | transcribed the ones in
English myself. Most of the Turkish interviews | had transcribed by a native Turkish
speake

| conducted the majority of the interviews with customers in Ankara between
November 2013 and March 2014. | also took a trip to Istanbul in January 2014 for a
series of interviews with customers there. In May 20%pent four days on the farm
and inthe surrounding community. In August 2015, | returned to the farm for three days
of follow-up interviews and observations. | 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 sirgpaced text.
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3.2.2.2 Observation

In addition to the interviews, | made observations to collect data. This enabled me to
obtain a fAperspective in actiond on top
interviews (Wallendorf and Arnould, 1991). Observations helped me to ask more
informed questions of the informants and notice what may be missing from interviews. |
observed the producers and people in the producer community as they went about their
lives and work on the farm and around the community. | observed the owner, managers,
farmers, and employees of MSF as they went about their work. Observation was also an
important point of triangulation as | considered wading of the informants. | am
interested in subjective wdbleing (Diener 2000), but observing producers and people in
the community allowed me to make more informed probes. | jotted down notes
throughout the day, and at the end of each day | took more detailed field notes about what
| experienced (Emerson, Fretz, and Shaw 2011), such as the following experience.

On oneof my visits to the farm, at the end of a long day of interviewing, | finally
returned to the guest house in the evening. When | 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
suppsed to gather some people to go wunload.
use all the people they could get. | changed my clothes, and drove with him to the
refrigerated depot. An 3&heeler from the farm in Kars was packed full of 50 kilogram
bags of flourand 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 andiewéng
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them. | feel it also helped me develop a greater rapport with the employees as |
interviewed some of them the following day.

In the spirit of participating as a part of ethnography (Arnould 1998), | also
became a customer of MSF myself. Myeawftas 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 mes and understand the filling afta 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 intervibarabout her experience as she
entered into the contexBeing a customer also added a degree of affinity and belonging
that made it is easier for me to relate with the other customers, emplaydesvner. |
better undestood the customer experience &wcduld express appreciation to the
employees for thir work. My being a customer also allowed the owner to introduce me

as a fellowcustomer to the other customernth 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
substanti al source of i nformation about
These documents were a primary sourome i n
reading these emails | was able to generate more specific interview questions that | could

ask the owner in subsequent fdodace interviews. These emails were also a starting
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point for understanding the life of the employees on the farm and alabtabo
relationship between the customers and the owner. | 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.

| focused on a sample of emails from January to December 2013 and March to
August 2015, at which point it felt 1ike
website www.ipekhanim.cowas 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.

3.2.3Data Analysis

My analysis of the collected data is an emerging product of anexmbed and creative
process of gradual induction (Lofland and Lofland 1995). | used a combination of open
coding and axial coding to label, separate, compile, organize, and assign oretsnafg

to the data (Charmaz 1983; Miles and Huberman 1994). The first part of analysis
involved scanning all the data (520 singfgced pages of interview transcripts and 205
pages of documents) and searching for dominant and emerging themes. Ictitims ke
will provide examples of three levels of axial coding: the existence of shared

commitments, the development of shared commitments, and theeauall outcomes.
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The first step in my analysis was to find what was underlying the motivation of
theact or so6 i nv olhkgum2,lprovide an exdri8pfe.of my open coding
approach to one section of an interview transcript with a custorer.read through the
text, different words and phrases stood out. | noticed in the interview with Reagin
she said fipeople are getting involved with
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 somethingAlseperlative
|l i ke Awonderful 06 jumped out because it goe
on to use many positive words |i ke a@abenefi
twice. | noticed that the benefits she discussed here were primaghcfal 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
Apeopl e part. o

Rengin also mentioned many differéypes 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, | knew that this old man was not formally employed by the farm,
but Rengin was excited about the way the faras benefiting many villagers. And of
particular interest to my thesis were the actions and relating of the different actors in the
network, so | made a note of the actions, where the man makes the spoons, the owner
posts it to theormersg) @a@amdermwtelberit hePicuan b s
action Rengin mentioned. In all of these, | made short notes with key words or concepts

that allowed for future comparison with other texts.
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involvement
wonderful

Many different
jobs

there are people work\ng in the kltchen therés

people working \n the fields, there are peoplE—"]

= s B Actions: Man
vi lage who makes wooden spoons She puts them [>—> makes, Pinar

list and we order them. So that nice-etd] lists, we order

man_who's maklng spoons from wood also can

penel
inar writes tha =

the vil\ages aro 2 ar= Improving
o=t capabilities

Better/Benefit

" Dreams coming true |

People part

Figure2 Open Coding of Interview Text

The next stage was axial coding, which involves exploring relationships and
patterns in the data around the various egmted categories and any other subcategories
that have emerged (Glaser and Strauss 1967; Miles 1984; Strauss and Corbin 1990). Here
| w a slevéloping theses, formulating concepts, making assertions, and addressing
problemso (Lofland and Lofland 1995, p.

In Figure3, | offer an example of how | movedbin the open coding in Figug
to the axiakcodes. | noticed how Rengin connects the actions of the employees, owner
and heselfas a customer. This corresponds to the behavioral dimension of commitment
in the literature. As | understand Rengin, she is closely tying these actions together in a
way that makes me think abllective actionThe 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 villagsts th

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 woren in the village also showscancern for theuture welfare of the
employeesPinar cares enough to takdian toward their welfare, to write about it, and
Rengin as a customer also shows that she cares about it.

Another emerging theme is the wbking improvement for employees as they get
involved with the farm. Many of the open codes are about the bem#ie 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.

Open Coding Axial Coding
Collective

(Employee-

a N Many dlfferev\ Owner;
¢ jobs
Y Owner-

Actions: Man /l Customer)
; i : >—'—’ makes, Pinar
~~—inta_her list and we order them. So that nice ole eyl —

man_who’s making spoons from wood also can
o o - - Future Welfare
of employees

®enefidfrom th om time to time,

dlSO
Pinar writes thataow the girls and women livingin

the villages around-have-ehalr economical situation Improving (Owner and
Cbetten ey are D1 €)1 DUy Rg-SLGOME g capabilities Customer)
at they had beenddreaming ad-ne
been able to do. For example one of-the Better/Benefit

which was expensive, she bought that. S

e people part:

involved,

People part well-being

improves

are coming true. This is.

Figure3 Axial Coding forExistence of Shared Commitments

After establishing there is the existence of something called sbanatitments,
| was interesteth analyzing how these shared commitments are developed. In Bjgure
| show an excerpt from an interview with Ebru, anottwestomer of MSF. | notickthat

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 theadiay of this

and many other teég, lidentified distancespanning technologiess one of the ways that
shared commitments develop. | noti¢kat 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.

Open Coding Axial Coding
At MSF yagcan even watc Watching the ="

. " e [~y employeeon live Istance-
them, which isCcool, reall feed video is — spaning
cool. Also you tend to have a amazing to her technologles

Wi Cool (3x) J/
- Develops Shared
Connection Commitment
between Customers
Know ( 3x), and Employees

Knowing the name
and name of child
is important to her

Well-being!

evidentin the
connection she feels

with the employee
and village

Feels part of the
village and like
living with them

Figure4 Axial Coding for Development of Shared Commitrreent

In Figure5, | show an example of the third focus of the coding: the-baslg
outcomes of the shared commitments within the network. Here, | present an éxoerpt
an interview with Suzan, one of the youngest emplgyeles grew up infte village in
which the farm is located. | madpen codes about the meaning she feels in producing
something that is of use to customers. She feels a belonging to the faane axial
codes of work satisfaction, financial satisfaction, and her personal development enabled

by her involvement with MSF.
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o produce things, o

Open Coding

Finds meaning
inproducing

Providing use

=

needs and pay for

Axial Coding

Work satisfaction.
Meaningful, non-
alienated
production

Collective Action
with others at farm

Congruent values of
producing to benefit
others

Financial satisfaction,
independence

her own education

I
and benefit to /
customers

A

Asense of

belonging within

the farm
Earning anincome
isimportantin
order to meet her

—

Further personal
development

Producer Well-being!

everything myself"H
me @(Suzan)

Feels peace as a
result of
supporting herself

Figure5 Axial Coding for WeltBeing

The eventual aim through axial coding was to create adiid&n conceptual
structure that would coherently integrate these categories and themes (Step 2 of research
design). Rather than proposing a framework in a positivistic manner, | hoped to articulate
an emerging framework that would help me understand sharechitments and well
being in alternative economies. | followed the suggestions of Glaser and Strauss (1967),
Miles (1984), and Strauss and Corbin (1990) in developing this framework. Three
guestions guided the assessment of the framework: (1) Doeanmefork 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 findinigeJuding a model
which | will present in the following chapter. Later in this chapter | 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, | workedards 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 trustworthiregsgaturalistic research: credibility,
transferability, dependability, and conformability. Wallendorf and Belk (1989) expanded
on how trustworthiness can be assessed in
a fifth dimension of trustworthinss

Credibility is concerned with the adequate and believable representation of data,
interpretationand findings. In order to enhance credibility | used triangulation across
data sources, debriefing by peers, and member checks to assess credibigylduian
across sources was done by interacting with several types of informants through
purposivesampling. Throughout the study, | also met with peer reviewers who served to
critigue and question the emerging interpretations. Conversations with mgrasvhe
was not on site for data collection, also provided an important check of the effects of the
site on me as the researcher. | also had key informants perform remalbks, helping
me to assess whether my findings were in congruence with their gtare@nd
experience.

Transferabilityrefers 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 | focusedn the case study of MSFhad in mind the trarfisrability to

other alternative economies. In the final chapter, | 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.

Dependabilityaddresses whethédre findings would be repeated if the study was
replicated with similar subjects in similar contexts. The high number of inforéduth
amongst employees and custondersn offer some assurance of dependability. The
triangulation across data sources alsggests the findings are robust and would stand in
future studies. In order to test my findingsisedmultiple data sources, including the
aforementioned interviews with customers, employees, and many different types of
people in the community, such asighbors, farmers, others businesses, and so on. | also
triangulated this data with my observations of MSF and the community, as well as
analyzing documents about MSF from two different years. | also searched for negative
evidence in the interviews, suchk eustomers who feel no shared commitments with
Pinar or people in the communi tbeinpnho f eel

Confirmabilitydeals with the degree to which one can establish the findings of an
inquiry are determined by the subjects andditions of the study inquiry and not by the
biases or interests of the inquirer. | began interviews with gi@ndguestions that did
not lead informants. The detailed explanations of open and axial coding earlier in this
chapter are attempts to raisentomability. 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. Withe accountability of peers and member checks, | 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 | approached the context provided a
certain lens in how | ghered and interpreted data.

Integrity, the final component of trustworthiness, addresses whether interpretation
was i mpaired by Alies, evasions, misinform
(Wallendorf and Belk 1989, p.70). | promised and nevargromised 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 leind@if and Belk
(1989), | worked to establish rapport and trust, triangulate across sources and methods,
use good interviewing technique, safeguard informant identity, and exercis@agtis
and introspection. Multiple visits to the research sitpdedevelop 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, | feel potential research
effects of the site were mitigated.

My subjective psition as the researcher and its impact on the informants (Ger
and Sandikci 2006) was another factor of which | was aware from the outset. As an
American male, | stood out to everyone | i
researcher from a Turkisiversity, but from the capital city, which many respondents
had never visited. Even before going to the site, | recognized there was a high likelihood
of compliance in the interviews. Most of the employees were women with very little
education being inteirewed 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. dach ensuing visit to the farm, | 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 commity, increased my confidence that | was not being lied to or

misinformed.

3.3 Quantitative Methodology

As the next step in my exploratory sequential mixed method design (Creswell 2015), |

aimed to test whether the relationships | had discovered in my qualitative data collection
analysis could be verified quantitatively. Returning to the research sitedaatan

guestionnaire was another step in utilizing a repertoire of tools in astahe(Bulmer

1993). Through open and axial coding in my qualitative work, | came to the conclusion
there was an unusual | evel acduredfacianend ¢ o mmi
common with otherso (Watson and Eki ci 2017
Based on the axial coding described above, in iteration with the literature on commitment
(Gundlach, Achrol, and Mentzer 1995), | theorized threeedsionf shared

commitment: ollective action (behavioral), congruent values and goals (attitudinal), and

concern for the future welfare of others (temporal).
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3.3.1Participants/Sampling

The core of the model that emerged from the axial coding was thkseéketween three
primary actors in the network: the employees, owner, and customers. In the qualitative
data | could ask (and make observation about) each of these three actors about their
relationship with the other two actors. In measuring a shamn@dnatment, it is helpful to

hear from the perspective of both of the parties involved. In the qualitative research |
was able to include the owner of the farm in the analysis, but of course | could not utilize
the owner in the quantitative portion. | teeare 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 pedple employed on the farandl 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, | planned to collect this
data faceo-face.

Thesecond survey was conducted among the customers of MSF. As mentioned
above, the customers tend to #educatedandt ed i n
have above average income levels. Because the customers make their purchases from the
farm onlire, it was natural to complete the survey in an online format.

Mindful of the possible limitations of a cressctional survey, | worked hard to

employ a combination of strong theory, careful design, and appropriate statistical tools

75



(Rindfleisch et al. @08). One important aspect was that the surveys were just one part of

a much longer longitudinal mixed methods study.

3.3.2Instruments/ Measures

Step 3 of the research design was the quantitative testing of the proposed Thislel.

included item deglopmentand conducting the employee and customer questionnaires.

3.3.2.1Employee Questionnaire Development

Based on my analysis of extensive field notes and transcripts, | developed seven to 12
items for each of the three dimensions (collective actongruent 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 i ewer s f eedba
validity. | 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). | was very concerned that each of the dparationalize the

behavioral, attitudinal, and temporal components of commitments, as found in the
literature. For example, | made sure that eadheftems thabperationalizeollective
actionwas in fact a specific action that an employee could take&as also concerned
about content validity, whether the items cover the domain to be measured. The rich

gualitative data was helpful for pulling out all of the items that relate to a particular
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domain. Discriminant validity between items was alsorsseration, carefully editing

items to differentiate between whether an item is, for example, more about shared values
or about a concern for the lotgrm wellbeing of other actors. Conversation with
independent reviewers was invaluable in this step.

In the item development | paid particular attention to avoiding deldniesled
guestions and tried to keep the items as easgderstand as possible (Fowl&€95). |
decided to include several reversed items to act as mental speed bumps for the
compldion of the survey, reducing the potential confounding influence of conscala
anchors (Podsakoff et &003) and acquiescence on the pagparticipants (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. Whangfations differed, there
was discussion between the author and the translators on which phrasing best captured
the meaning of the item. | aimed for the most clear and accurate translations, that the
interpretation of the items would be consistent, irgireathevalidity of measurement
(Fowler1995). This was one way | strove to eliminaem ambiguity (Podsakoff et al.
2003).

Once the translation was completed, the items were pretested among several
reviewers of different educational and seemnome backgrounds. Due to the already
restricted population at the farm, | did not pretest the items amongst the employees

themselves. Nevertheless, per the primary hope of Fowler (1995), | took considerable

77



effort to carefully evaluate questions before ushem in the survey. The independent
reviewers thought the survey was overall very clear and using their feedback | eliminated
a few unclear items and rephrased a few other items.

There were 62 items on the final questionnaire and the pretests showedftlit wou
take about 15 minutes to complete verbally
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 dimeo$simsred
commitment that employees feel with the owner and customers. | 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 questiwonéire
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 satisfagtibrlife scale (Diener
etal1985). The scale for all of these items
completely disagreedo and Al completely agr
demographic questions, which were put last in order not tcephmrest othe responses
(Podsakoff et al2003).

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 simgircle each answer. This employee

guestionnaire is included in the Appendix
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3.3.2.2Customer Questionnaire Development

| 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 purch&sen the farm and their overall satisfaction.
Included in these were items related to feelings of loyalty, a bond, and-teltomg
commitment to the overall network that would be used as indicators of the mediator
A@er al | Cadhebukoftthe sunveyavas 35 items measuring three different
dimensions of shared commitment that employees feel with the owner and customers. |
asked the same standard satisfaction with life scale (Dienerl&84)) that | asked the
employees. The survey concluded with eight similar demographic questions.

| 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 actianthat customers would talk to demonstrate collective action are
different than the ones taken by the employees of the f&ereen shots of parts dfet

customer gastionnaire arencluded in ApendixC.

3.3.3Procedures

In this section | will presenn detail the procedures | used to administer the employee

and customers surveys.
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3.3.3.1 Employee Survey at MSF

| went to the farm to administer the questionnaire-faciace. Because | expected the
numbers of employees at the farm to be undempEaple, it was vital that every
guestionnaire was completed carefully in order to have enough responses for meaningful
analysis. As mentioned, | was prepared that the education level of many of the women
would require me to verbally read the items andnettieeir responses (Bulmer 1993).

| tried to employ bespractices in conducting survey research (Fowler and
Mangione 1990) in order to yield reliable and valid data. In an introduction read to the
employees, | told about my institution and the purpdsheoresearch. | explained that |
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 questi@nai

| encouraged the respondents to be open and honest in their answers. |
emphasized that that there was no right or wrong answer and that the only thing that |
wanted to learn was their opinions. | explained the 1 to 7 scale. In front of each of the
enployees 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 frurkish pronunciation anib notwear myself
out reading the same items over and over again, | had a recording of a female native
speaker reading each of the items. In most situations | would play the recording, pausing

it as necessary for the employees to have the time to circle their responsd fiberaa
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| received the approval of the owner and the other managers to conduct a
guestionnaire a couple months before my site visit. As mentioned earlier, | had been
previously granted access to the farm and meeting with the employees. In my two prior
visits to the farm | had built trust with the employees and owner of the farm. Were it not
for the previous visits and the interviews and observations | had conducted, | do not think
| would have been given permission to conduct a more formal structuestannaire.

Before going to the farm | went to great lengths to ask the managers of the farm to
help me set up a schedule for conducting questionnaires with the employees. | did not
want to show up and try to organize things on the fly. In past Visad met with
employees as they went about their jobs, but for conducting the questionnaire | requested
a place where | could meet with the employees individually. It was not until | arrived
that they provided me a list of employees, which was not gntoenplete or ugo-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.

| tried to adjust my approach based on the demands of the coOtigaih times
four or five employees who were together were sent to me to complete the questionnaire
at the same time. In these situations, | handed a copy of the questionnaire to each person.
In a few situations someone told me that they were unable tpletait by themselves,
and asked if I would write for them. In the findings section | will go in to greater depth
about what | observed in this situation.

| completed questionnaires with 81 employees at the farm, 80 of which were
usable After a multivariate outlier analysis, the final sample size wasl#&d 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. lam only aware of two employees who insisted on not responding to the
guestionnaire. | 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 offte online survey was much more straightforward.deme of
administration (FowleiL995, p. 99) | favored an online distribution mechanism because
AFN customers are using online systems for purchases. | entered all of the survey items
into a GoogleDocsuvey, which can be seen iAppendixC. 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 reducingasdesirability bias (Nederoff
1984).

Pinar agreed to send out this link to the readers on the email list. When | was at
the farm and met with her fate-face, she asked me how many responses | hoped to
obtain. She thought about just sending the link to the first part of her alphabistized |
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 beginnimgy @mail on
October 29, 20161 am not sure how carefully she reviewed the itbefsre 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 | think ismore conservative estimate for an average number of

weekly readers. Based on interviews, | 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. |
received 700 completediiveys in just 24 hours. Over two weeks | received a total of
1,440 responses. | therefore estimate a response rate of approximately 14.4 percent. |
found this high considering it was an independent research project, a relativelydong on
line survey, andhere was no follovwup. | 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 memore about the survey and give feedback.

3.3.4Data Analysis

With the hard work of the data collection behind me, | moved on to the rigorous analysis
of the rich data. | will explain here how | prepared the data, dealt with missing values,

and then performed confirmatory factor analysis and structural equatiaingpd

3.3.4.1Data Preparation

Data cleaning and preparation took a considerable amount of effort. For the data
preparation, | used IBM SPSS Statistics 24. | first inspected the data for a number of
common problems. Looking at frequency histogransbecked 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 nCe. nmpHeempoyeydata,ghemea® on t h
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 dataas typically positre, 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 5.8.@range with a standard deviatiof 1.2 to 1.4. The
kurtosiswas again typicayl 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, Aln which year did yousdnggin purch
percent of values. This was due to the fact that this was an open response item, which
some people skipped or wrote Al candét r eme
they began. Nevertheless, there were no variables that needed to dectk@m the

analysis.

In the employee survey there was only one survey response that had to be
eliminateddue tomissing a large number of values. In a search for outliers using SPSS, |
noticed that two cases were frequently problematic, suggestipgvire multivariate
outliers. There were many scores from these two cases that were identified as extreme
outliers from the normal distributiorOn severaitems, the box plot indicated that they
were outside of three standard deviations of the meangK®98). Because it only

involved eliminating two cases and would not be a substantial drop in sample size, |
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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), | ran thelsis both with and without these
two cases eliminated. Because of the small data set, SEM was very sensitive to these
unrepresentative case@/hen | eliminated these multivariate outliers, the direction of the
relationships between variables did noaye, but they became significant. In my
extensive qualitative data collection, | 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 ofsistency 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 unrepresemngsipandents to
make the other 78 cases appmsignificant, | opted to eliminate these cases. Therefore,

| report the reults from the data @&IFF8) with the multivariate outlier cases omitted.

In the customer data set£M404) | did not eliminate any outliers because the
large sample size was nmierly impacted byhem. Themissing data in the larger
custoner sample of 1440 responsesas expectedlgreaterdue to being onlinel
decided to exclude amgsponses that had less than 90 pergktite responses. In some
of the surveys it was cle#itat 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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3.3.4.2Dealing with Missing Values

In order to deal with the missing values, | followed the steps recommendiéairst al.
(2013). I first determined that the type of missing data was not ignorable and should
warrant action. | used Littl edbs eMihessi ng
proper imputation method. | used the Missing Valuesadoh SPSS. In the end, for the
customer data set | opted to ulsemultiple imputation method in order to supply the
missing values, which is typically regarded as the most sophisticatetbvimpute
missingvalues Hair et al.2013).

With the much smaller employee data set, | was able to deal with the missirg value
by simply using the series means. In the very few missing demographic responses, |

based the new values on other peopée wWould be a good comparison.

3.3.4.3Confirmatory Factor Analysis

After obtaining a complete data set, | moved on to conducting a confirmatory factor
analysis (CFA). CFA is a way of testing how well measured variables represent a smaller
number ofconstructslair et al.2013). In CFA, | specified both the number of factors

that exist for a set of variables atte factoron which each variable would loadFA is

a tool that helps to confirm or reject my preconceived theory. The measureroeynt the
specifies how measured variables logically and systematically represent constructs
involved in a theoretical moddHéir et al.2013). lutilized IBM SPSS AMOS 24 in

conducting CFA. | followed & steps for CFA as outlined Biair et al (2013):
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1. Defined individual constructs
This process began with a theoretical definition of each construct, which |
developed from my qualitative research. As | described in the development of the
survey instrument earliel operationalized the construct by selectitsg i
measurement scale items and scale type. Because there were no scales on shared
commitments in prior research, | did new scale development. For example, for
the constructollective actioni developed seven items to measure the level of
collective acton that customers feel with the owner. Only for the life satisfaction
scale was | able to use a scale from prior rese&iemér et al. 1986

2. Developed the overall measurement model
With the scale items specified, in the next step | specified theunemasnt
model. |identified each latent construct to be included in the model and assigned
the measured indicator variables to each of the latent cotsstriustarted out with
five to eightitems/variables for each of the latent constructs.

3. Designediie study to produce empirical results
In this step, | designed and executed a study for collecting data for the
measurement model. | have explained in detail how I did this amongst both the
employees on the farm and the customers online. asy\different sample
sizes (7&ompared to over 1000) was one of the challenges | 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
| next came to the crucial stepagsessing whether the measurement model is
valid. In chapter 5, | will detail how | assessed model fit, including measures for
absolute fit, incremental fit, and parsimony fit. As recommended by Hair et al
(2013), | also compared different models, baeaitiis 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 | tested in CFA, | 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 | took two additional steps:

5. Specified the structural model

In step 5] moved from the measurement model to the structural model. In this
step, | assigned relationships from one construct to another based on my proposed
theoretical model. | hypothesized a series of dependence relationships among
existing constructs. Foxample, | hypothesized in the customer model that
Ashared commitment with the ownero wi

on theory, | tested out a number of variations in the dependence relationships. For

exampl e, whil e Id tchoemonmiitzneedn tt hwaitt h it shhea roew

commi t ment with the employeeso would
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measur ement model , in the structur al

commi t ment with the empl oyeengnientivth act ua

the owner . 0

6. Assessed the structural model validity.
In this final step of SEM, | tested the validity of the structural model. Here, | am
interested in not just whether the model has acceptable fit, but whether it performs
better than any atnative model. | 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

| 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
measuresn 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 itemfor two different constructs was done intentionally, but it does
present an issue @MV. Furthermore, the dependent variable of life satisfaction was in
the same survey with the same scale. While | was not able to obtain measures of the
constructs frm different sources (Podsakoff et 2003 p. 887), | tried to address many

of the poential causes of CMV biases. Tiomtal anonymity of the participants on the
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customer survey reduced common rater effects such as social desirability, leniency bias,
andacquiescence bias. | 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 arewlyithe most likely to be
regul ar readers of Pinardés emails and the
who decline to take part may well have different attitudes and behaviours from those who
do cooperatebo ( S ap s fmeasutes Pt@ktd@ test the.biasSoBthe. On
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 tremmmitment to the farm. In order to test
this, | split the sample between the first 700 respondents and the neX@difg.an
independents sampléddst across all of the variables, | found only three variables that
were sétistically significant athie p=0.01 level. One of the variables that did show a
significant difference was fAl read Pinar H
validity of the data because the person was reading the email right away. However, there
was no statistical differee 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 ites

If | 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 differen
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the farm and their | ikelihood to defend t
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 mor
committed core of customers. If there was a way to force all customers to take the
survey, the split sample compamssuggests that there is a chaipin commitment level
as more people respond.

This analysis suggests that the approximately 14 peresponse 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 commtirbet 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 altemativdel. Seeking out negative cases
in my qualitative research also helpgdard against only hearing the voice of the most

enthusiastic customers.

3.4 Integration of the Qualitative and Quantitative Data

As mentioned before, mixed method desigrolagd the synthesis of all of the data

together. Therefore, after testing the model, the methodology was not yet complete.
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3.4.1Assessing théModeling Results

After the modeling efforts, it was time to go back to the extensive qualitative data that |
had collected and compare what | had found. | wanted to be critical of assuming the
superiority of the quantitative part thfe research.There are strengths the clarity of

the dependence relationships between variables, but all of the exploration and discovery
in the qualitative data collection and analysis cawdtlbe captured in a couple models
While SEM is a powerful analytical tool, it still has limitais 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 intgration process was a recognition of the limitation of the survey
instrument that | had developeé&specially in the questionnaire on the farm with the
employees, | felt the inadequacy of a 1 to
and feelings.The quantitative analysis was also unable to account for the feelings of the
owner within the network. | will share the related findings in the following chapters and

discuss them in the concluding chapter.

3.4.2Dark Sides of Shared Commitments

To this point in the research | had focused on the-ta@lhg outcomes of shared
commitments. However, in addition to the bright side of the story | was mindful that

there may also be a dark side. Related literatures on commitment, social capital,
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relationalmarketing, and brand communities all address dark sides. Dark sides have
been considered as the downsides of ftamm relationships (Grayson and Ambler 1999)
andtrust (Numerato and Baglioni 2011). While pointing to many benefits to commitment
such as ertainty, efficiency, and effectivene®wyer, Schurr, and Oh (198p@. 29 also
recognize that AThere are bilateral sets
durable associationisnote c e s s ar i |liychapters,il deaelop s anadyl
framework grounded in a literature review of dark sides.

| did additional qualitative data collection to look for teek sides, and more
generallymake sure that | was getting the entire storyhe farm. In my last visit to the
farm, | probed fodark sides of the farm for the owner and the employ8asaple
interview quesons are included in Appendix.DAn additional step | took was to contact
all of the customers that | had met with at thgibeing of my data collectionl found
out that may had left. In the final two chapters | will also present evidence of and

discuss the dark sides siiared commitments as seen in the case study of MSF.

3.5Conclusion

In this chapter, | have detailed the exploratory sequential design mixed method approach
to my thesis. | collected and analyzed qualitative data, developed a model, and then
collected and analyzed quantitative data to test this méaedlly, | integraed the

findings.In the next chapter | will present thealitativefindings from the research

design planning and implementation.
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CHAPTER 4: QUALITATIVE FINDINGS

4.1 Introducing the Model

Shared comntments among networked actors arented towardtheir shared goallhe
emerging modeshows a multagent conceptualization (Caruana and Chatzidakis 2014)

of the interdependence of elements in the marketing system (Mittelstaedt, Kilbourne, and
Mittelstaedt 2006). | introduce the modhere(Figure 6)to orient the reader toward the
direction of the findings.

As shown in Figure &he triangle formed by links 1, 2, and 3 depicts my findings
about how shared commitments have developed between the owner, employees, and
customers. Link is between the owner and customers. Link 2 is between the owner and
employees. Link 3 is between employees and customers. As previwargipned |
theorize that each of these shared commitments between actors is characterized by a)

collective actionp) congruent values and goals, and c) concern for the future welfare of
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other actors. These elements are part of committoenparticular goal or course of

action, rather than to the organization or to an exchange partner.

Local m Non-Local

Employees

Customers

Geographic and
Social Distance

Figure6 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 fingenshows 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 1
sector.
Turkey has a nee éryitlealistic;if ewaote itdmdbpittr@ &ll a m v
the fraudulent claims you would not put a bite of food in your mouth for weeks. |

am expending effort to correct this cruel system. And | 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 ssaalle farms without pesticides and
additives.

The second related goal is to support villagers in their traditiway of life and
ability to pr oduc e Wauwilkopenthé veapfdrhundrdels, orar wr i t
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 theesydt Pifar, 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.

Figure6 also represents how the owner and employees are local, while the
customers are nelocal, 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 saidistances can be traversed.

| begin by presenting qualitative findings about the existence of shared
commitments. thenpresent findings about how the shared commitments developed
between the actors. For each of these first two sections | wi# sletailed qualitative
evidence for the three different linkEinally, | present findings otihe wellbeing

outcomes for the employees, customers, owner, and the community and society.
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4.2 Existence of Shared Commitments

| first present evidenchat shared commitments choice of a course of action in

common with otherslo in factexistbetween the three different actors. Based on the
conceptualization of shared commitments, in order to say that shared commitments exist,
there should be evidea of each of the following thremmponents 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 hae 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, | wanted to
gauge if shared commitments were evident in each of the three pfinkarin the
network. If shared commitmergsist in MSF it is hopeful that shared commitments can

grow andare possible foother AFNs.

4.2.1 Existence of Shared Commitments between Owner and Customers

The owner and customers within M&tkecollectiveactiontoward the same goal$n

her regular emails to customers, Pinar cal
of your ideas, every suggestion. Every tho
i mportant to meé.i nAgt teov earsyk sftoerp ylo uarm sguop p or

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; | want to be in support. | 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 a-<tion i
scale agriculture. The personal contact between the owner anthetsis another form
of collective action. Husniye, who is the Ietime personnel manager and works closely
with Pinar, explained, AThey are taking my
inviting me to their home ikecustomerd themegsame t o
di fferent communi cat iThepersinalized@mmunicaBod ( Hus ni
shows a mutual effort to builddifferent type ofnetworkbetween producsiand
consumes. Pinar believes that customers are typically consideneéesdoy the system,
but she aims for something different. A Wi t
without poisoning them, we were able to exist by empathizing with customers and by
doing old style tradingo inguglanaltarnative2 4 May 2
marketplace, Pinar believes she is taking collective action with the customers toward
more sustainable agriculture.

Second, my interviews revealed that the customersdagruentvalues and
goalswith the owner.

As far as | carsee, 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 honestquction and consuming only what one needs. For a

sustainable world this is a really important concept. | 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 ¢oer connects what Pinar is doing with her own
background and beliefs:
[ Pinar] says that what they are doing i
certification, but they are using the old methods, which you know, | know about
these things a littlbit because | was raised in a small village. So | know about the
things that she mentions, for example she says that she uses this on the tomatoes,
for example, and | 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, ve
she wrote is also affectinlhnd al so she is openly sayin
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, | think that is why | built
trust. (Aleyna)
The customers feel skt 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 ovwage a concern for each
ot h e r fesm welfare.g Pinar frequently writes about her concern for thebseig
of her customers. She expresses a sadness for people in the cities who are earning money
but being worn down physicalyrinar, TEDx Talks15 April 2013 email). She is
motivated to fight against a system that is harming the-teng health of consumers.
A fll wrote item by item all the fraudulent claims you would not put a bite of food in your
mouth for weeks. | am expending efftwcor ect t hi s (Pinaruledly 2818 st e mo

email).Pinar is concerned about the letggm 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 adchiration towards Pinar. One customer
commented that she iogenredpanseitdmandimesurveyf our ho
Anot her respondent commented, AMay God pro
data, customer so& c o oftheemployEes was indresstranglyt ur e we
expressed than for Pinar. Many customer s
many | i ke Pinar Hanim all overo (Asl an).
of Pinar not doingHis for money, but also wish h® 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 prodiaca more costly way, and also to

make all these investments. So it has to be profitable. And | am totally for it.

People who do good jobs have to make profit, so they can keep this going on. If

itdéds not profitabl(Geem)it wondét keep goin
Gizemdesires for Pinar to be profitable and successful in order for the goals of MSF to
be fulfilled. The customemsish forPinar to be successful and continue her work, but
they do not express as explicit a concern for her personal welfare, likely bdtayse
perceive her to be setufficient 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 Ownend Employees

I now turn to link 2(in Figure 6) considering whether there is shared commitment
between the owner and employees. Here, | am interested in whether there is a typical

bossworker relationship between them, or whether there is somethdhigoad! taking
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place on the farm. Do tlemployees hava sense they are working towards the same
goal , share similar val uamswelfaseR d care for o

| indeed found evidence abllective actiorbetween the owner and employees.
One person who has been an employee for 10 years shared,

We started with three people. | mean we began with hard work. Together with

our friends and our boss we fought to get where we are now. We are very

pl easedé We wor ked windéabigasister. (Ebkays s | i ke a
Another longtime employee voiced the extra effort she and her coworkers are investing.
AAnd we are also putting our heart and sou
al so very happyé |t méalhobourtriging tIN€h8)i Bhiser Pi na
empl oyeebdbs comment also shows how the coll
mutual success. Many of the employees demonstrated collective action by talking
favorably about the farm and bringing others to work wi t h e m. Al al so br
my friends to work here. My contacts, from my friend group, | have brought many
people. 6A very good place, youeandlme wor Kk
brought pepWdkeghard Eagsisleeeach othputting 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.

| also see evidence similarities in the values and godietween the empjees
and owner. One of theseluas is the ability of a wom@neven an unmarried oéeto
work and be successful.

Pinar Hanim is a role model for me. Wo

she worked, she started her own business and grew it. Sheswvassahgle

woman when she came. | was here when the farm was first beginning. During

the five years that | 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 &darralmost
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 saythat customergellt he m, A Y o u bealtiful,yaur e r e al
stay so young. You I|live naturally. Il tds no
organico (Feyza). They have shared distast
goal of growing and producing healthy food according ta ti#age traditions.
There is also abounding evidence of shared commitments coticern the
empl oyees and owner have. Zelora shaved withemetow her 0 s
she was left with three kids when her husband died of cancer, and stevieadvorked
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 | 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. | mean, no one could argue this.
(Zehra)
Zehra shared further that for another treadason she had to leave for 18 monihs
Pinar Hanim hired her back in a lighter job to help her get back on her feet. Reflecting on
the overall different kind ofalationships they have at MSéne of the employees told

me in an interview,

There are no other jobs as comfortable as this ala@sportation, breakfast,

l unch. Now we are | i ke a family. Peopl
work. There is an altogether different family atmosphere. Whether Husniye
Hani m or Pinar Han-boss, butlikeaf@mily.(NMé) | i ke wo
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4.2.3Existence 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 Pinarés regular commseni cat.
of daily contact between the owner and employees on the farm. Here | 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 togktier.
employees and customers can directly work together, have congruent goals and values,
and have a concern for one anothemros futur
just hinging on t he vaueoaa be.cocrealed byswoorenorat es t
actors in the service ecosystem without th
and Nambisan 2015, p. 164).

First, despite the geographic distance @ eeamples between customers and
employees otollective actiortoward 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 prepar e nat uansWorkingforde thefielandisieassw t h a
earning money; maybe she is bringing money to her family to her son or daughter and
this makes me happyé | have a more direct
thanking the employees, phone calls to the employer 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 meetihaeng wi th
they say o6thanks f or rgud.uWwe dgouronrk witb evékndé we al
greater joyo (Feyza).

Second, my time in the field shows that customers and employeesdrayeent

goalsandvaluesi The most I mportant thing is that w
foodéeAll of outrhicuasdt omMéarsd&m)o.w According t
customers say to them, AYou |l ive naturally
everything is organico (Feyza). A customer
way:

So the natural way of farmgnis dead | guess, except for small grass roots
organi zations | i ke [ MSF] éWhat we eat i s
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)
Custoners and employedsve common values of growing natural food for a healthier
lifestyle and future.
Third, my data show that employees and customers hewecarn for each
ot h e r desn welfanatlyat goes well beyond an economic exchange. When #sied
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
theywiskt . They are capable of buying or doli
dreaming of but had never been able to
Another customer communicates kencern for the longerm welfareof the villagers:
APeopl e stdercteend tno neayr my wor king under dec

women. Theyobve got their jobs now, their s

do. ... And [Pinar] has st-sustdineng tradiionat ur n t he
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far mi ng v enh).lOagcesomer (E@ineyshared that although she is turned off

by what she perceives to be Pinards greed
empl oyed w-bemngis érsughn@ hel to continue as a customer. Employees
frequently express coam 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.
AEveryone el seds health is adnthissgtonrit ant as
have shown the esience 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, | aim to
make a further cdnibution by considering in this case stutywshared commitments

were fostered, which could be replicated by other AFNs and alternative econlomies.
analyzing the data, several subthemes emerged as to how shared commitments developed
across each of tHmks between actor§able 2 summarizes theays that shared

commitments came into being between the owner and customers (lthedyner and
employees (link 2), and customers and employees (3). Thectihahn in Table 2

explains the dyadic or mutual nature.
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Table2 How Shared Commitment3evelop

Shared Commitment:

How Shared Commitments Develg

Explanation of Dyadic Nature

Connection to o0\

Shared commitments are built as the
customers relate w

Shared Commitment:
between Owner and

Focus on quality over price

Owner selects price based on quality ang
sharing benefits with employees, rather
than profit; likewise, consumecsire less
about price and more about the health an
social value of the products

Customers
(Link 1)

Personalized communication

Personalizing reciprocal communications
re-socializes the produceonsumer link

il nclusiveo fr afr

Diagnostic, prognostic, and motivational
framing that includes customers

Customer involvement and

Shared commitments grow as the owner

acknowledgment gives customers ways to be involved and
thanks those who are

Founding with eyAThere was my | and

contributions knowl edgeé we met
wor ko (Pinar, 15 A

Shared Commitmentt
between Owner and

Independence and respect at work

Given by the owner and earned by the
employees

Employees
(Link 2)

Working alongside each other

Unity in their work and valuef each other
as people

People first

Mutual commitment to continue
employment despite changing family
circumstances

Facilitated interactions

The owner introduces employees and
customers

Shared Commitment
between Customers

Human touch in products/packagin

Employees do nheamechanized work;
customers care that the food comes from
people

and Employees
(Link 3)

Distancespanning technologies

Customers care about life on the farm,
employees are willing to let their work an
lives be displayed

Physical visits

Mutual concern as customers visit the far
and employees travel to events in the citi

Table 2 serves as an outline for the following sections in which | present the

evidence for each of these ways that shared commitments developed.
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4.3.1Development of Shared Commitments between Owner and Customers

An i mportant basis of the shar ®dnectomtomi t men
t he o wn eRinérsends tveeklyyemails in which she frequently refers back to her
own journey ofleaving a busy city life and starting a new life in the village.
Its founding philosophy was born from my own quest. | was born for a purpose,
for this job. | was to live and give life to the soil, seed, trees, people, sayings,
respect, feeling of trusteal Anatolia. With these | did not just want to be
nourished, | also wanted to nourish them. Health to Istanbul, seeds to the soil that
it deserves, earnings to Anatoliaé. Just
going to sel!/l p that wlay. ¢ was going td do sometHing n 6t b
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)
Pinards story i sesdndjudgneedts with vhich heroeaders cac h oi ¢
connect: a choice to fAgive |lifedo; that the
earnings are Ajusto and Ahonesto (while ot

eager to t el IstorgWwhicluembddiesrmany o6f sheirlidedlseOne informant

| 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 fruidsd 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 producerés story (Raynol
Communicating dack of financial motivatiomppears ttve another important
part of Pinarés ability to build shared co

founding of the farm, Pinar explains she earned a lot of money from the water factory she

started and then sol d. Wihoeghtal®utte tohesaor began

107



the returns. My money was enough for meo (
adequate money and lack of extrinsic motivation, in contrast to the norm of firstly

financially motivated Turkish entrepreneuBefzing, Chu, and Kar2009), is frequently
mentioned by customers as a reason for their trustir@orenant said,

She did not start this for profité. You
story, how it beganéshe has morey, she
doesndt need money, she . (Rengn)dndét do any

Nonprice considerations and social relationships take on greater importance as the levels
of marketness and instrumentalism decrease (Hinrichs 2000).

MSFO6s | oose pay mgrars tha Risat ienot profia motivatedr e n
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 skmonthmonth bill from multiple orders, she said:

So | paid it all and we are all paid up now, but they never said anything. And that
kind of relationship makes it feel very
order until they receive a payment. Sattkind of behavior encourages me not to

treat them like an online retailer. So if | receive a product that | am disappointed

with from a different retailer | am likely to complain or write a badeey give

bad wordof-mouth publicity, or switch to anogh retailer the next time | need a

similar kind of product, but with [MSF] | am just really forgiviad mean who

amlt o compl ain, they are not even making
one of the tomatoes maybe gets rotten on the transport, but | ayouekpow

okay with that because they have that kind of relationship with me, where they are

not being demanding of me, so | am less likely to be demanding of them.

| see it more |ike a friend than a reta
companyha s ome employees from Erzincan, thi
honey from Erzincan and they asked if | want to placerderdrom them, and |

did. Butitis a friend sol am not going to get mad if
even know whenitisgoimgo come, and thatoés okay. An

see [MSF], like kind of a friend of a friend that you make an order from. And |

am going to pay for this honey from Er z
get 1t to me, buadvamceot Hgobdegktadpay
of a friend sort of thing so | 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 | will
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pay when | get to it (laughing). So this is the wagt{MSF] functions too, and it
makes it feel more | ike it is your aunt
company. (Sarah)
The prominence of the theme about lack of finanmialivation inthe interview data
demonstrated in part by the logs&yment expectation, suggests that customers in an
alternativemarketare drawn to a moral choice of a course of action with an owner who
they trust is not motivated by profit.
Pi nar 6 s an dpetstnalized eosmmuaicagpmauding their
informality and openness about their personal liveso@alizes the produce&onsumer
link (Raynolds 2002).The previously mentioned transfer of products embedded with the
owner 6s story is not the only facet that b
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, myischil dr
my grandchild, Miss Mavi, you all know. A while back | had shared a photo of
her eating yogurt. She has gotten bigge
not with her my daughten-l aw sends | ots of photoseéof

them with youJ . (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 familiednformants told of how they sent Pinar agmeral
email to become customers:
One day | had theme so | sent an email to [Pinar] and she sent me a reply. | sent
her a small account of our family. She was very kind to reply and then | started to
order from her. (Gizem)

The sharing about oneb6s family and the nat

connection between Pinar and her customBEmsugh she has never met feceto-face
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one informant describes Pinar #dAli ke a frie
l' i ke that when | read her emai | sffnityy Rengi n)
such as onaho alludes to a sense of tension about the personal nature of the
correspondence. fABecause [Pinar] shares he
we have to intervene, or we have to like or dislike her. But then you feelltikehave to
|l i ke or dislike my grocer?o06 (Ebru). Il ndeed
economic relations, fiin which the sticky t
bani s he dGrahanGa006spo83).

In addition to sharing heta@y, her openness about her lack of financial
motivation, and her personalized correspondence, Pinar helps stimulate shared
commitments for a social movementibglusive framinginvolving customers through
diagnostic, prognostic, and motivational fragiiBenford and Snow 2000Although
Pinar herself may not be aware of the theoretical language for what she does, Laamanen,
Wahl en, and Campana (2015) conceive framin
change and di srupt 7dAswillpeashotwn, Rinarsstdécidadly i on s o
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 withdichotomy of macromarketing (Golding
2009).

Pinar practicedliagnostic framingBenford and Snow 2000) by identifying many
interconnected pr obl e ms -bangbeingdestroybdeasa dea of
connection with nature is lost at the hanfisndustrialization and the race for money and

consumpti on. ALIi ke hundreds of people arou
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storyéa rising graph, tiredness, a breakin
and in return for this I was livingtérrb | y o ( Pi nar, TEDx Tal ks, 1!
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
uni versity, she svteat ehse atrhde tfhoel Iwoowidn gé:h ufima nnd
(Pinar, TEDx Talks, 15 April 2013 email). She laments the breakdown of human
relationships, s-otbhldsre]aljhensBEwemat bkrenl s
March 2013 email). Pinar frames the issuenfroa fiwe 0 point of vi ew,
societal problem that concerns her and her customers.

Within the wider problem of declining wetleing as a result of the fast pace of
life, Pinar focuses on the industrialization of the food industry in Turkey andihowe a | 0
and Anatural o food is being | ost. She quot
mommy, why would they put in ingredients t
2013 email).As mentioned earlieRinar is intent on a grand vision of changihg food
system in Turkey.

Turkey has a need for real foodél am ve

the fraudulent claims you would not put a bite of food in your mouth for weeks. |

am expending effort to correct this cruel system. And | willedrit, you will see

J . (Pinar, 1 July 2013 email)
Pinar also doegrognostic framingarticulating a proposed plan of attack and a solution
to a problem (Benford and Snow 200.h e wr i t es, il am a revolu
am one who e@kndwsnemowhali s 6opposite the s\
(Pinar, 14 January 2013 email ). She sees h

production, where people and the | and are

an example and spreadéng hi s i s what we want. We are on
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expansion forward 6 ( Pi nar , 2 September 2013 email).
the farm near Nazilli, she decided to expand to a location in Kars, more 8&n 1,
kilometers away in the fardstof Turkey.

Nazil |l I's the place | 6ve chosen to |
| experience the pride of being able t
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. | was able to actualize this

\
(

revolution in Nazill: i. And nowétit wi ||
breaking. There is no limit to my exement. For the sake of being able to say
both fAimined and Aours, o from now on | 06l

(Pinar, 12 August 2013 email)

P i n arogacstidramingis drawing others into a shared commitment to provide a way
for hundreds opeople 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. I n order to do this, she writes, 0
oneanot her are necessary now. To break down
needs to be saidPifar, 2 September 2013 email).

Pinar also practicawotivational framing pr ovi ding a fcall to
collective action (Benford and Snow 2008. 617). She works to empower consumers to
hel p them recognize that their decisions m
spend your time and money pursuing those t
sometimes will write quite detailed tngctions to customers on how they should choose
their food and what they should demand. n G
etcéthese shouldnét be shiny yellow and al
tell the sellerwhyyoudidé6t buy t hem. 0 | fmakedifferentand mor e

demang of producersand retailersin 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 buyehproducts, 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 throogétomer involvement and
acknowledgemenFor example, she invites participation as she kickshefhew Kars
project. Al need every one of your ideas,
your mindéis very important to meé. At eve
(Pinar, 19 August 2013 email). Thanking the people who helped iarestdges is a
way to build commitment moving forward. Fo
ambassadorso who spread the word to their

began (Pinar, 14 January 2013 email). She makes a clear effort tthehaceolades

giventothefasmdand t he credit. Announcing her fAFel
award, she tells customers, fAOur strength
have won are not actwually our sHemhilut your s.

My interviews with customers indicate t

motivation, personalized communication, inclusive framing, and involving and thanking

ot hers help develop shared commitments bet
oo Aweo suggests he shares the commitment w
form an alternative. People need to have their awareness raised. Pinar has made this her

|l ife goal é. This kind of | ecleprodactioshoddmal | a

be supportedo (Yasin).
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4.3.2Development of Shared Commitments between Owner and Employees

Shared commitments were forged by Pinar and the villagers as they began the farm with
everyonebs contributions, trasped expgehendethad per s
work, by working alongside each other, and by putting peoplgTietile 2) The farm

began out of Pinardéds commitment to provide
thrown out of work by the holding company that purchased ha&vplant and violated

the agreement to retain the employees. She writes of what happened wikagbies

came to her house that day in tears:

6Get ready, 6 | said, Owe are going to d
t hem al |l o nteanpoyaddhhatdoyina w? @ a®se O We ar
actually squash people, | plant squash well, I know how to do it like this and that,

my grandmot her has the seed, my grandf a

foundati ons of Mitdosn (Binat, k4@anuafy 2013remaile r e pu

Shared commitments werfeodmdimeg wihtrlo ugwheryher
contributions as people in the local community contributed their skills to start the new
initiative.
We started in the tiny Aome Ocakli ilage. Every one of my neighbors became
a piece of this happening. Their neighbors, kids, the old women and grandfathers
in the plateau villageséeveryone came t
my | and and their knowl erd Pma WwEDxmet up a
Talks, 15 April 2013 email)
Pinards vision began with a commitment to
and ability to contribute.

Shared commitmenti nde md rsdbe Mee eddugheade Dp/e

i ndependemecet agidvernrsby Pinar and earned by
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indicate that Pinarodés employees take pride
and they are even more committed to Pinar
AEver yone jkonbo.wsT hteh ecinfl y expectation is that
job in the best possible manner o (Nihal).

senti ment about how Pinar doesnot mi cr oman

workers. WhetbeheMesor Phnoarthe wor kpl ace k
really owns their work. From the moment ev
know what to doo (Kevser). The foll owing (¢

have and t hetime nsthsarteod Riomami and t he cust ome
effort] for ourselves, for the customer s,

good, our customers wono6t be pleased. If o
pl eased, wod khew, we also wondt be pl ease:q

Pinar and the employe®srking alongside each othéelps facilitate shared

commi t ments. fAAt the root of Miss Silkods F
earningsésharing | ifreeétédre fwoelkelrisk @nonlhy 4§j
one has become an individual in our family

interviews and observations at the farm resoundingly corroborated that her employees
feel valued and n odrkedwthadbosd likenSisterePthar befiote, ne v e r

she is 1| i ke a niuntar(eliage teadérfsaid oiRinar, T h e

She is completely a loving woman, she is totally close in heart to the people. She
has never been | i ke, &dffoleadigeealtbdtis s he n
someone whaust 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
commoncourse of action.

The flexibility of the work hours and t
top@aopletiosg stthat al so fosters shared c¢ommi
the employees (Esra) told about how she wa
packaging facility, but Pinar | et her chan
of f & arIciaere for-ihaw. sPckamoahkeowed another
granddaughter to work so that the employee
and | both raised my granddaughter here an
tharmcaln tell 0 d&Kevsieons &embdbnstrate Pinar és

these womendos family needs and prompt shar

4.3.3Development 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.
| n MS F.,dhere is a ge@graphic 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 bateen customers and workers, a human touch in products and packaging, the
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use of distancgpanning technologies like weekly emails and cameras, and physical
visits between localgshird section of Tabl@).

Facilitated interactionsare one way that cust@rs develop shared commitments
with employeesPinar 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 ,mtite following email she
summarizes that practice:

Seven years have now passédn seven years we formed a dream, we made that

dream real, we gave it a nameé. We began
name. After, the number of names grew and multpld , di d y?0fau r eal i :
learned myname. Myf at her 6s, -BbAaWwés,dgughdehi | dos
Deryads, Sister Ganimetodos, Big Silkods,

to know all the girls. (Pinar, 2 September 2013 email)
The interviewsshowed how customers believe their purchases help provide employment
to women in the village. One informant explained,
And there are women there. | should say that affects me too, really, because | am
a bit feminist, and | like encouraging women in thisaa So she is really helping
local women working over there, that is what | believe. (Aleyna)
Anot her customer explains, fAAs far as | kn
the village. There are more women helping at the farm. It really doesepieathat there
is someone providing local jobso (Yasin).
moral choice to provide job security for people local to the farm.
Thehuman touch in products and packagnegeived by customers are another
point of connection between employees aunstomers.
[Human] packed you 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
ma c hi n e é ¢ thespackind,nat is someone who is doing it. (Aleyna)

117



| 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 anp#aced 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
farmds empl oyustersersican visualize ¢he enmipleyees working there.
Distancespanning technologidselp traverse the social and geographic distances
between urban and rural communities. Pinar installed several web cameras around the
farm so customers can actually seedhmployees, 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 coolo Afsu tend to
have a connection with them, because you know who bakes your bread, you know

the name. Someti mes you may even know t
ni ce. It is |ike you areépart of this s
cod. (Ebru)

Technology is being used to close the geog

and the urban, to such an extent that this

vill age. Customers alsotebepbohewith empl o
Someti mes customers even call on the ph
Some of our customers ask, 6How do you
example, they want to try our bread. Th
( Mer ve)

Liveovamne phone calls hel pcohsemet seaddst at

producers.
Physical visitof 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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altemative 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.
fiThere is an amazing flow of visitors. We are in a time now where our days end only
after meeting and talking to people all da
continue to invite guests to come and s iarn invitifiglyou to visit. Escape, coge

Dondét hold back,Joi n(skPiisnta.r ,T h2elr eMasr crho 2m®!'1 5 e n
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 nat just b
spectators. AThe guests continually want t
and they want to work. OWe dondét want a va

is what they really wanto (Ni halPipar Whil e v

writes,
There is a good chance this price wonot
to me is that you see the farm, production, fields, organization, workers, all of
usé. At the end of the summer i ftheg her e i

workers will share it amongst themselves. (Pinar, 18 March 2013 email)
This exempl i fi es -dmmodfiedwluet &nd gnreflorste leudd) n o n
shared commitments more than to makeddit. Manyof the employees discussed how
much they appciate customer visits.
Guests comeé. They all thank wus, say th
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 pledsed wit
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 dreemyorker replied,
Generally I stanbul and Ankar aé. Il donot
get much information, we donét know. Be

contact with them, other friends relate
they are from. (Deren)

Later in the interview, Deren continued, 0
but we dondt get many chancopednonewi d hk t heaa w
Employees from MSF also travel to Istanbul and otheatlons to meet with customers

at trade shows, another way to create-taekace 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. \Mever, 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 a®rkers

will be discussed latecould further sengthen shared commitmentsacilitated

interactions, the packaging, the use of live video, and visits to the farm and city are ways

that shared commitments deilt between customers and employees

4.4 Well-Being Outcomes

In this section, | will presnt the findings on the improvement in wiedting for the
employees, customers, owner, and the local community and society through the share
commitments in MSF.Figure 7, expanded from Figuredepicts how shared

commitments toward the goal result in wieling improvements for all of the actors in a

120



network. As | present the webeing findings, | will emphasize how the three different
shared commitments links, and more often a combinatitimeof, brought about the
well-being outcomes. To underscore the importance of the links in bringing about the
well-being outcomes, | will mention link 1, link 2, and link 3 when | refer to the
corresponding shared commitmeit. some situations it may nbé distinguishable, for
example, whether the shared commitment a customer has is more with the employees or

the owner, but | will highlight the predominant link.

Figure7 Model of Shared Commitments Leading to Weding

4.4.1 Employee Wellbeing Outcomes

Through my multimethod data, | observed strong wa#ling improvements for

employees in work satisfaction, finané¢yalpsychologicallyandin social connections.
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