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ABSTRACT

Based on depth interviews and questionnaire responses from Romanian and
Turkish consumers and entrepreneurs, the dual effects of marketization on
consumption and production are examined, This dual approach is taken because
to consider only consumption or praduction in isolation from one another under
such dramatic changes as marketization is to examine only half of an interrelated
nexus. Results show that the two countries share some effects under
“marketization but differ on others due to the years of Communist ideology and
practice in Romania, differences in cultural values, and differences in current
levels of development and infrastructure. Based on these similarities and
differences, Romania’s future under marketization is likely to involve a long and
painful period of adjustment.

Most previous examinations of the development of consumer desire and the
its' relationship to changing production and marketing strategies (e.g.,
McCracken 1988) have been historic analyses of Western Europe and the
United States over the past several centuries. But the recent and sudden
mergence of market economies in Central and Eastern Europe and Asia
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(following Communism for some and within Communism for others) and the" 125

more gradual recent emergence of free market economies in other developing
nations, offer an opportunity to study the disruptions caused by.these changes:
first hand. Toward this end, the present study examines consumers and
entrepreneurs in R omania since its overthrow of Communism in late 1989,
and in Turkey since its liberalization of its state-based market economy, to;
some extent in the 1950s, but especially in the 1980s. In some respects Turkey:
offers a chance to sce marketization phenomenaina later stage of development
than in Romania. However, the cultures, histories, and conditions of*
marketization in the two countries are sufficiently different that we do not
expect Romania to replicate Turkey’s experiences. BY examining both
countries we hoped instead to gain a more complete understanding of the
consequences of marketization and to learn more about political, eCONOMIC
historical and cultural factors that may shape these consequences.

Prior studies have also tended to Jook primarily at the consumer and large
scale producer and have neglected the smaller entrepreneur who plays a ke
role in economic change even in the present global era. Both must respon
to each other for a market-driven economy to work. Consumption and:
entreprencurial experiences are necessarily related to one another, but in.
developing and marketizing econommies this linkage may be more direct: what
is not produced or offered for sale cannot be consumed. Problems on gither:
side of such exchanges affect the other side. While adjustments to a free market’
economy may not seem difficult to those emersed in one, the extent of potential:
problems is clearer with an appreciation of the conditions that previousk :=
existed in the two countries studied. _

Long lines and severe shortages of consumer goods are former facts of life

METHODS

The Romanian cons ;
; ) umer data include 110
interviews, 26 fo s s survey responden -
- during 199t-199511?1“%20:&5;“1@&11{; and @ year of pargicipanztsc;bzsrvi}i);g
L : respondents were th
university st : e only ones
and rurz | liizlézpo?ulanon. Foqus groups were condyuctcd iir?)t?hfmgl .
: respondents fmmns. ‘ Th:f: Turkish consumer data involve 357 rvoy
{ Trabzon 24’focus g:: lversity students in Ankara, Istanbul Eskisehisurveg
: > up participants fro ors; ’ [ an
- Ankara, an = ! m a university student ion i
entrepreneufiagzrtim?am observation over several yeérs In I;ggi%&fmn "
o f:;né; ifll;irf;le\fe;i cllepth interviews and participant obs;?'il;titilz
. cale entre
. businesses shown | _ preneurs. The entreprene ]
 various parts g:’ran;i the :Appendxx. The Romanian businessgs werlérfoc‘::rz o
. Sea coast. In Turke mt?lma——ouanea, Transyivania, Bucharest, and the Bel .
onsmers and entr% ¢ entrepreneurs were from Izmir and Ankara, F bale
e oo o i f)rencurs the. variety of data collection methods.e Ori o
o emsires of matefiuli'ite and enr}ch findings. Consumer survey data Enpioyed
Forther downit a ISfm and wish lists of desired possessions and o l}ded
Pamn (forthcogq ions o these methods can be found in Belk (1993) Bselrwce&
While no atternpl:1 f\f);s(}r‘r:.d?f lek '(1993)’ and Ger, Belk, and Las’cue(fggg;i
L o obtain statisticall Gati )
“either countr . i cally representative sa
¥, there is no systematic difference evident in those pri)rigffs f[;?l
ing the

.
R i p

that have abated in Turkey since its economic nadir in the 1970s, while they
continue in Romania even since its revolutionary turn toward a market ROMANIA
economy at the close of 1989, Although Turkey has never embraced

: ' Background

Commumnism, it shares with Romania the tradition of statism, and liberalization
and privatization begun almost as suddenly there during early 1980s as has
occurred in Romania during the early 1990s. In both cases, the resulting abrup
changes in the organization and state of the economy have posed significan
problems for producers as well as consumers. The present qualitative stud:
presents the cases of these two countries separately and then offers sorl
comparisons. We are most interested in the individual experiences of being
» consumer OF an entrepreneur in a marketizing economy. This analysis seeks
to understand how the material well-being and satisfaction of Romanians af
Turks have changed in the wake of this initial commercial onslaugh!
Furthermore, inasmuch as 2 consumption revolution demands a producti
revolution in order to create the wealth needed to gustain it, the present analys
examines how Romanian and Turkish capitalism and businesses - ha

developed in this period.

Fotlowin Lo
nd becameg ;zftrﬁif \Zir II Romania entered a 45-year period of Communi
in foreign trade. It is arjn Zf:an ,o?i?h;g primarily within the Communist bIIS:é
5 the bn ch natural resources and w
found itself with a ma(s);;vzvgsmr-n ec(liuipment in the carly 1970s the C{’“?:;Y
i oreign debt i :
initiated , and President N
éﬁiiizersaftfer;g?rg of severe domestic austerity in order 120135 C:talflsescu
Oﬂsidera’hle cost tr(i) ti?:};eer C(l)m?lr}{dities to the West and erase thispgebt ozfz
o ople of Romania, thi ) )
n the eve , a, this goal was acco :
olspec of é}i Igr;z:lusiescus overthrow. As has been observe;n I_())J;Sil;g m;989
: overthrow of Co :lllir: els}elw;ere m Europe (Kohdk 1992 Koznﬁnskis?Qgg)H
b scu had at least as : ; >
it did ; much to do with .
with any longing for democratic freedoms. Aslon(;oéls;l:}r:;fmsttrguon
noted:
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;?the abortionist was not revealed. Birth control pills and condoms w
Q_utiawed. When.Ciaudia’s daughter was born eleven years ago, she insi te 1‘5
on a Caesarian birth, which reduced the number of children she ’was re u?red
to han: to two. Both in the office inspections and in the hospital for her de?i :

2 (Claudia recalls, “We were treated just like animals.” The stress was too n‘;ersg
for her. Her marriage ended and she had a nervous breakdown. Whe uicl
-. ?_ecame pregnant by her former boss and current husband. she h.ad a fn' N s
:-lgdgcc blee_dmg so she could get a legal abortion. When she’became re nan
again, she glsked an illegal abortion from her physician father, rathe tg ggaﬂt
another child. Fortunately she was not caught, ’ T
E‘Cars and televisic?ns were available to the nomenclatura, but even fact
lirectors had to Wwait months or years to get theirs. The ca;s were develo Oég
i:'lr{)l:ig.h Romanian plants producing outdated French models while It)h
elevisions were produced from Soviet designs. The one televisi’on channe?
layed for a few hours each day and presented mostly folk dances and folk
ongs as well as documentaries intended to inspire national pride and
._gtrxonsm. Ciaudla’s. husband, 48-year-old Augustin, was able to blily both
ar and a color television as a privilege of being the director of a factor Ha
as able to have the television modified with stolen parts that allow t}i se:

I would like to call this the “Monroe Doctrine™-but I am referring to Marityn Monroe,
Capitalism wins because it is immensely attractive... The United States is winning the Cold
War, and not because it won militarily (it lost in Vietnam), or even economically (it is':
becoming apparent that Japan and Germany did), but because it has produced an irresistible -
seduetive culture of capitalism, the culture of full enjoyment of life, symbolized by Elvis
Presiey, Big Mac, Coca Cola, and Disneyland (Ostaszewski 1992, p. 229},

Indeed, since the revolution in December, 1989, Michael Jackson has stage
a concert in Bucharest, Pepsi Cola and Coca Cola have led a commercia)
invasion of the West into Romania, and Dallas and Twin Peaks have becoma:
hits on Romania’s national television station. While there was an undergroiin
fascination with Western goods among the young in pre-revolution Romanj
(Bar-Haim 1987), there is now a large above ground clamoring for such symbol

of the good life.

Conditions Before the Revolution

In spite of, or more accurately because of, grand consumer aspirations';
Romania following the revolution, many of those interviewed complained that
“Things were better under Communism.” In order to appreciate this complaint
it is useful to begin with a brief sketch of pre-revolution consumption and wor
patterns in Romania. At the peak of Communist prosperity in Romania i
1977, its per capita GNP was among the top 40 in the world (Nelson 1990
During that time the present informants recall that such subsequent luxuri
as oranges and good cuts of meat were available and affordable. Liquor:
remained widely available, although many Romanians made their own plu
brandy (Tsuica) and wine. However, the austerity measures introduced b

Ceaucescu soon resulted in severe shortages and rationing of everything fro
bread, flour, and sugar to gasoline, meat, heat, and hot water. At its wor__S’t;-_
during the winter of 1985, Delia, an accountant who was then 21, remembérs
waiting in line 12 hours for meat and receiving only soup bones. Long lines
and fruitless searches made using comnections and paying bribes a ne
necessity. The human impact of such enforced austerity was captured .

Drakulié (199171992, p. 31):

_and Claudia. Because of his iti i i
] . position and his Communist party standi
_ (mazrralli:zrsl}lp wasivexpected and necessary for all in positions o? auémrity) lﬁg
given a license plate with a low number which allowed hi t
5 : him relative
impunity from police and both of th
o o P oth the contempt and envy of those who lacked
Full employment (with the excepti i
_ : _ ption of the Gypsy minority) was assured
.. gCommumst planmng. In order to staff the newly developed injc’l)ustﬂes vilIa;e
:iwasggtasn\:;ere sy}r}ste;nzncaily moved to cities. Virtyally all industry was state
oW muen 0f the country’s rich farmland was collectivized
nto agricultural communes. On} i Tarmers and ey
. y the Gypsies and those farmers and shee
en;c;ers‘who were abie. to su'cc.:essfuliy resist collectivization were allowed tﬁ
:'}:?;e?kg; 1(1; ;ntrepreneunal .actmty, and that was generally quite small scale (see
:deiea:.nUniiin ioréhc(oﬂr:}mg). As elsewhere throughout Eastern Europe, the
3¢ , an ina, education included a substantial id g
a : eological
:glr_épc;nent'pr;_usmg the virtues _of the Communist state and <:u:mdemninggl the
arfsoa rfgix;agi;r? At age _1() children got their Communist Pioneer pins and
i ogot iot
i £0 to pioneer camps where they learned patriotic folklore,
as-’Eéi fgi:;';l;m I?I(;cfs_ (Ii)uéit to house workers looked old before their time
4 poor paint faded, cave-like water and radiato ]
- / r temperatures w
antained, and hallway and elevator light bulbs were scavenI;ed to replggg

Look at us—we don’t even look lixe women. There are fio deodorants, perfumes, sometim
even no soap or toothpaste. There is no fine underwear, no panty hose, no nice lingerie.
Worst of all, there are no sanitary napkins. What can one say except that it is humiliating?:

For 36-year-old Claudia, a secretary who still cannot find sanitary napkins
regularly, the worst degradation was bearing Ceausescu’s “decree babies.”
order 1o staff the new Romanian factories, under this decree women W
required to have five children and were regularly inspected in the workpla
to assure they had not had an abortion. Abortions were punishabie by death



128 RUSSELL W, BELK and GULIZ GER “problems of Marketization in Romania and Turkey

.: 129
_ Furthermore:, sh&re.d poverty with privilege according to party rank h
.re.piaced by increasing income inequalities and an econom iryl \3}? h b
:_wlth mongy can puy previously unheard of luxuries Thisyhei S y lal'lyone
-'%Zﬁg};; ;;st;l}g;c complaint that things were bett‘er under pC;r);zfni:i;;e
F , there are many aspects o i '
since Communism. Merchandisepin the ;iggg;i?g;?itigts?;‘:s rﬁOt Cﬁanged
: little. Long lines persist for rationed gasoline. Also still rationed a e
'_hOt water, and }}eat. Bread lines are seldom empty and milk 1i i
Al\;[/lsmce g}lpphes ‘wili be gone within an hour after opening ::e;'{s}gaﬂ 300
.t_he 6;::;:\;:; it‘ousmg‘ has becorr-le scarce and much higher in price (ten times
the pre-revolution prices and climbing with prices freed). Once rapid st
Fonstructlgn has virtually stopped, and there are still no éeneral copé -
n gznmam; (tio take over‘the state’s function. Similar inflation has 25:5::;;
i 27_yza$‘01du§:ufzia;§tg)oz;i.e(:;gi {i)'aspmn-consciops informants like Sorina
're}foiution. 'Cla'mdia sometimes buys ré}llcffi? tgyh::g lcr;cg»t}i::s :ii?mﬁ e th'e
§_tﬁgaczer3;fl}miteq variety of materials, colors, and patterns avaeiiablil; t(h)t‘;l?s
E; Comenubiq(;ri;iogs l}ave been_ quick to adopt the Turkish clothing that h;:
Hroome e duitons (:E newt I.;r:vate shops Fhat are often run by Gypsies. State
salespeople continue t: Stref;te iﬁggmziaﬁgrmi’ di?ostz'ﬁ C}:rkS, w—r»
| ‘ _ isdain. An info i
"213?;1:;;8;,;1?3 ;{ije;;ld szlvestru, was unable to have his phone reparilri; r\fvlirli)i::
B cepaiad Ca 'ottle of vo_dka. The first author’ requests to have his
B or ot forme gmo;ra were 1gpored for four weeks until Sorina, the
tone offon T T o}cl:a Communist Party offical, accompanied him tt,o the
e netion s &istv&jg ours later the phone was fixed. Inefficiencies in the
B oo, s dwel;;r Sun}c:n slizstem§ have not been removed by capitalism. For
o an& o ¢ b,uy 1ar;: Ctlaua;etﬁ_mgsf(a luxury) cannot obtain grain to feed
cha rilrond ek ies of bread to use as feed. And soldiers still
#“ Not o ] i
(orign traders and tourss are beginmine 1o s e el ok
forei g to appear as well, i
igrrlesiﬁﬁf;:iogne;efzztﬂ}g exacerbate the envy Romanians feel tcow::g1 ﬁt?o:eliigg
s Romania’: ;33, some are the subject of greater animosity than others.
o K e slst;)rg Ef conquest by Romans, various “barbarians,”
i Turke;y ep Ausi;’a nd Russians, merchants and visitors from countries
o any and Austri are t}‘le objects of popular envy and derision. Turkish
quanian prost;tiltle:r gafgsiilkgiozecguse of their prominent patronage of
Sr?j: hafve gone to éam money in ;?:;t?::ﬁi:irkey whete meny Romanian
o et ;J t;}:)c; :Z?:S olnhw%sh lists we obtained from Romanian students were
e Uit o wish lists gf stuc}ents elsewhere in Europe, as well as in
o ates and Turkey, including cars, houses, stereos, and computers

Air, water, and soil pollution are extreme (Tonescu

1991). The train system, public parks, and city streets suffered similar negléct
and abuse. Full employment policies assured that there would always be
someone to sweep the littered sidewalks and streets, and this coupled with the
state control of virtually all resources bred public apathy and indifference. In
order to make the economy work, laborers were shifted from one place fo°
another. A policy of “gystemization” removed graduating students from their
native cities and assigned them to a distant Jocation. University students and
professors were all taken to the fields for fall harvests and Army soldiers did

maintenance on the rail system.

broken bulbs in apartments.

post-Revolution Romanian Consumption

1 Romania during the first three years afte
Foreign luxury goods such as cameras, cars
ttes, televisions, and liguor have becom

widely available (see Ger, Belk, and Lascu 1993). A few luxurious privat
In Timosoara, a city not far from

restaurants have opened in the larger cities. r
Xets have opened, complete wit

the Hungarian border, two small supermar
shopping carts and boxes of milk from Hungary, packaged meats and jars

baby food from Czechoslovakia, and sanitary napkins and candy from th
U.S.—all novelties to Romanians. Notably, much of the entrepreneuri
activity underlying such changes is either foreign or, in the case of small scal
vending, Gypsy (Belk and Paun forthcoming). A foreign joint venture with

Italy has opened one of the
in cheap leather coats and clothing,

restaurants in Bucharest. o

Turkey and Serbia have opened their borders to Romanians as well. And
foreign films and television programs are becoming common fare offering
expanded visions of consumer lifestyles in the West. The foreign film invasion
began during the Romanian revolution when a pirated copy of “E.T.” was shown
when the television station was commandeered by the National Salvation Fron
which succeeded Communism. Now small scale Romanian entrepreneurs o

videotapes brought in from Germany and the national Romanian televisior
from Europe’s Skychannel each day

station shows two hours of music videos

But this same expansion of consumption possibilities has made the relativ
poverty of Romanians in the industrialized world palpable. Incomes have rise
but not as much as prices have inflated and far less than® aspirations hav

escalated. One man in a focus group in a small village complained that,

In some respects the changes i
Communism have been dramatic.
clothing, computers, candies, cigare

rywhere you could find the same pmdu'cf .

Before we had nothing to buy from shops. Eve
ads there but no mone

{if any were available in the market), Now there are so many go
to buy them.
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even though most of these goods were_unimagiqabl? before thehr-evoiutio;”
Romanians were unique in also inciudm.g on‘ theg v:xsh hst.s suc ;I.ems as waite
soap, books, and cosmetics, all of which ¢ bas1c§ remain in short Sup-?_l
Romania. The new found opportunities and des1res. to consume in RO-.-m
have also produced another type of shortage tha‘t 1§ more percep;tuai__z_ tim
In the face of price inflation, currency devaiuauon.,‘and general ecos
uncertainties, many Romanians are sce}mng opportunities to earrli morefm
as discussed below. Part-time moonlighting had taken. ?he place 0 _1;1
activities for a number of informants. Furt.herrr‘xore, telc?wsaon ar;}d tpn}::'a;e b
are increasingly attractive ways of spendir}g time. It is cie.arnt at I.S._rf.ex
of new consumption and earning opportunities has dram?tma Sy mcrf:ase_d
pace of life and perceived time pressure for many Romanians. Stress is
OW' s Ll

hea\;riiﬁ?ﬁx?y;omanian consumers a'rgue that things were .bettfe;_ und
Communism, very few would jettison th_en" new found c_or'xsumgtlton rf?e::_c}

for their previous austerity. The qugst;_c;nnmres admulnstere do ];1!;;{\'&:5_1
students included measures of materialism (Belk 1985,_ Cli.er. anh eth |
1993) which established these studen'ts as more materia 1stSic t amE "01
the dozen other countries sampled, mcigdmg the Ur}ued tatest,) I;g
France, and Germany. As one man put it, par_apllrassng a song by ; 5L
group Queen that was then popuiar in Romasnia, “1 ?vant ;}:.lr:iow anY wa
it fast!’™ Another suggested, “You_ are exactly like chi rsni.. o
something different and you want it!” And another man te’}eg ; :;.t
“Wealth is like a disease: the more you }}ave the more you lwgn . owt
some can afford luxuries which are available tf’ anyone w'l1t1 rncnrlezr,;dt
is also an increased sense of competitive cxpendnur'e. Onew la:ig?r z;ni ‘i_'

he feels the need to consume as othe.rs do and Sa’ld he wou , ;e rgsm
satului,” or the shame of the village, if he couldn’t keep up w;)t ﬁ}gt‘.
It is as if Pandora’s box has been opened an.d no force ws}! ¢ .ame; ;.
the consumption desire unleashed back inside. On this virtuall
informants are agreed.

- Hence the labels “privateer,” “bourgeois,” “kulak,” which were applied to those who owned
cows and other livestock and anything that was not under the command of a state farm
or collective farm as well as to those who owned cars, nice houses, and summer cottages.
‘Leveling attitudes and promises of ful] equality of ail that awaited us in the communist
‘future reinforced these frames of mind .. Actions violating the laws of possession, including

acts of malicious vandatism were also no coincidence and, moreover, have recently been
multiplying dangerousty (pp. 73-74).

i Romania, as elsewhere in the former Soviet Blog, it was the modest lifestyle
f the peasant and factory worker that was heroized. Furthermore in Romania
ollective consumer sacrifice was imposed so goods could be exported to reduce
he national foreign debt. In the words of one man, “We were all in the same
ituation, so it didn’t seem like we were poor. Now everyone wants to be like
‘R. (Ewing from TV’ “Dallas”).” While Romanian envy has not yet resulted
n widespread vandalism, the potential is felt. Even before the revolution, those
vith cars commonly covered them with canvas when not in use and removed
hé:_ir windshield wipers when they parked them.

Another problem for Romanians is their innocence with regard to marketing
actics. Kosminski (1992) explains the potential dangers that arise from such

' Budden exposure o imports carries some risks... Consumers not previousiy exposed to
" Western goods, packaging, and persuasive advertizing might often be misled and tempted
“to buy tow quality, even dangerous products, at high prices simply because they are
- imported. Domestic manufacturers and retailers, 100, are beginning to market substandard
:or dangerous products and to advertise them more and mare aggressively {p. 367),

While Romanian consumers are not naive children, trade laws for Romania
are still emerging (Gray, Hanson, and Ianachkov 1992) and current consumer
protections are weak. And there are some Romanian consumers who accept
advertising appeals as truthful rather than as similar to former government
opaganda. Delia saw a power paint roller advertized on a portion of Europe’s
Sky Channel shown on Romanian television and was ready to invest her
family’s life savings to obtain this device because it appeared to magically paint
apartment walls and thereby offer an effortless way to become rich. Thirty-
one-year old student Marilena who was able to live in the United States during
1992-1993, received a promotional letter from Publishers’ Clearing House there
d began to worry that the fortune that the letter convinced her she had won
would be confiscated by Romanian authorities when she returned. Others were
bewildered when they observed both Coca Cola and Pepsi Cola aggressively

advertising that their brand was the one chosen by Westerners. Advertising

Was new enough, but such aggressive competitive advertising appeared
onfusingly wasteful and difficult to fathom. Even though the amount of

advertising in Romania is still quite small by Western standards, many

Problems for Romanian Consumers

Romanians, having seen their purchase power decline at the.sgme ti
previously unimaginable luxuries ﬂoo.d .t?n.a market, are met \;:1: :algiﬁco
sense of frustration. Consumption possibilities have expiod.ed whi f:dr 2
has declined. One reaction is the pus.h to entre_:preneurship cons: e(r)c; f};‘;é
following section. Another reaction is mcreasmglenvy——not on i;e 5
consumer lifestyles, but of those wealthy Romanians “fho are a 'miléf
the latest foreign luxuries. Zamoshkin (1991/1992) describes how si ilar
has affected Russians:
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manian expression under Communism was (and remains}, “They pretend
sy’re paying us, so we pretend we’re working” (Kideckel 1988, p. 409). Radu,
29-year-old mechanical engineer explained that before the revolution he was
reed to work six ten-hour days a week. Out of that he says that each day
= actually worked for perhaps five hours and either goofed off or shopped
¢ hard to find goods the rest of the time. F. ollowing the revolution, he worked
{ive eight-hour days a week and says that he actually worked about two hours
4 day. Democracy for many Romanians seems to mean never having to work
yain. The “stick” of punishment-oriented motivation is gone, but the “carrot”
of reward-oriented motivation has not been implemented. Nor may it be
ssible or desireable to instill a strong work ethic in Romania. The exception
ay be for those who have become entreprencurs—the one group which
rongly disagrees with the conclusion that things were better under
communism. These entrepreneurs offer some counterevidence to the lax work
¢ hic thought to characterize Romania, although unlike Western entrepreneurs
(Gray 1992), they appear to be motivated more by a desire for money than
by a desire for independence and achievement.
Radu eventually began using some of his “work” hours to become a small-
ale unofficial (“trunk™) wholesaler. He drove about three hours from
Craiova to Bucharest where he bought cigarettes, candies, and televisions on
order for shop owners in Craiova. He began to accumulate capital from his
distribution activity and eventually spent so little time at his job that he was
red (still a very rare occurrence in Romania), He engaged in his wholesaling
full time and invested all of his capital in a stock of coffee that was quarantined
oy the government for its excessive moisture content. As the coffee began
b decay it lost its value and he lost all of his capital. Radu is an example
of many new small scale entrepreneurs in Romania. One Bucharest man (age
36) in a focus group exaggerated that “Everyone in Romania wants to start
n enterprise (business).” Another man (21) attending university concluded
hat “Before the revolution a university teacher, though badly paid, was
omebody. Now a university teacher without money is a fool!” The desire
0 make money to afford many consumer luxuries led many Romanians to
ecome “suitcase sellers,” traveling either to Serbia or Turkey and bringing
merchandise to sell in these countries and buying other merchandise there
hat could be sold in Romania—an ancient trade pattern, but on a small part-
ime scale. The temptation is evident in frequent reports of earning a year’s
vages in a week or two through such trading. Radu and his wife made one
tich trip and earned enough to furnish their daughter’s bedroom and buy
n imported television. While most of these businesses were unregistered, by
year after the revolution 100,000 new businesses had been registered in
mania (Ben-Nur and Montias 1991). Most, however, were quite small and

€ average capital invested was less than US$100 after Romanian currency
evaluations.

Romanian university students see it as the key element in an “informa_t};m
explosion” and long for computers so that perhaps they can keep track
everything. A 21-year-old student, Elena explained:

1 think 1 have a larger field of consumption. I have more but I want more now. {.ihiﬂ_k
1 have a better life compared to my parents... I say also th?.lt my life is more c0mpllcat(?qi
strassed. Tt is an informational explosion I feel. And that is good, perhaps 1 cannot hYF
without {these things), but this, more and more, stresses me often.

Another lingering problem for Romanian consumers is hf:igi'}tened.by th;

information explosion: shopping. Because there are still ubiquitous lsne:g____fq
bread, milk, and gasoline, and because finding other nef:ded‘ goodsisa consta
treasure hunt, Romanians have developed a series of coping stra}eg;es (Bel
1993). One strategy is time brokering in which one ﬂ:;end stands’m l‘me A .
behalf of both themselves and a friend, while the friend st.ands in line B fo
the two of them. Grandparents commonly rear grandcmléren 50 ﬂ’.la.{,:-
parents of these children are freed to work apd sl_lop. Ma_rﬂelna was ralsqd-b
her grandparents, Augustin’s 21-year-old son s raisfa-d by his slxs:cer and bro_t_h_e;
in-law, and Claudia’s 11-year-old daughter lives with Claudli‘a s mother, Suc
patterns are the rule rather than the exception in our data. I.t is glso fzommq?ly:
the grandparents who get up at 3:00 or 4:00 AM to stand in milk lines w_'l}.ig
will sell out by dawn. And everywhere people go they are sure to take aign
shopping bags in case needed and affordable meat, produce, Or eggs ar
encountered. Work places, though still generaliy' overstz}ffe.d, are short~hap§_
because everyone sneaks out for needed shoppmg_. Gmi.t is assuaged b(itcg};
pay is also low. If one person sees another carrying toxif:t paper, bott els___
wine making, or other rare goods, the bearer is b}:Slf:gf:d Witill dema?}ds tode_a
where the goods were obtained and at what price (somet.hmg wh}ch ha. ___npt
varied under communism). The post-revolution increase in _h_ixuries has .th
far little affected the poor distribution and frequept unavailability of.necessaq S
When such rare goods as feminine hygiene napk1n§, condoms, or bu"th cor_x__trol
pills from Russia do become available, they are hkc.tiy to be gone in d?ﬁsé_;;r
houts and not appear in the same place again. Such is the uncertainty of dz

consurmer life in Romania.

Post-Revalution Romanian Entrepreneurship

According to one analysis, of all of the countries in Eastefn Eurepe:gﬂd
the former Soviet Union, Romania has both the lowest economic deveio;;rdng |
potential and the Jeast readiness and ability to change (Kralljnc. 1990). ;.1
of this negative evaluation is due to the inadequat.e.and aging mfrastrlg:‘___: <
in Romania. Part of it is due however to the traditionally lax work ethiC 1
Romania, predating Communism (Ridulescu-Matrus 1937/ 1976). A comm



. nomenclatura of the Communist party and plant managers who engaged i
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The larger businesses begun in Romania were by those who had the capital'

: . “others studied wish to leave professi i
_ The larger busisses begur s Kot professions to start businesses suggests both the

}1'urel0_f money in the present Romanian economy and the state’s former
uspicion toward anyone who might be regarded as part of an elite

buyouts, such as the glassware business studied. In other cases former heads” intelligentsia. Doctors work long hard hours but earn less th 1 mi
i an coal miners.

of state enterprises left following the revolution to start their own competing
businesses. This is the case with the
company investigated. Their profits for
state enterprise’s share of the market had dropped from 100 percent to abou
20 percent, Similarly, the electronics firm, whose main product is an electronic
protection device for large electric motors, began with an investment by the
four principles of about US$20 and now has over US$50,000 in capital. A
with this successful business, many spinoff businesses show evidence o
creativity and technical ingenuity. For example, one new company took'th
seats designed for cars produced in a local automobile plant (producing a-
variant of a small Citroen) and used them to make office chairs. Even unde;
Communism and without profit incentives, many innovative products hay
been invented in Eastern Europe, including soft contact ienses (Czechoslova-
kia), surgical stapling (USSR), liquid crystal technology (East Germany), and
expert systems drug design software (Poland) (Kiser 1989). However, th
marketing activities of the firms studied are still quite rudimentary. For
instance, the electronic firm has a technically superior product to anything
the West and can sell it profitably for about one-fourth of the price:of
comparable Western equipment. But it is housed in a circuit box that looks
sadly homemade. The owners realize this, but are at aloss to do anything about
it and are seeking a Western partner who can produce or acquire a better
housing for the device. The firm also lacks any knowledge of how to sell their
product outside of Romania. Lacking marketing training, business experience,
or role models whom they might emulate or turn to for advice, even such
successful firms in Romania struggle to learn how to market their produ

Smaller scale entrepreneurs also lack marketing training and business
experience. They are reminiscent of the fledgling entrepreneurs at Americ

Problems for Romanian Entrepreneurs

Some of the problems for post-revolution Romanian entrepreneurs are
: shared by entrepreneurs elsewhere in developing economies (see Ward, Reves
and Borromeq 1992): lack of capital (exacerbated in Romania by ’average’
:'householﬁl savmgs.of less than US$35 and a still backward banking system)
: igck u:)f information, copycat businesses lacking originality corruptior:
‘(éspecially endemic in Romania-—Belk 1993), the poor imaf:ge of locaily
_produced goods (referred to as “refused for export™ goods or “leavings from
the f_actor.y floor”—Kideckel 1988), and government bureaucracy (exacerbated
by situations such as the single notary public, needed to start any business
.in a city of nearly half a million people). To set up a business in Romania:

requires these following time- and money-consuming ste
. L s (steps 1
nly to foreign joint ventures): g steps (steps 1 and 3 apply

1. Foreign joint ventures must get approval from the Romanian Agency
for Development.

2. Coptracts and statutes are drawn up specifying the business(es) in
which approval is sought.

: 3 Forelgr} joint ventures must get official translations of the contract.

: zst A public notary must approve the contracts and statutes.

The bulsmfass applies for a judicial decision authorizing its formation
from district court.

- 6. The district court obtains a recommendation from the Chamber of
» ‘Commerce based on “moral character” of applicants.
. After court authorization, the judicial decision is published in the

swap meets (Belk, Sherry, and Wallendorf 1988). The Romanian travel agency Official Gazette
investigated was started by Silvestru, a geologist turned tour guide. He was 8 The compa ) . _ ) ‘
joined, part time, by his sister (an MD) and a friend (a hydraulic engineer) Cormpani ei. ny must be officially registered in the Registry of

The three are bright and energetic, but are floundering while looking fo
viable focus for their business. Their travel agency was hampered by the
Romanian airline’s (Tarom’s) unwillingness to give commissions or boo
tickets without the passenger’s presence in their ticket office. The firm nex
tried standardized psychological testing, but found that Romanian business
would rather have astrological forecasts. They explored stress managemer
marketing research, retailing, and advertising, and had yet to make enou,
money that the brother and sister could move out of their mother’s apartme
or that the sister could quit her job as a doctor. The fact that she and sever:

9. The company registers with fiscal authorities.
-16. The company gets an official stamp and ink pad to use on all of its

tlrgagnzs)actions in buying and selling (see Gray, Hanson, and Janachkov

1sit.ing the one notary pl.lbﬁc in the city of Craiova (population over 450,000)
quires leaving a shopping bag of bribes {mita) in order to get the needed

eal of authority. Some businesse i i
a ot . So s have started up just to facilitat
mpletion of these steps. P e the
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was too great. Many entrepreneurs kept their “day jobs” less because the
needbfd the smail. wages received than because a job was seen as a source 3;”
sfacurxty_ in a rapidly changing environment. The lack of role models makz
risk-taking in starting a business doubly frightening. Sometimes fled }ins
| entrepreneurs can also be taken advantage of by others with more busigne .
. knowl}aflge. Silvestru was impressed by the computer on the desk of a su osesg
: Iexpedltmg company and paid thermn to obtain his travel business iicensg,ponl
10 legrn that the computer was merely a prop and that the agenc cou’Id dy
“nothing to spe.ed the process of setting up a business. ’ °
Anot.her unique problem is the lingering anti-market mentality that pervades
. Romania. Business people are commonly referred to, and even prefer to
“‘themselves, as “'maﬁa.” Nor does it help that the lowly es;eemed Gypsies ha
‘long been assomaf‘.ed with private business and continue to dominate fmali sca‘;e
treet and open-air market vending. Told of the potential profits in trade Deiiz
: respom‘ied, “What do you expect me to do? Sell on the street like a G’ sy
Profit ea.rqed from wholesale and retail trade in particular is cons?c?er{a.d
mmoral. Visible wealth is assumed to have resulted from crime of some
: Stu(%ents who were asked to describe someone with wealth in Romania alr;(;)rté
nevitably b.rogght up criminal activity as the likely source of the wealth PrivatS
- property still 1mghes theft. And getting something acéompiished is allssume;
Po be due to hav1'ng good connections. Similar patterns have been detected
~in the former Soviet Union (Nelson, Babaeva, and Babaev 1992, Zamoshkin
1991/1992). ‘A'fter 45 years of anti-market Comenunist edl,lcation and
| ;)ropaga:nda, 1t is to be expected that these ingrained lessons are hard to for :t
The desire forIWestern goods is one thing, but Western business practi o
oth far less visible and far less admired. pracies are

Other problems are more tnique to Romania or Bastern Europe. These
problems include a lack of knowledge due to lack of prior exposure to
capitalism or business education, and uncertainty about the future political

and economic system in Romania. Another problem is an ingrained tendency

toward followership and conformity in Romania (Drazin 1992, Rédulescu:.'

Matrus 1937/1976). While education has been liberalized in Western Europe
in recent years, Romanian students still stand when an instructor enters the
room and fear questioning, much less challenging, the teacher. Under the years
of Communism, people also learned that the safest way to avoid governmen
scrutiny and the envy of neighbors who might report them to the governmen:
was to keep a low profile. The lack of consumer luxury goods made it both
casier to keep such a low profile and easier for those who did not want to
be noticed. This tendency toward keeping a low profile clearly oppose

development of the traits marking successful entrepreneurs (at least in th

West), such as daring, risk-taking, and rebellion against bureaucracy -

(Warneryd 1988). A related problem is the learned helplessness (e.g., Thornto
and Jacobs 1971) wrought by 45 years of government-provided jobs, food;
clothing, and shelter. Drakuli¢ (1991/1992) describes the feeling o
powerlessness and initiative-defeating lack of control that Communist system:

engendered:

To say [the general dilapidated condition is due to} the poor quality of the paint under

socialism is correct, but it is not enough. To say it soft-coal exploitation and air poliution, .
bad gasoline and bad cars, or lack of money—again ‘that would be correct. But not the
whole story. Ali these reasons {and probably more} are not enough to explain the
decrepitude. 1 think the reason is in us. The cities have been killed by our decades of
indifference, by the conviction that somebody else—the government, the party, those _
“shave"—is in charge of it, not us. How can it be us, if we are not in charge of our own

lives? ...people rudely, carelessly, mindlessty throw away newspapers and plastic bags, TURKEY
cigarette boxes, bottles, umbrellas, old shoes, even oid refrigerators. .. using the whole’
assuming that that famous Background

pavement, the flowerbeds, and the street as a huge garbage can,

“someone” will take care of it again (p. 164).
Turkey has a high economic growth rate, mostly driven by exports. Its GNP

;r é:;p;’)tg growtf{ is 33rd, GNP_ per capita is 43rd, and industry as a percent
i, is l9th.1n world rankings (Austin 1990). Although until 1994 the
e norgy was doing mugh b‘etter than that of Romania, it has not been devoid
. Opro If:ms, such as high .mﬂation, unemployment, high levels of imports
."iffI;g with a budge_t c.leﬁcn, very unequal income distribution, and hugé
ndn:;xces between life in urban (60 percent) and rural populations (Ger 1992).
o e,d ! :a;?:k of g‘u}:kely ;;1 the world with respect to quality of life (54th based
.0n n and health) is lower than i i i
icatons (Autn 1990) n its rank with respect to economic
o After the Ottoman Empi i
pire, the secular republic (1923) undertook maj
infrastructure developments, embarked on industrialization and eduézf?(?;

In Romania cigarettes, cigatette packages, and sunflower seed shells are no
joined in the streets by candy bar wrappers, broken glass, and soft drink cans.
And each morning an army of women with brooms emerge to clean the streets
for another day. Excessive bureaucracy, rude clerks, overworked doctors, and
overly suspicious police all reinforce such feelings of helplessness on a daily
basis. e
Although small scale entrepreneurs in the West are most comm(’)nly

motivated by a desire for independence (Gray 1992), a great many Romanian

would-be entrepreneurs are stymied by a fear of independence. For instance
b as an accountant after

Delia, a bright former journalist, took her present jo
exploring two entrepreneurial opportunities, because she said the risk of failure
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shirt, I, buy it even though I don’ need it. [ may need it later, or an extra
nie won’t hurt.” These comments suggest that the availability 3nove1t and
ariety of prodgcts and displays stimulate consumer desires. ’ "
Not only desires, but also shopping, talking about, and displaying products
ern to have be_en prompted (Ger, Belk and Lascu 1993). Respondents
p‘nsxde‘red shopping to be fun, therapeutic, and necessary in c;rder iot tob
_ be%n:ld or left out. Some “...want others to talk about her and what sh:
ought. A young man said, “I like buying something new. I want somethin,
ew and more constantly; when I buy it, I lose interest.” Shopping a ear%
_ 'be as popular as socializing, the traditional pastime, or watching teiegiiion
q:cn(‘ﬂs. go shopping or window shopping together, and combine shoppin witlr;
q_gi&l;Zlng. Other recreational activities (e.g., sports, which are exzfcisid b
¢ upscale). are not a part of the mainstream popular culture, but shoppi g
.___S_o are displays of, and conversations about productswespr;cially thepgznﬁ
atus %)ranc.;is ax}d the gadgets or appliances acquired recently. A not«to%)
g{prlsLHg sight in social gatherings is a man turning over the ().thers’ ties t“
__o__k at the label or showing his own. Sitki, a middle-aged artisan, who 1ive(;
nd makes ceramics in a small town but exhibits and sells in many ,cities find
is new ostentation repulsive. He talks of the days when his parents did noi
ear their 'good clothes in public {(except when they went to Istanbul), and
” :eforf.: did not n?ake their friends and neighbors ashamed and envious’ B?lt
e_._-.gdmns. that his son and daughter are also captivated by sho oi
onsumption, an;l display that he despises. PRIne
ﬁggﬁiﬁfégiﬁgﬁ g?rfof;ﬁlid !ay the mushrooming domestic and foreign print
furnished by Coca Cola, Pepsi Cola or Martboro. Many stores have foreig  Burope who make mwris"lgitgsriiti;;?n:;;farsetshan ZVG;’ o, provionsl
or foreign sounding names. When a new clothing store opens, they adverti ural class of “nouveau riche” (see Ger, Beik andgL on 19t9e o prev19usly'
that they carry Levi's. A major upscale clothing firm employs Italian designe sible due to residential patterns and media Mediaaffc? 1 rovidea gimpe
Pharmacies which used to sell only medicine, now also carry impo to consurner lifestyles, but also furnish nt:-:ws on wgato ;rir?cri{s“;icel Zﬂcﬁpcste
5

cosmetics, perfumes, and toys, which comprise the majority of their revenue ¢ “in” and “out.” Furthermo
X 3 b £l i o . re’ news a e . ot "
All informants agreed that compared to the past they see more and papers compete by giving out “gifts

rizes such as cars and electronic
. : . . s. And, th
more—attractive kitchenware, sweaters or luxuries, even if they don’t ne » the most popular TV programs,

ddition to video clips of foreign

: ,and : .
them. Yeter revealed that although she has tea cups at home she was entice ngers, and American soaps, arge garIrlm T}i’;& :e;:en;.liy nglsh popular music
by a set she saw on display, and felt she had to have it. She said she pla r uch as “Wheel of Fortune,”

d other shows where the audienc i
o : @ p : .
to buy the set next month when the installments of the pans she bought rze; usually cars and electronics, As I?I"g;;rlgotg (‘;g;‘;eg a ?uesthn and win a
all paid. A 25-year-old female student remarked that, “I walk past stores ) has found in the United

fates, such shows provid ises i isi
A , I : ¢ € EXercises in acquisiti ali
something in the window I like, and I want it. There were not so many thin Ged that they ke to shap an

Ithough many informants ack
. . S nowled i
before, not such nice things. . . Teenagers buy more than we used to, but wledged that they like to shop and buy,
course so much more is available now.” A 24-year-old male student said’

mentioned that “everyone else does too,” they sometimes referred to other
“ go shopping frequently just to see what’s out. There are new Pf"?.d":i:

1' 1 M [13 s ke
ples’ consumption as “unconscious.” One student described that his mother
everyday. Newer products are better. So, [ want new products.” Similarly

péigfleur;cor}scilogs.ly, and likes to have a good time and a good life.” The
e ondents, including Sitki’s famil i nyi
24-year-old male student s aid, “I usually go window shopping, not aiming ¥, S€€ consumption as accompanying
buy anything, just to look around. If I see something I like, a pair of $

toilet is outside, and they carry water inside with large containers. She ow
a color TV, stereo set, refrigerator, vacuum cleaner, and an electric butter
maker. A hair dresser who is employed ina small shop in a nice neighborhood.
and who recently married reported that “my husband and I have been working
very hard but thank God, we are very happy with our accomplishments:
installments on all the appliances, inciuding a ‘fritéz’ (an electric frying pot;
not a Turkish word), are about to be completed.” L
The activities that underlie the product availability and accessibility are
undertaken by both large and small businesses, including street vendors and
suitcase traders. Banks now offer “consumer credit,” and one ofthe
advertisement depicts a young couple deciding not to get married because they
don’t have the money to buy appliances, furniture and a car. But once th
hear that they can get consumer credit, they rush and buy these things' and
get married. Door-to-door selling of kitchenware and linen is common
consistent with Ottoman sales patterns. But it has been extended to factories
and offices such that Yeter’s husband bought illegally imported foreign:t
in this country of tea, as a treat for his family (only to find a bag of weed
when he opened it at home), and a bicycle for his son from the “salespeop
(fellow workers or their relatives) who come to sell their goods to the factory.
When Turkish workers employed in Europe make home visits, they bring
variety of products, including electronics, and sell them in their village
factories, on the streets from the trunk of their cars, and so forth. Ther
a lot of Western influence on Turkish businesses as well as the consurmers; an
this goes beyond licensing, joint ventures, foreign investment, importing, an
imitation or adaptation. Grocery stores are now called “market,” with sigr

ress, a ity is vi
1 ,Cor;d as normai.and modern..Modern;ty is viewed to be fashion and
sciousness is foremost in this country where conformity is
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roblems of Marketization in Romania and Turkey
:Hence, the new joy of consumption found by some Turkish consumers is
either widespread nor without undesirabie consequences. Ostensible progress

nd problems, with similar and different elements compared to Romanians,
sem to proceed apace in the accelerating marketized Turkish economy.

activist religious groups making promises of mone},;, jewafgs,t::f ;)rt:g; Cgt(smfh
imitati ume modern it
e to the popular imitative effort to cons . :  products, the
dDemand fm? ar?d supply of some of the authentic, unique, and dlstn‘lct.ivg }9‘?3}
or natural products and artifacts has declined ot disappeared. T'ouns;:c dm's'o
replace fields of arornatic bananas, and less tasty bananas are %mpgo I;e ;
Although not as inexperienced and innocent as the Ror{lanlan 1'Sum?]:
many Turks still seem to face confusion regarding how to ]que qlé’:l ity; 1_1.9
to acquire product information, and how to assess alt;rnatn;les. tom£1¢m$
“ lternatives now. [ don’t know now 1o cho
such as, “There are so moany a / .
it is difficult to tell which are better” were frequently hearq. Lzl&ckmg_ ? ;?ﬂnd
basis for evaluating quality and buying bef:ause something h;s favaula -;‘-’;‘_“
“in,” appear to be related 10 a naive trust in the new a.nd the ore1g:1,0gn¢
un;ealisticaily high expectations that jead to dl@atssfacﬂgnf :;c(l) :;g;er (,)di::ts
ini d returning unsatis duct
very rtecently have complaining an : _ sfac I
bec:):)me conceivable, and have been making an 1qc§ea31ng 11§§:c;.£§;€
i i lly less than satisiactory. mple,
convenience and service are usuaiy
consumers have to wait for the service people for duraﬂsle;1 to c:(imnz :rf}tl .
they please, notata time convenient for the consur.nflzlr. Qr, t ?;rgse . 'oﬁ,".er
ice ' firms, especially importers, go out
sale service or parts when many new Lirms,
business, or change lines. And, when serviced, many products‘are not service
well and’hence have a short life. Most formgn.prfl)"dugs ;:Okzl} }:ho‘f;;l;x;ip_p
brochures in Turkisn Wil :
markets don’t have guarantees or A plain
the product should be used, so the consumers underutilize or mlsis‘::r}:ms
don’t ask for, or ar¢ no
roducts. Many uneducated CONSUIers . : .
¥L)hf: presence ofyguarantees. Lack of mechanisms fc;r effectlye T;(:igifllgm
i i d a large range of prices for sceming ;
regulation of quality, an ‘ e
identi ¢ consumers being overcharged, ang/(
identical products, do not heip S0 . e
ending up with unsatisfactorily perfqmmg or (tanlgle;?::sc E;?i‘;fed
inesses spring up, not a .
gxample, as many new businesses U] e e siont
i duction facilities are not alway i
especially the smaller food pro ‘ - ys hyBer S
i i duce perceived risk, many 15 by
deal with such confusion and to redu AR
ir fri hasing due to conformity to s
what their friends buy. But, purc 2
can also lead to regret when the purchasen} products are no‘t/ (I;;{e;i’::}fa?;iinply
Thus informants chide themselves for buying products like simply
ather dust in their homes. o £
¢ A final problem is the confusion about priorities that als;czi tendsu ig;?ﬁ?
in other developing countries when the poorer and uneducat% coAn:n el
to make major compromises (Ger 1992; Ge‘r and B‘e%k 19? ). A Aﬁo:i !
the milk of her cow to buy her child candy whx}i:, del_arwmg };ugr; ow;?hm_;t o
flimsy fashion item, ¥€ & wark
erson may spend her money ona _ L
Icj:uaaft in the chill of the winter. While running a;tjter token symbols (;f f;d'i:
some cut back on nutrition, health, and education-related expense

their health.

Turkish Entrepreneurship in the Past Decade

: The new opportunities from the transition to a liberalized market economy
“It’s hard as an entrepreneur in Europe, but it’s wide open here,” said one
nformant), and the diminished prestige and deteriorated conditions of jobs
n the public sector, have lead to many new businesses (and many bankruptcies)
well as new lines of business, especially in import-export and in services
uch as restaurants and tourism. Many students indicated that they want to
gt up their own firms, and pointed to prominent business people who “made
t” as their role models. And there are numerous ex-engineers or architects who
un bars, cafes, hotels, or shops. Usually, family and friends help raise at least
art of the capital for these new businesses. Urbanization, inflation, and
nemployment seem to have contributed to this entrepreneurial trend—
articularly in the case of some very small scale and unregistered businesses.
ometimes the business is a second job (as in Romania) or a retirement job:
vitcase trade, finding cars parking places or washing cars for tips, driving taxis,
ollowing the paperwork in some government office, knitting or sewing at home
t a piece rate for firms, or making and selling decorative items.
‘Many go into the family business, or start up their own business in the same
ne as their previous work experience. In such cases there is a carryover of know-
ow and experience. Some establish their own firm because they crave
ndependence (“I wanted to be my own boss”), and a few because they have
ream or passion. Biilent, a 30-year-old man with a very modest rural
ackground, is now the successful owner of a continuously expanding restaurant
hain (pizza and other Ttalian food), because he had a dream: to establish the
est pizzeria. He decided not to submit to his father’s wish that he take a
prestigious” job—be a civil servant in the public sector, after a summer
ncounter with a pizzeria. He worked in the pizzeria when he was 15, and that
xperience made “pizza” a symbol of modernity and upward mobility for him:

As 1 walked through the blue door of the pizzeria, which was in an old Greek house, to
ook for a summer job, I knew this was a different world, and I felt that this would be
‘different worid for me. It was a beautiful antique door opening to a courtyard that
overlooked the sea. There was a very peaceful, calming ambiance. The boss and his circle
f friends changed a lot of things for me. They were very good people, had a human
pproach and treated me as a human bejng. {But] At the camp (a company resort where
he worked the previous summer| they woke us up by banging on the door with a big stick.

Péople are bad. I felt that if | became a civil servant my bosses would treat me like that
_c')o. But not here.
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iiominate.”She was also ca‘ndid that family control, where business is seen as
. ‘(;t;}l; own by jicizrs, can interfere: “Firms are ruled according to the wishes
of their owners/elders, ‘a la Turca’ (derogatory term, implyi ; [thi
makes things complicated,” ’ HTPnE otdated) (i
- The younger entrepreneurs who started thei i

' : - . : ir own business expressed
different dir'nensmns concerning things they liked about their business}:) being
:he first, doing something big or different, doing the best:

- Burak (Male, 2?): “_to be an internationally known businessman, like Olivetti.
._ .P.iay g,iobally ... winning wars with the bureaucracy, being the first Turkish firm

and aspiration to move up the social scale alsg
contribute to the boom in new startups. Similar to the Romania
entrepreneurs, some businesses are motivated less by a need for achievemen
and independence, and more by the desire for money, usually escalated by th
firm is sometimes seen as a means. i
» Most owners of small and mid-sized firm:

Consumption desire, envy,

consumption desire. Running a
consumption, that is, the “good life.

were found to be interested in consumption almost as business goals (islamogl_

1992). Sitkrii, a 49-year-old paper factory owner, voiced his material des
for himself and his children. He said: “I1l step down (from the firm) in a fey
years. I'll use the money 10 live the good life, that’s what it’s all abo
However, the desire to consume sometimes induces the demise of businesse:
Nur, a 39-year-old female entrepreneur emphasized the value of ‘not

overspending, and thinking of work rather than spending. She cited an example_

of a business that collapsed because owners overspent.
The traditional family-run business in Turkey offers financial support an

experience, and also provides social benefits such as having a friendly an
mfortable, and being able to-be

familiar business environment, feeling co
personal. Such feelings often carry over to suppliers and customers as we!

As a 42-year-old businessman reflected:

.  Nur: “T like Ibc?ng the first woman dealing with huge trucks at customs
 clearance, pubhshmg the first industry (transportation) magazine, doing what
gthe;s ;onmder crazy. I strive for creating the best. Not money. But when you
o the best, money comes automatically. I enj ‘ i

Ic . I'emjoy when I create somet
gutcome makes me feel fulfilled.” : hine. The
:-._.Bulqent: ' 1 iike' to do t}?ings no one else does, enter fields no one else dares
; I like risk. I.hke to th.mk about things very few people can. I know there’s
g__;loti of ;ngney in %ther lines of business, but these don’t atiract me. I like the
whole of the pizza business ...to expand in the food busi i .

2a usiness, in all o
globally competitively.” ke
iArum:usla'ulag sucfh ambition is not proper or typical in the traditional Turkish
cut lt:lrf:. fworne busa?esspeopie, the older ones, or the ones carrying on with their
ather’s firms are less ambitious, unless the family firm i j
corporation. \ 15 already a major
h._In addition to' ambiti.o.n, thﬁ: entreprenecurs studied also varied in terms of
e ent}"epreneurlai q.uahnes of innovativeness, risk taking, taking initiative and
groacmfeness (Morris and Lewis 1991). Yet, all were persistent, committed
e__r.nphaS{zed thf: role qf honesty in success, and acknowledged the role of a;
;E;ppox.-tlve or influential person in their success. Although for some starting
a 1rfm 1 a means tq move upscalcf or to enjoy greater consumption, the educated
g;odesgsgnz}is si;udled stil questioned the prestige of running a business and
eded to justify it by the benefits (e.g., hi i
£., high status, social or cu

7€ or she produces for others. frel good)

ve. Everyone knows everyone else and this
ty to cheat twice. Competitors share similar
it the villages to see cotton crops and stay:
you must make thel

“The cotton world is very small and conservati
results in security. No one is given the opportuni
mentalities. To be in the business you must vig
with locals, These people depend on cotlon for their livelihoods and

feel comfortable and show that you share a similar mentality.

The interpersonal dimension is very Strong in Turkish entrepreneurship. Al

respondents agreed that connections and social relations with suppliers,
employees, CUSLOMIELS, and other constituents are important: “Social aspect

are a part of the work, the human dimension is important;” “1An entrepreney
is] a guy solving human problems. He must network and know lots of people :
Personal relations and connections expedite finding credit or solvin
bureaucratic problems. Social relations with personnel, suppliers; “an
customers, of business friendships reduce risk. Merchant hospitality build
trust and smoothes future interactions, reduces competition, prevents cheating
and lessens bargaining, Furthermore, there is an element of “giving”.{
provides satisfaction to some, as a 45-year-old man who owns an antiqug'__s'_f_m
stated, “I like to sell things I like to people 1 like.” Similarly, Biilent took pric
«__.that people like what I offer”, and the paternalistic Sikrii boasted, “I tak
care of 100 employees.”
However, Nur lamented that, “.. .personal relationships are impo
unfortunately.” She saw the social dimension as a hindrance to efficiency,
longed for more “professiona » relationships, where the impersonal relat

Problems for Turkish Entrepreneurs

§ome‘ of the proi‘)lcms faced by Turkish entrepreneurs are shared with other
R_y_elop_mg countries (see Ward, Reyes, and Borromeo 1992}, including
\ q?}an:a. For example, to setup a business in Turkey also requires 10 steps—
% ni:?gmba:;dlnfr;e—consummg steps. The most pronocunced issues in Turkey
e e a1 £ to governr{aent bureau_cracy, involvement, and support, and
Sk v political-economic-legal environment. The 60-year-old head of a

g holding company (one of the major corporations in Turkey) reminisced
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oods as well as greater national pride in such locally produced goods. It seems
kely that in the increasingly global economy, for these goods to be more
spected abroad, they must also become more respected at home. This is not
change that necessarily occurs instantaneously,
The Turkish experience suggests that when entreprencurs and consumers
hehave as they do in an increasingly globalized environment with a fascination
rthe West, a vacuum created by the disruption of the old order, marketization
ymetimes interpreted as “anything goes,” and a lingering bureaucracy, the
consumption opportunities that emerge are more geared to the affluent few
than widespread, consumption styles more emulative than original, and
products more imitative than innovative. These patterns do not help consumer
rustration, envy and confusion, or development of globally respected products
that increase national pride and entrepreneurs’ confidence. For the businesses,
the dominance of the money motive over achievement and independence, or
adesire to “make a quick buck” is not prone to dissipate where social mobility
a recently increasing possibility, and where status through consumption is
now competing with social position which was more important under the
former system of statism (or communism in Romania). Confidence, honesty,
resyonsxbiiity, proactiveness, and innovativeness will not be easy to develop
ven a history of reliance on state rather than self, and the conformity and
indifference that such reliance breeds. Entreprencurial tendencies toward
mnovatweness risk taking, and proactiveness are not so much innate as they
¢ environmentaily determined, but entreprencurship is also more than a
response to the environment—it represents a kind of institutionalized social
change (Morris and Lewis 1991). Problems faced by Turkish entrepreneurs
support this view and indicate that this change is apt to take time,
The problems currently faced by Romanian entrepreneurs help assure that
locaily produced consumer goods will not soon be widely produced and
ccepted by the market. The work ethic in Romania remains a significant
production problem. The lack of capital invites foreign investment, but
veakens Romanian entrepreneurial opportunities. Changes in business
e_ducanon especially at the deep level of core economic ideology, may require
| generation to “take.” And the !mgermg effects of Communist anti-market
eachings, which has no counterpart in Turkey, may well continue for a
omparable period of time.
If a production revolution must accompany a consumption revolution, it
scems fair to say that the two are better synchronized in Turkey. This may
he because the changes there were more gradual and the production revolution
n particular did not need to be quite as much a revolution as an evolution.
i Romania, contrary to the experience of Turkey in the past decade and the
Xperiences of the West during its industrial revolutions, the consumption
¢volution has occurred first (especially in consumption desires), and the
roduction revolution is lagging. However desireable or undesireable it may

Consumption desires are presently very high and escaiating in both counitj
along with an emulation of the percewed images of the West symbohzmg 'fh
good life. While Romanians tend to “want everything”—that is, whatéver
available—Turks are starting to discriminate, although prestige goods ‘an
emulation of others’ consumption are still significant. While there are mulupl'
reasons for the differences found between the two cultures, 45 years of ang
market Communist ideology have left a legacy in Romania that is making
transition to capitalism difficult for both entrepreneurs and consumers. Othe
relatively unique differences in the two nations include more severe constr
from the inadequate infrastructure, lack of business education, and an oyt
dated banking system in Romania, the continuing rationing and shortag
staples in that country, the lack of business role models there, and the stronge
role of family businesses and envy as well as lower literacy levels in Turkey
There is currently much greater consumer innocence, confusion, frustfati
and uncertainty in Romania than in Turkey. The confusion in Turkey pertam
to alternative evaluation, price inflation, and priorities, whereas in Romam
it is about finding necessities at all. And, deahng with the frustration of ng
being able to afford the explosion of luxuries is more crucial in Romania the
in Turkey. In Turkey luxury and inequality have been around for a longe
time and a tradition of private property exists. For entrepreneurs, governm
bureaucracy, uncertainty about the future political and economic condition;
conformity, and learned he}piessness are also shared problems, aithough't
appear to be less severe in Turkey where mstabxhty and uncertainty ar¢ no
new. Conformity is declining and risk-taking increasing in Turkey more I‘apld
than in Romania. And Turkey is more fully integrated into the global econom
than is Romania.
In light of the multiple economic, cultural, ideological, and historical causes-

of the differences in the two countries’ entrepreneurial and consumpt

patterns, it is extremely speculative to use Turkey to forecast the future of

Romania under marketization. Nevertheless, the longer experience Wi

marketization in Turkey suggests that the current problems in Romania ma

not all disappear with more time, experience, and development. Consum

shortages should decline and the necessity for nearly constant vigilance, bnbe

and time taken from work for shopping should also decrease. But consume

will still need to deal with the confusion engendered by the explosmn

information, consumption choices, and advertising, and the potential’ ft

marketplace deception. They will still need to deal with the envy of othefs af

the feelings of relative deprivation compared to the affiuent and the West: “Any

they will only overcome their fascination with foreign goods slowly, if at

Alternatives to the fascination with Western and Japanese luxury goods m_bo

countries also depend upon the development of high quality low price dom
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be, it is likely to take at least as long to markfftize the Romamari l:'cong.;
as’it took to demarketize it \And that marketmec} economy, or e‘o.nc_
Turkey, along with the experiences of consumers a.n,c,l cgtrﬁprenegrs \;1 1-?’-
aptto b}e very different than the “free market economy” as is no}wn 1n1 b:;_s[_?g
countries where it developed much more gradua}ly and_m a;hess (f,e o § 1Zed
context than in the current ?r}arketmng countries, or in other deve oping
countries without 2 prior tradition of a strong state.

APPENDIX: ENTREPRENEURIAL BUSINESSES STUDIED

Romania:

Service/Retail 3 i
I. Travel, Standardized Testing, and Business Facilitator (New :ta_

Partnership) _ |
Painting (New Start; Sole Owner; Not Registered)

6.
g‘ Bar/ Discotheque (Lease; Joint Venture with a Dutchman)
' iscotk ; Partnership)
4. Bar/Discotheque (New Start; . .
5 «Quitcase Traders” (New Starts; Sole Owners; Not Registered) '
2
Distribution/Wholesale

3 . : hip) .
« k Wholesaler” (New Start; Sole Propn_etors . ._
; Ii;u;lrt/ Export (New Start; Joint Venture with Two Americans) -

3. Shipping Company (New Start; Partnership)’

Agriculture _ o
|, Small Farmer (Surviving Remnant of Family Brandy Dlstlﬁc_::ry-

estaurant, Farm) g
2 1E:’{r:asant Farmers (Surviving Sustenance Farms With Limited C

Cropping)

Manufacturing

Glassware (Management Buyout; Sole Proprietorship)
Rlectronics (New Start; Partnership) .
S:teilite Dishes (New Start; Sole Ov?fner; Not Registered)
Office Chairs (New Start; Partnership) . ‘

Book Publishing (New Start; Sole Proprietorship)

Sl el

Turkey

Service/Retail
1. Restaurant chain (New Start; Partnership)
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Antique shop (New Start; Sole Proprietorship)

Antiques, auctions, cultural activities, and adult courses {Father’s
Business, Sole Proprietorship)

Toy and children’s clothes shop (Family Business; Partnership)

Manufacture, rent, service, sell boats and parts (New start, Sole
Proprietorship)

Import/Export of medical and security equipment (Father’s Business;
Sole Proprietorship)

Export of herbs (Family Business; Partnership)
Export of agricultural products (Family Business; Partnership)

Agricultural production and export of agricultural products and textiles
(Family Business; Partnership)

International transportation and publication (New Start; Partnership)
Toy wholesaler (New Start; Partnership)

Paper products (New Start; Sole Proprietorship)

Holding company in dairy and other food and drink products, and
chemicals (Family Business; Partnership)

Pharmaceuticals and grooming products (Family Business; Partnership)
Bleach (Father’s Business; Partnership)
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NOTES

We are grateful to Paul Isiou for conducting these focus groups.
Western music, along with other elements of Western popular culture, played some part

n.'_ihe Romanian Revolution as they did with the collapse of the former Soviet Union (e.g.,
obrotvorskaja 1992).

¥ Case data courtesy of Elizabeth Henson.
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