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ABSTRACT

COFFEE IS THE NEW WINE : AN ETHNOGRAPHIC STUDY OF THIRD WAVE
COFFEE IN ANKARA

Aydz, Sila
MS., Social Anthropology Graduate Program

Supervisor: Assist. Prof. Dr. Besim Can Zirh

December 2018, 119 pages

Based on ethnographic research of six months in Ankara, this study investigates the
institutional logics operating in the field of third wave coffee. Through employing
institutional theory and the field theory of Bourdieu, the study identifies different socially
constructed logics that have guided and provided meaning for the actions of marketplace
actors. While the study provide a glimpse of third wave coffee market formation in
Turkey, it also introduces marketplace logics as well as their interaction among them and
how they change over time with the emergence of new marketplace actors. Therefore, this
study claims that the field of third wave coffee which was initially guided by the logics of
artisanry, anti-corporatism and social entrepreneurship, is now dominated by the logic of

commerce with the efforts of entrepreneurs.

Keywords: Anthropology of Food, Coffee, Market Formation, Institutional Logics, Field
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YENI SARAP OLARAK KAHVE : ANKARA’DAKI UCUNCU DALGA KAHVENIN
ETNOGRAFIK BiR CALISMASI

Aydz, Sila
Yiiksek Lisans, Sosyal Antropoloji Yiiksek Lisans Programi
Tez Danigmani : Dr. Ogr. Uyesi Besim Can Zirh

Aralik 2018, 119 sayfa

Ankara’da 6 aylik bir etnografik arastirmaya dayanan bu g¢alisma, ii¢lincli dalga kahve
alanindaki kurumsal mantiklar1 incelemistir. Kurumsal teori ve Bourdieu’nun alan
teorisini kullanarak, bu ¢alisma pazaryeri aktorlerinin aksiyonlarini yonlendiren ve onlara
anlam saglayan sosyal olarak insa edilmis kurumsal mantiklari teshis etmistir. Calisma
Tiirkiye’de tgiincii dalga pazar olusumundan bir kesit sunarken, ayni zamanda da
pazaryeri mantiklari1 ve yeni pazaryeri aktorlerinin ortaya c¢ikisiyla bu mantiklarin
birbirleriyle etkilesimi ve zamanla degisimi arastirilmistir. Boylece, bu calisma iigilincii
dalga kahve pazarinin baslangic olarak sanatcilik, sirket karsithigi ve sosyal girisimcilik
mantiklar1 iizerine kurulu iken girisimcilerin eforlar1 sayesinde ticaret mantigiin baskin

hale geldigi bir alana doniistiigiinii iddia etmektedir.

Anahtar Kelimeler : Gida Antropolojisi, Kahve, Pazar Kurulumu, Kurumsal Mantiklar,
Alan
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CHAPTER 1

INTRODUCTION : A COFFEESHOP TOUR WITH BUGRA AND SEYDA

It was a cold winter day when I first met with Bugra and Seyda', a young couple from
Istanbul coffee scene. A friend of mine from college introduced them to me over the
phone when she heard my interest in coffee. It was so hard to arrange a meeting that it was
only made possible by their visit to Ankara. Bugra was a roaster and running a third wave
coffee shop in Balat, a gentrified region in Istanbul. His fiancé Seyda was working as an
editor in a prominent fashion magazine. They were visiting Ankara to distribute newly
roasted coffee bean samples on which Bugra had an experimental roasting style. He told
me over the phone a day before his visit that they will be touring a few coffeeshops in
Ankara and asked if I wanted to tag along. My journey with them has begun in a
coffeeshop in Bahgelievler, a neighborhood that was emerged around 1940s when the
capital was expanding towards west with planned urbanization through which

Bahcelieveler became a center of economic and social life.

Approaching the coffeeshop with no clue on my mind how they look like, I saw a young
man talking with a barista on the counter. The appearance of barista was quite intriguing
with his large beard and tattoo covered arm. His stereotypical hipster look reminded me a
Facebook post on which a friend of mine was complaining about paying 15 tl for a cup of
coffee because hipsters made it so “cool” . While I was questioning this in my head, I was
welcomed by a waiter. As I guessed, the man talking with the barista was Bugra. After a
brief chat, he introduced me to the proprietors of the coffeeshop, Coffee de Matteo. Sarper
and Sare, who were in their early 30s like Bugra and Seyda, started this coffeehouse just 8
months ago after they have resigned their job to follow their dream. While we were having
a small chat, I have learnt that both were writing their dissertation on third wave coffee
shop. Apparently, not only starting a third wave coffee shop but also reseraching on the

subject was trending. While we were deepening our conversation about coffee, Bugra and

'All the names are pseudonyms.



the barista was discussing different coffee beans Bugra had roasted. When we were about

to leave, Sare treated us with handmade sandwhiches she prepared.

After leaving Coffee de Matteo, we were cruising in the snowy and narrow streets of
Bahgelievler to find our next coffeeshop. Metin mentioned the burgeoning speciality
coffee shop business in Ankara. “They are poping up like mushrooms in every corner.
People know it’s a big business and they don’t want to miss the oppurtunity. But you have
to do this properly. Otherwise, you will vanish.” Proceeding to our next stop, I asked him

how he started to get into coffee business.

I was working as a financial advisor. We were drinking coffee at the office all day long.
We were getting coffee from Starbucks or purchase coffee beans from business trips
abroad and brew it at the office. I was working in finance but I also wanted to have my
own place. I was developing a strong interest in coffee. Seyda was in Italy at that time,
having her master’s degree. And I was going to Milano to visit her. While I was staying in
the hotel, reading something online, an ad popped up saying that a fair on coffee was
happening in Milano, luckily at the time I was there. We went there to see what’s
happening, drank lots of coffee. I came across a booklet that was featuring a women who
came in third place in the world brewing championship, Duygu. She was also at the fair to
present something. I just showed up in her presentation, told her that I want to start
roasting and open a coffeehouse. We exchanged e-mails and when I decisively quit my

job, I went to Russia to get my training from Duygu.

His monologue was cut off when we arrived our next coffeeshop, Viktors Coffee. Luckily,
it was the first third wave coffeeshop that I visited in my life when a friend of mine took
me there a couple months ago. It reminded me a mini jungle with its psychedelic
wallpapers and indoor plants flowing around the walls. It had one of the most inspiring
and distinctive ambiance even for a third wave coffee shop. The owner greeted Bugra and
Seyda at the door with a big smile on his face, like he bumped into an old friend after a
long time. The coffeeshop was inspired from Italian cultural field, organizing Italian
movie nights and offering Italian culinary products. While Bugra was ordering a tiramisu,
something they are famous for, I had initiated a conversation with the owner Meri¢. He
was a Phd student in Italy until he returned for his girlfriend who has been living in

Ankara. He told that , in a regretful manner, he was continuing his studies in Ankara.



I didn’t want to stand idle during my phd and I opened up this coffeehouse.” he
said. “In the beginning, locals of the neighbourhood were coming, old ladies were
having giin®>. We have jazz sessions on Tuesdays and movie nights on Fridays.
After seeing these activities and noticing young folk became regular, they realized
this is not the right place for them.

As we were having a chitchat, Bugra and a barista called Cagr1 pulled a chair and joined
us. And we started to talk about newly roasted coffee beans that Bugra brought with him. I
spotted a coffee package in the hands of Bugra, his new roast. It was called pineapple and
it was the second time I encountered a specialty coffee bag. The previous one was called
something in Spanish that was named after a farm. While they were arguing on the taste
profile, I was wondering why this coffee was called pineapple. I was assuming that pieces
of pineapple in the coffee so that we can sense some pineapple aroma, something similar
to coke with lemon. Otherwise, why would they call it pineapple? However, I was too
hesitant to ask with the fear of being made fun of. Surrounded with people who has
expertise on the practical and technical aspects of coffee, I was feeling insecure. Then,
shockingly, I heard Bugra, like he was reading my mind, saying “people come and ask me
if there is pineapple in it.” I found myself uncomfortably laughing along with everybody
else. Of course, there was no pieces of pineapple in it. The reason why this coffee bean
was called was that it had pineapple in the cupping notes (discussed later). Conversation
have kept going while Bugra was taking out other coffee bean packages. They were called
Nekemte and Lilith. There was a moment of praise of taste profile of Nekemte. Cagr1 took
the lead. “ I’ve never tasted something like that before. It was so clean and smooth that I
just can’t believe it. I like the balance. I usually like aromatic coffee and it’s one of them.
I didn’t read the cupping notes but I think I get something fruity, peaches possibly.”
Bugra corrected him in a polite way. “It was nectarine. You can’t find it much. It’s a rare
aroma.” Following a few admiring comments on Lilith’s taste profile, we were ready to

leave for our next coffeeshop.

While we were proceeding to our next destination, I was questioning the purpose of this
circuit. All they were doing in the last couple hours was to hand out a couple roasted
coffee bean samples to coffee shops and have a small conversation about coffee and daily
life. Why did they bother to come all the way from Istanbul to deliver 250 grams of coffee
package ? I was curious but reluctant to ask this. However, I asked them why they didn’t

mail these packages instead of coming personally. Seyda replied;

’A gathering of housewives, elderly or retired women.
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It’s not about making a sale. Coffee is not just about money. We haven’t met with
these guys a couple years ago. And we wouldn’t meet with you if you were not
interested in coffee. Coffee is something social. It brings people together. That’s
what we are trying to achieve in here.

Everyone in Turkey was familiar with the scene of cooking a cup of Turkish coffee when
relatives, family friends or neighbors visit one’s home. I was aware of the social role of
coffee in our lives through these experiences. Contemplating what she meant with the

word “social”, we were about to reach our next stop.

It was getting colder as the day went by and we were cruising around 7th street, at the hot
spot of Bahgelievler where all brand stores, pubs and restaurants clustered.
Unsurprisingly, we stumbled upon a Starbucks which occupied every corner of densely
populated areas in town. I was aware the tension between coffee aficionados and
Starbucks. Expecting a sort of vilification, I asked Bugra what he thinks of Starbucks. His
response was a surprise for me. “Starbucks taught everyone what coffee is and how to
drink it. We wouldn’t have coffee without Starbucks. It was a school probably for every
coffee enthusiast.” While he was appreciating the role of Starbucks in the diffusion of

coffee culture, he admitted the low quality of their coffees. “ They roast too dark.”

In a narrow street with no sign of any coffeeshop, Bugra parked his car and we started to
walk further. Cafe Comodo was our next stop with its unpretentious design. It was located
on a street with no other commercial activity. There were six or seven tables outside the
building with no customer and a couple tables located indoor occupied by a single person
reading an article on his laptop. The owner, Deniz, greeted Bugra and Seyda with a large
smile by saying “ I was waiting you all day. What took you so long ?”. She was
accompanied by a rather young man called Alper with an v60 — a brewing tool- in his
hands. “When did I see you last time ?” he said to Bugra. “I think it was on Istanbul
coffee festival.” Replied in a cheerful voice. He was a senior studying medicine in Ankara
and a huge coffee enthusiast. Bugra introduced me to them and mentioned them my
project. Alper was quite enthusiastic about hearing this. “Finally someone studying coffee.
That’s what we needed in Turkey. We have abundance of coffeeshops and everyone is
drinking coffee. Yet, a paucity of work was published on the subject. I’'m really glad that
you are doing this.” Surprised by his motivation, I asked him about v60 he was holding.
“I’'m going to compete in the next brewing championship. I was brewing coffee”. In the

4



meantime, Deniz was getting behind the counter to brew us a cup of Nekemte. Like Cagr,
she was also fond of this coffee bean. While Deniz was brewing coffee with v60, the man
with his laptop was ready to pick up check. “It’s on me” said Deniz. Apparently, he was a
close friend of hers. After a friendly argument about whether he would pay the check,

Deniz agreed on to take his money.

Having brought sample brews from different coffee beans, Deniz asked them how their
trip went. “It was nice to get together with old friends. I was very busy with the roasting
new profiles, and we are thinking to open up a new roastery where we can have
workshops as well. And you know, we’re looking for a place for the weeding. You’ll get
your invitations soon.” said Bugra. After they have accepted congratulations, Bugra took
coffee bean samples from his bag and presented to Deniz. “These are my roasts. I have
tried differentstyle of roasting this time. Taste them.” While they were discussing new
coffee beans that Deniz ordered from abroad, I initiated a conversation with Alper. While
being a senior medicine student, he was also developing his skill on brewing. “I do have a
Instagram page. I’m posting new coffee beans I found out from different countries and
how to brew them. You should follow.” After exchanging our Instagram accounts to keep
in touch, Alper mentioned how barista championships work in Turkey. Having overheard
our conversation, Bugra have abruptly broken in. “Coffee competitions don’t work in
Turkey. The jury is totally biased. Everybody owns a coffeeshop or provides consultancy.
So, they are covering their ex-student. It is a tough job unless you know no one in the jury.
I would not waste my time if I were you.” I was surprised to hear these harsh comments

3

but Alper approved him, even called them “ a bunch of snobs”. “We need to bring a

couple of foreign jury members if we want to have a fair competition.” added Bugra.

Then, the subject moved to the new coffee beans that Alper encountered in one of his
orders. I could not catch the name of coffee bean, and was quite unsure to ask. “it has an
unusual aroma and a story to tell. You should definitely include it in your portfolio. “ said
Alper while brewing a small cup of coffee for himself. I was observing his moves in the
meantime, using different coffee beans and amounts of coffee grounds and water. He was
in a trial-and-error process, working up for the competition. While I don’t have particular
skill to evaluate his brews, the others provided constructive comments on how to brew his
next batch. Deniz have turned to me and asked about my research. I’ve told her that I have
just begun this project and said that this was probably the first day that [ have drunken this

amount coffee in my life. “you should not set your hopes too high. Usually people who
5



have spent all their life with instant coffee expect something coming out of heaven. You

need time to get acquainted with it. Let’s make you a Nekemte and tell us how you feel.”

I could not refuse her kind offer even feeling a little bit dizzy after all this coffee
consumption. Bugra mentioned Nekemte as the flagship of his brand. Apparently,
everyone in the industry and consumers talking with baristas and owners was
complementing about its taste profile. I was sitting next to Bugra and he handed me a cup
of Nekemte, looking with impatient eyes, hoping me to have the best coffee experience of
all time. Taking a sip from coffee, I thought that all these compliments were righteous,
that it was not only a distinctive coffee compared to the ones I have drunken before, but
also it changed my perspective about what coffee is. However, with my low technical
capabilities, I could not define how it tasted like, although it was something familiar.
“How does it taste ?”” Bugra asked me. “It is really amazing but I really don’t know. I'm
sure it’s something that had before.” Bugra told me in a confident way that it was
mulberry and hibiscus in addition tonectarine, which he mentioned earlier. I did not know

what hibiscus was, let alone the taste of it, | nodded and hidden my lack of knowledge.

Deniz was having an intense conversation with Seyda about a middle-aged couple who
want to start their own coffeeshop. According to her narrative, they were academics in a
university who will leave their post in near future and were looking for different
opportunities. Following a couple remarks on being an academic in Turkey in a politically
challenging times, Deniz mentioned the complications of being an esnaf® in Turkey. “I
know it’s hard to be an academic in Turkey, but at least they have a regular income, a
considerable amount more importantly. I think owning a coffee shop seems so easy and
convenient that everybody asks me how to open one. It’s not like they think of. We don’t

2

make tons of money in here. I’'m making less than I’'m used to.” Everyone I met today
who hold a privileged position in the society had left their well-earning jobs and started

their own business, defining themselves as esnaf.

While we were about to leave, Alper approached to me and said, “I’m happy to meet
someone to talk about coffee. As a coffee geek, we don’t have much people to talk to in

Turkey.” After we have been seen off by Deniz and Alper, we were about to arrive our

3 . . . . . .

In Deniz’s use, Esnaf is a craftsman with a small amount of economic capital. In additon, esnaf has a
derogatory connotation. Esnaf is an economically motivated craftsman who can seduce and trick individuals
for his own sake.
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final stop, Dormer Coffee. Unlike the others, it was closer to the main street of
Bahgelievler where all popular spots are located. The owner was rather young man, Berk,
who was defined by Bugra as the best brewer in Ankara. While he was meticulously
brewing coffee for us, waiter brought us a special cheesecake with berries. I was already
full with all cookies and sandwiches and befuddled with caffeine. Nevertheless, I would
be rude to say no to their gestures. Berk was the owner of the coffeeshop and working as a
barista time to time. However, he was planning to move to Amsterdam, capital of coffee
in Europe, to open his store with a few friends. Again, he launched with complimentary
remarks on Bugra and his roasting. “Everyone is talking about Nekemte, but you know
what? It’s Lilith, the one that is sold most in here. I think it is good with Turkish coffee.
Nekemte does not go with Turkish palate. It’s too aromatic. People prefer more body and
aftertaste.” Bugra agreed on his evaluation. Nekemte seemed like a coffee that only coffee
aficionados admired, something appreciated once one has spent a particular time on it, like

an acquired taste.

We spent a little time on Dormer Coffee as they had a flight to catch. They could not even
stop by a couple coffee shops on their route. The tour we had started around noon
wasended towards evening with a full stomach and a caffeinated mind. I was not a coffee
drinker until that morning, only experienced standardized Starbucks coffees and instant
coffee. But that day I have become a true coffee aficionado, hopping from one coffeeshop
to another, experiencing different coffee beans and brewing methods. Limited by my
previous experiences of coffee and lack of culinary capital, I acquired a peculiar
perspective on what coffee could be and how it could taste like. We said goodbye to each
other with hoping to see each other in coffee festival at Istanbul. Bugra told me while he
was getting into his car, “call me when you need to talk to more coffee people. I’ll tell you

the good ones.”

1.1. Seed to Cup : Third Wave Coffee Practices

I clearly recall the first time that I visited a third wave coffee shop a couple years ago. |
was dragged there by a friend of mine who was saying “I have just found out a new third
wave coffee shop in the neighborhood”. Equipped only with Starbucks coffee experience,
I was awed by the sheer multiplicity of coffee origins, types and brewing methods, which
I didn’t even aware of their existence. As | was ordering a finca de la soledad brewed in

chemex, I was feeling a little tense by being in a situation that I am completely unfamiliar
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with. As I delved into coffee subculture and started this research, I noticed the variety of
practices involved in third wave coffee consumption. The ones that I spoke to during my
regular visits on coffeeshops was so passionate to tell their story on how they started to be
a home barista, or newly found out roaster from Barcelona, or the cupping workshop they
attended. But who is a home barista and cupping ? What do they entail ? As Roseberry
(1996) called it as the beverage of postmodernism, third wave coffee has multiple
practices and modes of consumption and production which requires a great attention in
order to understand its dynamics. Therefore, these questions will be answered in this
section. If third wave coffee values production as well as consumption, simply put seed to

cup (see chart 1), every step in this process must be explicated.

1.1.1 Coffee Bean Selection

The first practice in production is the selection of coffee beans to be planted. Although
there are overwhelmingly large number of species of coffee beans in the world, these two
are virtually comprise coffee market ; Arabica and Robusta. They have distinctive
characteristics in terms of biological composition, growing conditions, taste and price.
Arabica beans have the largest market share with 62% whereas robusta has 36% (ICO,
2017). Arabica beans are generally grown on higher altitudes and requires moreattention
in cultivation since they are susceptible to disease. Arabica beans are generally produced
in Latin America as well as some regions on Africa and Australia. For example, Colombia
is considered among the providers of high quality coffee beans. They produces only
arabica beans and coffee is a source of national pride for Colombians (Tucker, 2011).
Moreover, arabica beans have softer and sweeter taste with the sugary and fruity tones. As
opposed to Arabica, robusta beans are stronger in taste which is partially due to the
amount of caffeine it contains, which is almost twice as arabica beans (Spiller, 1984).
Robusta beans are cultivated in lower altitudes and less vulnerable to weather conditions
and diseases. Therefore, robusta beans are believed to be inferior in terms of quality
compared to arabica beans. Consequently, due to its lesser quality and price, robusta beans
are generally used in instant coffee. In short, the selection of coffee bean for cultivation

requires a detailed analysis of market demand and geographical conditions.

Once coffee seeds are planted, it usually takes three to five years for coffee trees to
produce fruits. In this time period, coffee plants need to be carefully nursed in order to

have a healthy growth. Coffee plants requires a rich and organic soil and frequent
8



irrigation. Moreover, while robusta beans can tolerate harsh weather conditions to a
degree as mentioned above, a temperate weather conditions are desired. The method of
cultivation may vary depending on local conditions and market demand. Traditionally,
there are two methods in coffee cultivation ; sun-grown and shade grown. Sun-grown
coffee requires land that has been cleared up for coffee plantation. Although it yields more
compared to shade-grown coffee, the environmental impact of sun-grown coffee is
significant in that coffee beans that exposed too much sun-light requires chemical inputs
and clearing native plants and trees leads to deforestation. Shade-grown coffee, on the
other hand, make use of an organic environment in which different types and heights of
trees available. It promotes a healthier environment since no chemical herbicides and
pesticides are needed for coffee cultivation. Moreover, shade-grown coffee differs in
terms of taste as slower maturation process enhance flavor of coffee. Therefore, specialty
coffee market promotes shade-grown coffee considering quality and environmental

factors.

1.1.2 Harvesting

As long as these conditions are managed and provided, the fruit can be harvested two or
three times in a year. However, harvesting is as demanding as planting and nursing.
Coffee picking is a labor-intensive process. Depending on the geographical conditions and
type of coffee bean, coffee fruits are picked by hand. In particular regions like Brazil
where coffeetrees planted on a flat land, robusta can be collected through machinery. The
downside of machine-led picking is that machinery cannot distinguish between ripe and
unripe fruit. Therefore, ripe, unripe and spoiled berries are all picked by machinery, which
leads to the production of low quality coffee that will be used in instant coffee. Arabica
beans with their delicate nature cannot endure machinery picking and therefore, requires

hand-picking.

1.1.3 Processing

Once they have been picked by hand or machinery, coffee cherries are needed to be
processed. As is the case with sun-grown and shade grown, there are quality and
sustainability concerns in processing methods. Although hybrid methods are available,
there are two main processing methods ; dry processing and wet processing. The dry

processing is much simpler and natural method. After berries are all collected and dried up
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in the sun, cherries and husk will be separated by machinery. Although the dry method is
usually associated with lower quality coffee beans and robusta, it’s more sustainable since
it’s a natural process with a few inputs and lower waste generation (Tucker, 2011). The
wet processing, on the other hand, requires a pulper through which coffee cherry is
pulped. Once the outer layer of coffee cherry has been removed, coffee beans are
fermented in water for 18 to 36 hours. Then the beans are dried. While the wet processing

is used in high-quality coffee beans, it may cause water pollution and waste generation.

1.1.4 Coffee Bean Purchase through Fair and Direct Trade

Like every commodity market, coffee prices are determined in relation to supply and
demand. When the balance between these variables change, the price of commodity is
adjusted accordingly. Coffee prices are generally affected by the changes in the supplies
of coffee. The coffee production is disturbed by unforeseeable events such as harsh
weather conditions, diseases or social unrest. In addition, the period between planting and
first harvest makes it difficult to predict supplies of coffee. Therefore, the unpredictable
nature of coffee production can culminate in the mismatch of supply and demand, which
causes low prices. The ramifications of lower coffee prices can be brutal for producers and
national economies who are solely dependent on coffee production. When the supplies of
coffee are so high that coffee prices cannot compensate production expenses. Producers
face with poverty, malnutrition, and migration. To cope with these problems, fair trade
movement gained prominence around 1970s in several commodity markets by
introducingan alternative network. The aim of fair trade movement is to alleviate poverty
in producing countries, to provide a fairer relations of power in the commodity chain, and
to produce in an environmentally sustainable way. The products that are certified as fair
trade must meet particular requirements such as minimum price paid to producers, long
term contracts, and environmentally sustainable practices (FTO, 2007). As a new method
for trade relations, direct trade has been employed by coffee roaster to overcome fair trade
certifications. With similar practices and motivations as fair trade, coffee roasters work
directly with producers. While ethical standards like high commodity prices, better
working conditions and environmentally sustainable practices are preserved, they are
accompanied by quality standards in the final product. While both fair and direct trade
aims to cut the middlemen to enable producers receive higher prices, it’s difficult in less
industrialized countries such as Turkey to directly work with producers, for such

collaboration requires substantial amounts of economic capital. Therefore, virtually all
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roasters in Turkey works with middlemen who purchase directly from producers. Turkish
roasters generally make purchases through European and American intermediaries like

Nordic Approach and Cafe Imports.

1.1.5 Roasting

Once coffee beans are ready to be sold, the next step in the biography of coffee beans lies
in the roastery. Before getting into roastery, one of the challenging tasks of a roaster is the
selection of right coffee beans. The narratives surrounding roasters’ role in coffee bean
selection are glamorous, even sometimes mythologized. Roasters are attributed a great
deal of artistic competence and sensory skills that guide them in the selection of coffee
beans. Such a decision also entails extensive knowledge on the existing product line in
order to offer blends and single-origin coffee that match with other coffee beans.
Therefore, roasters continuously seek out new coffee beans either by ordering different
types of coffee beans through green bean suppliers or personally visiting coffee farms.
The former is more viable option for Turkish roasters since most of them cannot cover the
cost of constant visits to producing countries. Some entrepreneurs who have developed a
personal interest in coffee consumption started their own business in Turkey to provide
specialty coffee beans. The typical way of seeking out the right coffee bean is to form
close relationships with local and global green bean suppliers, make frequent visits to
them to taste different coffee beans, and find the right coffee beans that will match with
their offerings as well as the palate of customers. Therefore, the practice of seeking out
entails economic and social capital to reach out suppliers as well as forms of cultural

capital that facilitate the selection of coffee beans.

Roasting is the art of transforming a flavorless and unappealing fruit into a glamorous
drink that is full of aroma and flavor. Purchased in 60-kilo bags on which a logo of the
farm and the flag of producing country, roasting machine are filled up with coffee beans.
The amount of coffee beans may vary depending on the capacity of the machine. As most
third wave coffee shops works in small batches since they have fewer customer base
compared to coffeehouse chains, they can roast 5 to 10 kilograms per session. So, what
happens in the roasting process ? While roasting coffee beans bear a resemblance to
roasting chicken as one of my informants humbly elaborated his work, for some, roasting
is a practice where scientific prowess and artistic creativity intersect. We need to elucidate

the process of roasting in order to clarify these understandings.
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Like in any food, green coffee beans that are cool in the beginning turn into dark and hot
beans in the roasting process during which physical and chemical changes occur. The
simple resemblance between coffee and chicken may seem reasonable from this
perspective. Nevertheless, such an explanation does not embrace the complexities of
roasting coffee. The journey of coffee beans in the roasting machine from beginning to the
end shape the aromas and flavors brought out. Their scientific prowess lies on the
extensive knowledge on the psychical and chemical changes during the endothermic and
exothermic processes occurring inside coffee beans and the reaction of coffee beans
towards changing heat and gas. Their artistic creativity emanates from the manipulation of
parameter in the roasting process. There are several stages of roasting. The flavorless and
pale green coffee beans that entered the roasting machines from hopper transforms into a
yellowish bean as they releasing sugars. Later on, yellow coffee beans gets darker as
caramelization occurs. Then comes the first crack, the favorite moment of all roaster,
when we realize that coffee beans are ready for brewing. In this stage, coffee beans starts
to pop up like popcorn due to the transition from endothermic to exothermic process.
There will be another moment in roasting called second crack, which is undesirable for
specialty coffee roaster, for origin flavors are lost since the oils come the surface of coffee
beans and cover their body. As roasting continues after second crack, coffee beans will
start to burn. The time that passes between first and second crack is called development
stage in which all the idiosyncrasies occurs. Even seconds spent in this stage can change
the taste profile roaster can obtain from coffee beans. Therefore, they usually receive
several samples as the heat goes up and identify the exact point at which roasting process
will be completed. Once the taste profile is settled, roasting becomes no more than a
consistent work in which same variablesutilized in every roasting session. However,
roasting varies between coffee beans, and therefore, roasters must familiarize with every

coffee bean in their portfolio.

1.1.6 Cupping

Cupping is one of the fanciest words in coffee vernacular and those who are good at it are
recognized as an authority figure that are competent in every aspect of coffee production
and consumption. Cupping is basically the practice of evaluation of different
characteristics of coffee beans. The aim of cupping is to understand differences and
similarities between coffee beans as well as understand the basic tastes. As one of the

informants pointed out, cupping never lies in that the deficiencies in the production
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process and roasting will be revealed. However, it is arduous and laborious to master at
cupping. Cuppers educate their sensory skills and palate through tasting as many coffee
beans as they can. It’s not only about having years of experience in coffee tasting, but also
a lifestyle in which one needs to carefully examine their nutrition to be able to evaluate
objectively. This is partially why cuppers are venerated in the industry, not only for their
extensive culinary capital that range practical and theoretical knowledge on the sphere of
production and consumption of coffee to sensory skills that enables to uncover aromas and

flavors, but also amount of effort put it to gain expertise.

Cupping is a professional practice due to the amount of knowledge and training it
requires. A professional coffee cupper is called Q Grader who has the certification to
evaluate and grade coffee beans. Unlike roasting and brewing where one has the
possibility of personal touch, cupping is a universal practice in that the structure of every
practice is determined. The cupping usually takes place in the morning so that the
sensitivity of sensory skills of g-graders remains. The roasted coffee beans are laid out on
the cupping table. Accompanied by green coffee beans as well to observe their physical
characteristics, roasted coffee beans are grinded and prepared for smelling. In general,
grinded coffee beans have a distinctive smell which cannot be observed after brewing.
Therefore, the analysis in the first stage is based on only aromas. Once the first stage of
smelling of every coffee beans has finished, 90 to 96 degrees hot water are poured over
grinded coffee beans. There will a small amount of time that will let coffee cool down. In
the second stage, another smelling activity occurs to examine the changes of aroma once
coffee is infused with hot water. At this stage, coffee grounds will be floating on the
surface of the cup. The third analysis, which is called breaking the crust, is carried out by
the cupping spoon that is used for pushing coffeegrounds away the surface and smell the
aroma that is coming off of the coffee. Followed by removing the crust from the cup, a
taste analysis is performed in the last stage. The cupper spoon is dipped in the cup to pick
up a sample of freshly brewed coffee and evaluated according to cupping standards.
Cupping is a ritualistic practice and has its own social etiquette. In the last stage, coffee
must be slurped so hard that it must reach out all the sensory parts of the tongue. This is
the part where professional cuppers remind that there is no shame on slurping, which is a

must for tasting and uncovering aromas and flavors.

The evaluation is carried out by the standards of Specialty Coffee Association which

provides a form on which different characteristics of coffee is graded. These are
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fragrance/aroma, acidity, aftertaste, body, flavor, sweetness and balance. Fragrance refers
to the aromatic aspects of dry coffee whereas aroma is the aromatic aspects of coffee
when it is infused with hot water. Acidity is the overall sourness of coffee. After taste is
the duration of flavors and aromas sticking on the tongue after drinking. Body is the
heaviness one feels on the surface of the tongue. Flavor is the taste one gets from coffee.
Sweetness is associated with fruity and chocolate tones which arouse sweet aromas.
Balance refers to the overall evaluation of coffee without prioritizing any criteria. Cuppers
grade coffee beans based on these criteria and provide a final score which locates them in
categories. Coffee beans are classified depending on the number of defects in a particular
amount of coffee beans and the overall rating from cupping. To be classified as specialty
coffee bean, 80 out of 100 overall rating is required with 5 or less defects in 300 grams

(SCAA).
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El Salvader PRODUCER ALTIDUTE VARIETY METHOD
Atace / Divisadere Mauricio 1.300 - 1.600 Bourbon, Caturra, Natural
Salaverria Meters Pacas, Pacamara
That's right! The name of this coffee is Pineapple! First, let's talk about the reason
for that; the taste profile. We recognize pineapple from the beginning until the end,

It has a strong arema of pineapple, mange and milk chocolate. It's a full bodied
coffee with long affertaste. We feel notes of tropical fruits, pineapple and caramel.

Pineapple Located in Ataco / Apaneca at the heart of the mountainous zane known as "the
Mango road of flowers", El Divisadero is a B hectares plot from one of tha oldest farms of El
Salvador: Himalaya. This plat located at 1.600 meters above sea level is mainly
planted with Bourbon, Caturra, Pocos and Pacamara. Divisadero has a great clay

Caramal

ond volcanic soil which produces coffees that are aften rewarded at the Cup of
Excollenca

It is nol a coincidence thal "Mae’ as his friends call him, produces outstanding
coffeas, his family produces coffee for more than a century and he is very
innovative in the coffess processes, very meliculous, and most impartantly, always
amiling. El Divisadero is also characterized by a really strong valorization of
shades, and therefore trees which protects both the coffes plants and the soil

‘We tasted this coffee in o coffee event took place in Eurape and loaved it instantly.
Wa hope you like it teo.

Figure 1 : A Cupping Note

The preparation of cupping notes is the final step in the cupping process. Cuppers provide
aromas and flavors that they acquired from coffee. From green bean suppliers to the
customers, all actors in the coffee market are provided with this information in the form of
cupping notes. However, it is also arguable to what extent cupping notes are generated
through objective evaluation. Cupping notes are not only prepared by several coffee
tasters in a particular space and time but also coffee beans may taste differently because of
the interactions in grinding and brewing at another setting. In addition to these technical
details in coffee consumption, cupping notes may diverge due to personal histories and
culinary encounters. This conflict usually occurs when a coffee bag travels to another
locality with distinctive culinary history. In such cases, cupping notes may be localized in
that it should be made intelligible to the local consumers by introducing new cupping
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notes that carry a touch of local palate. Therefore, cupping notes that are prepared by g-

graders may only serve as reference points to which roaster may want to reach.

1.1.7. Brewing

Once coffee is roasted and packaged, it’s ready to be consumed by coffee enthusiasts.
However, there is a short span of time for perfect coffee experience. While contestable,
freshly roasted coffee beans are rested for three days at a minimum as flavors and aromas
may continue to develop. While coffee beans can stay fresh up to 6 months following
roasting, coffee is at its peak within the first three weeks during which coffee flavors and

aromas remain. After three weeks of time period, coffee beans starts to taste flatter.

Once coffee reaches to the skillful hands of barista, the next practices in this process are
grinding and brewing. Grinding is seen as a practice of no effect by consumers, and yet,
its role in the coffee experience is as substantial as the others. Depending on the brewing
method, the level of grinding may range from extra coarse to extra fine. While particular
levels of grinding are recommended for each brewing method, they are reference points
around which one can experiment. Coffee beans are grinded just before brewing since

they lost all flavor and aroma in fifteen minutes.

Brewing was seen an effortless and uncomplicated practice one or two decades ago when
one can immediately have a cup of coffee at Starbucks or make an instant coffee in a
second. Brewing coffee have mutated into a skillful process which must be meticulously
conducted. The first time that I brew a cup of coffee was when I was attended a workshop
in which participants were lectured about the process from farm to cup. At the end,
baristas have hold a contest in which two volunteers were to brew coffee as a practical
evaluation of what they have learnt in the workshop. I have confidently volunteered to
compete with trusting my prior knowledge. A seemingly simple process have turned out to
be painful and complicated. The barista has kindly commented while I was struggling with
kettle : “Evenbreaking an egg is hard if you have never tried it before”. Even though I won
the contest judged by a blind taste, coffee brewed by me was incomparable to a coffee
brewed by a professional. Brewing process needs to be elaborated on to understand its

complexities.

15



Brewing is basically the process during which grinded coffee beans infused with hot
water. It is usually conducted in a structured way with some standards are provided by
Specialty Coffee Association. Brewing a cup of coffee usually takes three minutes plus a
couple minutes for cooling. In SCA standards, 22 grams of coffee is used with 400
milliliters of hot water at 94 degrees. However, as professionals inform, these are only
recommendations that can be adjusted based on personal palate. Once equipments are
placed on the scale, 50 ml of hot water is poured over by drawing concentric circles
around the middle. At this stage, coffee enters into the blooming stage, the release of gas
that occurs when coffee and hot water meet. This is the moment when every coffee
aficionado examines in admiration. After allowing coffee to bloom for 30 second, the
remaining hot water is slowly poured over for two to three minutes. Extraction stage in
which flavors and aromas are dissolved by hot water occurs in this period. The success of
extraction stage lies on the time of contact between hot water and coffee grounds.
Therefore, hot water should be poured on neither the middle of brewer nor the edges but
poured through circular movements which allows coffee grounds fully absorb hot water.
Once the draining of coffee is finished, it is ready to be serviced. The quality of brewed
coffee largely relies on the mastery of roaster as well as the manual skills of barista and

their ability to harness chemistry.

Figure 2:Brewing Tools : V60-Cafetiere-Chemex—Aeropress—Syphon (from left to right)

However, the recipe for brewing told here is exclusively applicable in one brewing
method which v60. A third wave coffee shop now have myriad brewing equipments and
tools frompaper filters on the shelves to the Belgium siphons lining on the counter, all of
which create an atmosphere similar to a chemistry lab. It is not surprising though to come

up with such an analogy if one delves into the history of brewing equipments. Chemex,
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for instance, was designed by a chemist in the early 20th century. Likewise, v60 was
invented by Hario who brought chemistry and glass products together in 1940s. The entire
catalog of brewing tools and equipments were designed and invented a century ago, all of
which appropriated and appreciated by specialty coffee industry. Most coffee shops today
have these brewing equipment such as v6, chemex, kalita, aeropress, and siphon, all of

which has different brewing techniques with significant taste outcomes.

1.1.8. Seeking Out Coffee Beans

The last phase in the biography of specialty coffee lies in the hands of consumers, who
should appreciate the farmers who meticulously hand-picked coffee beans which has been
roasted and brewed at the skillful hands of roasters and baristas. Such an appreciation only
occurs, however, as long as customers are educated about the farm to cup process. Only
these informed customers can comprehend the labor put into producing a cup of coffee
and acknowledge its value. However, consumers are not passive in this process but active
participants through providing feedback to professional about their roasting and brewing

practices.

Returning the question of home-baristas, these are coffee enthusiasts who are brewing
coffee in small-scale for personal consumption. They acquire brewing tools mentioned
earlier such as scale, thermometer and grinder. Therefore, informed customers not only
obtain technical and practical information from professionals, but devote some time on
practical experience on coffee brewing and experiment with it. Coffee professionals value
consumer feedbacks because home-baristas represent a large segment in coffee market.

However, the consumer practices are not limited with home brewing.

As one of my friends who knew I was working this project come up to me and said, “ I’ve
found an amazing coffee from Barcelona. It’s from Nomad coffee.” Similar to roasters,
seeking out is commonly witnessed practice among coffee aficionados. There are two
forms of seeking out ; online browsing and cafe flaneurship. The former refers to the act
of roaming among global and local online coffee stores, examining different types of
coffee beans offered and their cupping notes. This is usually preferred by home-baristas
who have technical and practical knowledge in coffee brewing and can afford imported
coffee beans.The latter is more locally oriented and economically viable. Resonating with

the image of urban flaneurs accounted by Baudelaire, cafe flaneurship is the act of
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strolling around the city and look for perfectly brewed coffee in the ever-changing
landscape of the city. However, cafe fleneurship is not only motivated with hedonistic
consumption but also being a part of a community created in a coffee shop through
interacting with baristas and proprietors, exchanging information and stories about coffee.
Nevertheless, the element of ‘discovery’ is limited by the offerings of locally prominent
roasters and their taste profile since most coffee shops collaborate with similar roasters.
Therefore, the practice of seeking out of a cafe fleneur usually pertains to the idiosyncrasy
of the brewer whereas online browsers with their global engagement can find out variety

of roasting profiles.

In this section, I have outlined the practices involved in third wave coffee. Coffee is
perceived and presented as a totality as indicated in their slogan seed to cup. Specialty
coffee industry encourages a total quality control mechanism in coffee market in which
every process must be carefully examined and executed, for coffee is a product whose
quality adversely affected even with a minor misconduct in this process. For carrying out
such a flawless operation, every actor involved in this process - from farmers to
consumers- should be informed about the fragility of production quality. Only with such a

dedication and precision, an impeccable end-product emerges.

Coffee Harvesting Processing Coffee Cupping Brewing Seeking

Bean « Hand-Picked o Wet Bean « Q-Graders « Barista Out Coffee
Selection * Machinery- Processing Purchase * Home Barista Beans

Led y Errgcessin * Fair Trade R . o Cafe
8 oasting Flaneurship

* Online
Browsers

* Robusta

o Arabica  Direct Trade

Chart 1 : The Process of Seed to Cup
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1.1.9 Research Questions

The aim of the study is to uncover the process of market formation of third wave coffee
market in Turkey. There is no doubt that the process of market formation is a significant
research area in marketing. Various researches have been conducted on the subject in
themarkets of gambling (Humphreys 2010a), motorcycle (Martin and Schouten 2013) or
cosmetics (Giesler, 2012). They have examined the role of consumers and brand images in
the creation process. While most studies on the subject deals with the process of market
creation in industrialized world, the third wave coffee formation in Turkey is an intriguing
scrutiny since it touches upon the relationship between global and local and the interaction
between them. While the consumption practice is imported from global consumer culture,
it had produced a set of contextual meanings which shaped the market formation. The
third wave coffee is also significant to study because it points out the politics of
consumption by dealing with the reflexive consumers and producers who aim to change
unfair trade relations through alternative marketplace practices (Arnould and Thompson

2015).

The proliferation of third wave coffee have happened so fast that coffeeshops were
opening in every corner of the city. Coffee is an important product for many individuals.
Most of us pick up coffee when we are at work and visit coffee shops for gathering with
friends. However, as indicated in previous section, coffee consumption in third wave
comprise of a set of complex practices which requires time and money. Previous studies
that focused on middle-class consumption patterns in Turkey may be helpful to understand
the acquisition of third wave coffee consumption (Ustiiner and Holt 2009; Kravets and
Sandikg1, 2014). However, this study is significant because it explicatesthe process of
market formation byfocusing on the role of cultural capital in picking up a consumption
practice as well as emphasizing the role of political ideologies at work whose

repercussions make individuals appeal to entrepreneurial activity based on their passions.

The research takes an institutional perspective to examine the practices involved in third
wave coffee consumption. As a change-oriented research, it will answer two broad and
interrelated research questions. First, the institutional logics operating in the field of third
wave coffee will be explored. Second, the modification of the hierarchy among coexisting
institutional logics will be investigated. These two main research questions will be

accompanied by multiple subresearch questions such as the role of new actors emerging in
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the field, the significance of coffee for coffee enthusiasts, and the nature of taste

formation among coffee enthusiasts.

20



CHAPTER 2

LITERATURE REVIEW

In this section, I will provide the relevant literature on which this ethnography was based.

As mentioned on the previous chapter, the subject of this study is third wave coffee
market, the connoisseurial consumption of coffee. While relevant literature may touch
upon the process of identity-formation, the relationship between taste and consumption,
and marketplace meanings and ideologies among other equally significant subjects, this
section only covers change-oriented studies in line with the research question. Drawing
from earlier contributions in market system dynamics, the relevant literature will be dealt

with in the following section.

Arnould and Thompson (2005) have succinctly reviewed a research stream that has
focused on sociocultural aspects of consumption and called it Consumer Culture Theory
(CCT). Within this stream of research, studies have focused on consumer identity
formation ( Holt, 2002 ; Schau and Gilly 2003), subcultures of consumption (Celsi, Rose,
and Leigh 1993; Schouten and McAlexander 1995; Thornton 1996; Kozinets 2001, 2002
), class consumption (Holt 1997, Ustuner and Holt 2009). Utilizing a Geertzian
understanding of culture, CCT researchers endows consumers with agentic and
interpretative power while particular behaviors and actions have more potential to
eventuate with the structuring effects of consumer culture (Askegaard and Kjeldgaard

2002).

Within a subcategory in consumer culture theory and marketing research, market system
dynamics employ a change-oriented perspective to answer the emergence, formation,
development and dissipation of markets and market-related actors through the interactions
of various actors. On the contrary to previous scholarship in marketing, Giesler and
Fischer (2016) called for an augmentation in the types of marketplace actors that
researchers examine in their study, focus on macro-level forces as well as the relationship
between macro and micro-levels, and focus on change and development in market and

marketplace actors. Giesler and Thompson (2016) provide a theoretical framework for
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studies who are concerned with change. Equipped with specific methodological tools to
scrutinize processin marketplace and consumption practices, these researchers present
different characteristics of change and the role of consumers in this processes. Change in
these studies have been conceptualized in three levels ; transformative change occurs in a
coherent and continuous way, topological in which power relations alter among
marketplace actor, and disruptive change pertains to discontinuity and shifting power
relations that culminates in structural change (Giesler and Thompson 2016). Therefore,
this section presents an outline of previous scholarship that have studied change in the

marketplace and consumption practices.

2.1. Studies on Transformative Change

Previous accounts of market formation have examined these process from a firm centric
position. While a few studies which have focused on the role of consumers as active
participants of market creation, such as the formation of parallel taste structure of
stigmatized consumers (Sandik¢t and Ger 2010) or creation of ephemeral marketplace to
avoid market logics in Burning Man (Kozinets 2002). However, market creation in these
narratives are induced by conflictual motives in which institutional market logics are
resisted through alternative modes of exchange (Kozinets 2002), sharing (Giesler 2008)
and forms of ethical consumption groups (Thompson and Coskuner Balli 2007).
Therefore, none of these accounts have explicated the market formation process in which
there is no resistance towards market logics. Martin and Schouten (2014) have filled this
gap in marketing research literature by offering consumption driven market emergence
which has taken consumer and consumption activities in compliance with market logics as
the focal point of market creation. Through employing actor-network theory into market
formation, authors portray a three stage process in which different forms of translations
occur among human and nonhuman actors. The emergence of market is prompted by
consumer innovators who have necessary cultural, social and economic capital. The
process is followed by a community formation which is enabled by different actors
spreading practices and attracting potential consumers. Market formation is finalized by
market catalysts who have stabilizing effects on market relations and their legitimizing
and institutionalizing practices. Therefore, consumption-driven market emergence have
theorized a consumer and community-led formation with no active participation by

industry actors.
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Schau et al. (2009) examines elderly people who are in pursuit of identity project through
consumption driven practices. While physical and cognitive decline is mostly associated
byprevious studies of elderly people, Schau et al. (2009) examines what they called
consumer identity renaissance during which identity-oriented consumption practices
resurge in the wake of a life transition such as retirement. Retirement is perceived as a
cultural field in which retirees enter a life stage where production sphere of life has been
abandoned and replaced by consumption practices motivated by missed opportunities of
the past or newly acquired aspirations. Therefore, elderly people in this narrative strongly
oppose age stereotypes that present older population in corporeal and cognitive decline
through engaging in consumption-oriented identity construction. Consumer agency of
older consumers who have detached themselves from stereotypical understandings,
however, can be hindered by dependence on others to consume. Barnhart and Penaloza
(2009) studies older consumers who are in need of assistance for their consumption
practices.. While ascribing different meanings to their consumption practices to negotiate
old identity, these consumers are in a constant struggle with family members or service
providers who ascribe them old subject positioning. Therefore, consumer agency of older
consumers in identity construction is confined to the extent that ascribed meanings of a

consumption practices align with the subject positioning.

While Barnhart and Penaloza’s (2013) study examines the restrictive effects of marketers
on consumer agency, Cayla and Eckhardt (2008) investigate the role of brand managers in
cultural production of an imagined Asianness. By looking at the activities of institutional
actors, they attempt to understand how consumer perceptions are shaped by the narratives
and branding strategies of marketers. In their account, brands can function as facilitators
of transnational imagined community which can be achieved through subverting the
association of brands with specific localities and attributing a pan-asian identity,
establishing cultural proximity with different locations through narratives of globalization,
and infusing brands with cultural referents that presents Asia as a cultural hybridity as
well as creating a cosmopolitan brand image. Therefore, their study focuses on the role of
marketing managers in constructing brand meanings as well as market formation. West
(2012), also, has investigated the role of marketing managers as well as political
economic ideologies shaping the marketplace on her study of specialty coffee market in
the US. According to West, marketing managers are responsible for the production of
images of primitive producers who are conducting laborious work for insufficient income

and fighting to preserve environment. On the other hand, consumer production enacted
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through dividing consumers along generational lines with distinctive values and
consumption practices. However, specialty coffee consumers have no political and social
intentions when consuming sustainable and fairly traded coffee. West (2012) concludes
that all these actorin the specialty coffee industry have a place in the marketplace due to
neoliberal restructuring which enabled ethical consumption practices and the entry of
small scale producers. In a similar vein, Roseberry (1996) argues that termination of
International coffee agreement which can also be perceived as a ramification of neoliberal
structuring led to market segmentation in which market is imagined along class and

generational lines.

Neoliberal reforms enabled new market formations through privatization and dismantling
the regulatory role of state institutions on the marketplace as well as the formation of new
subjectivities which required more entrepreneurial and managerial orientation towards the
self. Kravets and Sandik¢1 (2014) investigated how taste dynamics of new middle class
was shaped in the wake of neoliberal reforms. Consumption practices are informed by a
managerial outlook towards consumption that not only provides efficiency but also
increase one’s marketability through creating “one’s best self’. While consumption
decision are shaped by the narratives of good life and global influx of products and
images, these consumers aspire to “stand out” through minor adjustments in a prescriptive
model, which allow them to achieve self-expression as well as alignment with imagined
global middle class. Kravets and Sandik¢i (2014) call this mode of consumption as
formulaic creativity defined by “working with a standard set of products and rules to

achieve individualized and competently ordinary outcomes”.

Celsi et al. ‘s (1993) study on skydiving community also investigates the role of macro
level influences on shaping consumption practices. They argue that the mass media
disseminate an infinite behavioral options while it also cultivate and foster dramatic
worldview that is immanent in the enculturation of western society. In addition to the
effects of mass media, technological advancements that make skydiving more secure
activity and specialized social forms that deprive individuals of autonomy created a
context that facilitates high risk consumption practice. However, individual motivations
are significant for engaging in skydiving as well. They argue that most skydivers initially
got involved in the practice through interpersonal influences. Individuals not only create
new identities through their consumption practices but also share transcendental

experiences and language structures that allow bonding among group members. They
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conclude that outcomes of motives are realized to the extent that individuals are
acculturated to risk. Their study, therefore, is valuable in consumer research in that it
deals with macro-level questions that examines structures that shape consumption

practices as well as micro-level questions that address individual motivations.

Bernthal et al.’s (2005) study also investigates the motivations of credit card users while
locating them in the marketplace in which consumers can act creatively within the
boundaries of market offerings. By developing a practice-based approach and utilizing
analytical constructs such as achieving lifestyle and debtor’s prison, they argue that credit
card practices are significant in lifestyle regulation. Drawing from previous studies on the
structuring role of cultural capital on consumption and taste (Bourdieu 1984; Holt 1998),
credit card consumer with varying amounts of cultural capital engage in distinctive
consumption practices. While low cultural capital user utilize credit cards as a protective
force from financial crisis and as an indicator of raw purchasing power, high cultural
capital users utilize credit cards to purchase lifestyle markers and to consolidate their
position in social space. They claim that consumers in debtor’s prison rationalize their
excessive amount of debt rationalize their credit card practices through normalization and
gifting. However, movement between these spaces can be achieved through mechanisms

of self-control and ideologies of entitlement and frugality.

Another stream of research that scrutinize change have studied the role of material culture
and possession in identity projects. Drawing from Kopyroff’s (1996) theory of
singularization, Epp and Price (2010) have examined the cultural biography of a family
table that is associated with family values and identity practices, all of which bestow the
table with object agency in a network of individuals, objects and practices. They argue
that although previous scholarship claims that singularized objects with indexical and
iconic cues are not replaced, the presence of these signs do not eliminate the possibility of
irreplaceability of objects. Nevertheless, object agency can enable displaced objects to be
incorporated to the network by the individual attempts whose success is dependent on the
alignment between family identity practices and subgroup practices and absence of other
objects’ biographies. Therefore, their study expands the theory of singularization by
explicating that object agency in the network is a determinative force in the process of

singularization and displacement.
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Epp and Price’s (2010) study examines the strong attachments between objects and
individuals whereas Bardhi et al. (2012) contemplate loosely constructed object-consumer
relationship in the context of global nomadism. Global nomads who do not attach
themselves to a locality form a distinctive relationship with possessions. Personal
experiences drawn from global nomadism has taught these consumers to detach
themselves from possessions, even from the objects that hold sacred status. Their study
differs from the previous studies focused on the irreplaceability of sacred possession such
as a family table(Epp and Price 2010) or family heirlooms (Price et al. 2000). Bardhi et al.
(2012) claims that the detachment from possession manifests itself in three interrelated
properties. Firstly, The global nomads value objects for their situatedness, “the value
provided by an object but only in the particular cultural context in which it is deployed”.
Secondly, global nomads privileges use-value of an objects rather than its symbolic value.
Lastly, immaterial properties of possessions are valued with their emphasis on flexibility
and mobility. Therefore, Bardhi et al. theorized a model that explicated consumer-object

relations in the conditions of deterritorialization and permanent mobility.

2.2.  Studies on Topological Change

While studies mentioned above conceptualize change in continuity, another stream of
research theorize change as topological (Giesler, 2016). That is, marketplace institutions
and logics are shaped through struggles and conflicts between institutional actors. While
some examine the role of marginalized consumers (Martin et al. 2006, Scaraboto and
Fischer, 2013) and engaged consumers (Dolbec and Fischer, 2015), others explicated

legitimation processes of markets and consumer practices (Humphreys, 2010a).

While previous studies have examined the role of uncontended consumer in market-level
changes (Giesler 2008, Scaraboto and Fischer 2013, Martin and Schouten 2014), Dolbec
and Fischer (2015) investigated how the actions of engaged and contended consumers
shape fashion field and logics operating in the field. They argued that the participation of
engaged consumers, enthusiast with shared interest on fashion who are sharing their
feelings and opinion through blogging, had a profound impact on the fashion industry.
While these new actors such as bloggers and photographers have expanded the number of
institutional works conducted in the field, they have also shared some of these works with
traditional actors. However, as new actors obtained more power in the field, new and

traditional actors have conflicted in terms of legitimacy of the former. Moreover, Dolbec
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and Fischer (2015) claims that the emergence of new actors also shaped the institutional
logics operating in the field. While the logic of art and commerce have prevailed the
fashion industry, engaged consumers also introduced a new institutional logic - logic of
accessibility - as well as reinforcing existing logics. Therefore, their study highlighted the
market level effects of engaged consumers whose indeliberate actions have shaped the

fashion industry.

The role of consumers in changing markets is an extensively studied area in market
research. Although legitimacy of consumer segments in a market varies, consumers have
an active role in forming and shaping markets. Scaraboto and Fischer (2013) have
explored the strategies through which marginalized consumers in fashion industry get
access to more market offerings and the motivations of more market inclusion. They
argued that plus-size woman who lacked legitimacy in the fashion market formed a
collective identity based on their wants and needs, identified with institutional actor who
have supposedly more agency in the field and establish new institutional logics such as
logic of human rights while reinforcing existing institutional logics. Motivated with these
factors, these consumers have publicized their need through blogging, appealed to the
coexisting institutional logics of art and commerce, and formed alliances with institutional
actor who will provide visibility to these marginalized consumers. Scaraboto and Fischer
(2013) conclude that the effects of consumers on market dynamics may vary depending on

the legitimacy of consumer segment and their aspirations.

Sandikc1 and Ger (2010) also demonstrate how practices of a group of marginalized
consumers have generated a significant change in fashion market. They have studied
veiled middle class consumers who had intentionally chosen a stigmatized consumption
practice that is also associated with lower classes. They contend that these consumers
were seeking stability from globally and locally induced anxieties as well as forming an
asexual femininity. With the efforts of these consumers, stigmatized status of the
consumption practice were routinized through personalization and aestheticization of
veiling, which led to formation of a parallel taste structure. Sandikci and Ger assert that
significant changes in the market are enabled by the communal efforts of covered

consumers as well as changing social and political landscape of Turkey.

Thompson and Coskuner Balli’s (2007) research on community supported agriculture

(CSA), on the other hand, examines the role of uncontended and motivated consumers that
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contribute to significant market change. They claim that countervailing market responses
may emerge in the wake of co-optation of counterculture by global capitalism. They study
organic food movement which has been associated with countercultural values and
practices but co-opted by commercial marketplace by stripping off their political and
ideological underpinnings. However, motivated consumers who align with countercultural
values and ideals of organic food movement practice in community supported agriculture.
The ideology of CSA community consist of three distinctive practices ; romanticization
and idealization of preindustrial life, decommodification through bridging production
andconsumption and rejecting commodity logic of marketplace, and collectively forming
an artisan culture that is conceptually antithetical standardized and mechanized
commercial farming. They conclude by claiming that CSA community and their
consumption practices are located in market relationships that promotes global consumer
culture even though consumption community and its practices embrace countercultural

values and symbols.

Two interrelated studies touch upon both subcultural practices and within-group dynamics
in consumption communities. Schouten and McAlexander’s (1995) original work studies
Harley Davidson motorcycle community. They demonstrated that Harley Davidson
community has an informal in group hierarchy based on knowledge and experience. The
male-dominated community has formed around a set of values such as personal freedom,
patriotism and machismo. While motorcycle community consists of several subgroups
with different identities, a stereotypical Harley Davidson rider has an image of an outlaw
which has been expropriated by the Harley Davidson Company. A decade later, Martin et
al. (2006) reexamines the hyper-masculine subculture of Harley Davidson motorcycle
owners through the lens of feminist theory. Their inquiry has pertained to the motivations
of female riders engaging in a male-dominated subculture. Previously dominated by white
male individuals, the demographics of consumption community has changed since the
original study conducted and become more inclusive towards female and ethnic
minorities. They claim that while diminishing, the outlaw image associated with
hegemonic masculinity prevails in the subculture, which limits women’s upward mobility
in the in-group hierarchy. The formation of sisterhoods have made places for female riders
in a male dominated community. The meaning of personal freedom on which the
subculture was built upon was subverted by female riders as well. Personal freedom
denotes freedom over their bodies and sexuality for female riders. Moreover, Martin et al.

(2006) argue that initially attracted by hyper-masculine practices of biker community,
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female riders resist and co-opt these practices while they can redefine their femininity.
While the original study examined a subculture formed around a brand and a set of values
and practices, its reexamination investigated the in-group dynamics as power relations in

the community has shifted.

These studies demonstrated that brand and product meanings are generated by the
collective efforts of their consumers. The role of marketing managers in the formation of
brand image for Harley Davidson bikes are limited with the infusion of outlaw culture into
brand community since consumers have formed a community around the product with
varying values and meanings that transcend the proposed significations. While brands
managers’ authority in branding is limited by agency of consumers, they may also face
withdoppelganger brand images (Thomspon et al. 2006) , derogatory narratives and
images about the original brand image created by other stakeholders. They argued that
while practices of emotional branding may establish lasting relationship with consumers,
it can also lead to generation of doppelganger brand images. Being a cultural
phenomenon, Starbucks has faced with images that undermine brand’s authenticity
through demonstrating the contradictions in the story that the original brand image
embedded in. They contend that anti-brand consumers favor local coffee shop alternatives
over standardized and calculated business model of Starbucks since these alternatives
enables a cosmopolitan consumption practices based on anti-capitalism and passion for
new experiences, and an affectionate relationship with an artisan owner who shapes
coffee shop through his/her values as well as cultivate the palette of consumers with
his/her crafting skills. While Thompson et al. (2006) has claim that doppelganger brand
images has managerial implications to ameliorate the vulnerabilities in their original brand
image, Giesler examines the effects of doppelganger brand images in the early stage of
market creation. The theoretical framework offered by Giesler defines market creation as
“a progressive sequence of brand image contestations among opposing groups of
stakeholders through which their divergent interests are aligned and concrete exchange
structures between producers and consumers are established.” (Giesler, 2012) Botox
cosmetics that generated brand images which position product as performative and
corporeal enhancer faced with doppelganger brand images that emphasize deadly and
addictive aspect of the product. Giesler asserts that a new brand image should be
generated, enacted and circulated to rejuvenate the brand image with the assistance of

alliances formed with actors that share contesting images and narratives.
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Similar to Giesler’s (2012) work who studied competing logics in the marketplace, a
group of studies examined the process of market change through modifications in the
institutional logics affected by exogenous factors as well as marketplace dynamics. For
instance, Ertimur and Coskuner Balli (2015) investigate U.S yoga market which manifests
the coexistence of logics of spirituality, fitness and medical. They claimed that the role of
logic of spirituality has de-escalated gradually whereas the logics of fitness and medical
have gained prominence. They tracked down factors that have contributed to these shift in
the institutional logics and concluded that acquisition of different forms of cultural capital
by market actors, varying degrees of cultural-normative legitimacy of institutional logics,
emergence of businesses that combine multiple logics with distinctive motivations, and
clashes between institutional logics have caused the generation of asymmetry between
institutional logics. Greenwood and Suddaby (2006) explore the institutional changes
inauditing sector which had a transition from single profession services to
multidisciplinary. Contrary to the higher degree of embeddedness of elite actors in the
organizational field, a new organizational form has been introduced to the field. Various
reasons were provided to clarify organizational change : (1) economic motivations of
actors to increase growth and profit, (2) interaction between different organizational fields
which have demanded a multifaceted consultancy services, (3) regulatory structures that
cannot satisfy the demands of expanding businesses, and (4) hegemony of audit firms over
resources that unable legal structures to respond. While these two studies examined the
changes in the institutional logic through interactions between different marketplace
actors, Sine and David (2003) demonstrate how exogenous factors affect existing market
logics. Their analysis covers U.S electric industry which has a monopolistic organizational
structure that contradicts with the logic of free enterprise but legitimized through the
actions of various actors. The taken-for-grantedness and inefficiency of industry structure
remain unquestioned until environmental factor influenced operations of the industry.
Sine and David (2003) claimed that environmental factors that affect organizational field
bring scrutiny and criticism towards existing industry structure and practices. These search
processes culminate in, with the inclusion of hitherto peripheral actors and alternatives,

changes in the institutional logics.
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2.3.  Studies on Disruptive Change

Although classical scholars have argued that the role of religion in regulating daily life of
individuals will diminish with modernization process (Weber 1904), transgressive
practices that undermine the authority of religion as well as other structures can be located
in previous periods. In their seminal examination of coffee houses in Ottoman era,
Karababa and Ger (2011) demonstrated that consumer subjects with self-defined moral
codes have formed an alliance with marketers such as coffee house owners and have
engaged in transgressive consumption practices that thwart state and religious authorities.
The coffechouse practices of consumers are organized around four different discourses ;
pleasure, Orthodox Islam, Sufi Islam, and health. While Orthodox Islam discourse
restricts individuals from engaging in excessive pleasure seeking such as coffee
consumption, consumer subjects have drawn from other available discourses Islam to
legitimize their consumption practices. The market creation process not only occurred
between the interplay of consumers and market actors, it also encompasses the state and
the religious actors. Therefore, they demonstrated the political and moral aspects of
market creation process as well as sociocultural. Contrary to arguments of classical
scholars, postmodernists assert that religion will as individuals suffer from alienation.
Izberk-Bilgin (2012) provides an examination of how religious ideology shapes
consumption practices. She coins the term consumer jihad, the practices of consumer
resistance toward global brands that are perceived as a threat to Islamic values. For these
Islamist consumers, global brands that are symbols of consumer culture precipitate social
problems by encouraging envy and social rivalry among individuals and aim to subjugate
Islamic faith through financially supporting wars on Middle East. She claims that these
consumers intended to morally shape marketplace and hinder social fragmentation as well
as protecting Islamic lifestyle from corrupting effects of Western ideologies and consumer
culture. Therefore, Islamic consumers brand attitudes are shaped by perspectives drawn
from religious ideology, consumer culture and myths. While consumption practices are
shaped by religious ideologies in Islamist consumers, the role of religious institutions may
loses its power to regulate individual’s identity. McAlexander et al. (2014) investigates the
experiences and Post-Mormon identity construction processes of individuals who are
disaffected with Mormon ideology. They claim that the authority of religious institutions
on their adherents has shaken in the wake of marketization and detraditionalization of
these institutions. Socialized through norms and values of religious institutions,

individuals are bestowed with particular field-specific capital. When these individuals
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break free from the binding principles of religious institutions, a new identity is forged
through the acquisition of consumption practices that were once restricted by religious
institutions and through establishing social and cultural capital in other fields. Contrary to
the previous scholarship that proposed the dominance of ideology over consumption
practices, Mcalexander et al (2014) emphasized the co-constitutive aspect of consumption

and ideology.

Wong and King (2008) investigate women with breast cancer and their treatment decision
processes. Despite the availability of softer treatment methods, women with breast cancer
engage in more severe form of treatment with similar chance of survival. They claim that
while having an active role in the process of construction of risk, these women are
culturally informed by different illness narratives with distinctive emotional approaches
towards illness. Coherent with Anglo Western societies, their risk understandings are
shaped by restitution stories that emphasize personal agency and control. Restitution
stories promote early detection, mastectomy, and reconstruction through articulating that
individuals have the authority to exercise power over their bodies and illness can be
overcome only through aggressive treatments. They contend that the risk understandings
of these consumers are influence by restitution narratives in the presence of scientific
report incompatible with these narratives. While consumer agency is enacted through
selecting a particular form of illness narrative in the construction of risk understanding,
Humphreys and Thompson (2014) examine the institutional structures that shape the risk
understandings of consumers. Through utilizing mythical narratives which have
“naturalizing power”, they argue that containment of the systemic risks in the expert
systems are achieved through disaster myths. After examining the media representation of
oil spills, Humphreys and Thompson (2014) assert that disaster myths present the
accidents as exceptions in the system that ideally functions perfectly. While disaster myths
provide an escape from institutional accountability by implying the role of individual error
in the network, The following stages in the narratives focus on the punishment of
responsible actors in the network rather than scrutinizing the system as a whole and
recovering the damage caused by the accident. Therefore, disaster myths that are
disseminated through media coverage work for shaping the risk understandings of

consumers as well as redressing loss of trust engendered by systemic risks.

While previous accounts of market formation mentioned in this section have delineated

consumers as active participant in the process, another theoretical approach to the subject
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is to examine it as “a political and social process”. Humphreys (2010a) argues that market
formation in the gambling industry has occurred through the efforts of managers who have
coordinated various stakeholders in the industry. Drawing from the institutional theory,
they contend that the practice of gambling should be legitimized on the regulatory,
normative and cultural cognitive levels. While gambling was previously associated with
frames of crime and regulation that aim to generate consumer trust, business frame that
represents casinos as equal with other legitimate organizations and social issues frame that
focus on more local issues created by gambling have gained more popularity in the media
coverage. She argues that marketers and executives have legitimized casino gambling
through embellishing and emphasizing positive aspects of the practice and extending it to
hospitality and entertainment category. Therefore, the market creation in gambling
industry is a process that has been shaped by regulatory structure as well as changing
public perception . In another study on gambling industry, Humphreys (2010b) examines
how stigmatized practices are legitimized through shaping meaning structures. She
demonstrates that casino and practices of gambling are associated with two
complementary cultural binaries ; purity/filth and wealth/poverty. The media coverages on
gambling convey particular meanings through utilizing these semantic concepts. While
gambling was initially associated with crime, prostitution, and poverty, later media
coverages provide an optimistic portrayal of casino gambling that includes narratives of
disillusionment and renewal. She argues that cultural legitimacy is achieved through
associating gambling with “coolness” while normative legitimacy is managed with
corporate taxation and decreasingcrime rates. She extend the three types of legitimacy
mentioned earlier by introducing territorial legitimacy, that is, the physical presence of an
organization. Therefore, the process of legitimation of a stigmatized practice is enabled
through structural changes as well as discursive shifts facilitated by media that shaped

meaning structures.

Overall, the literature on marketplace change deals with consumer identity construction,
market formation, class consumption, subject-object relations and value creation. These
studies locate consumers with agency as well as individuals whose subjectivities are
shaped through institutions. While the role of consumers as both subject and object of
change varies in these studies, the nature of change is also uncertain. While individuals
whose consumption practices were religiously informed may abandon their religion and

cause disruptive changes in the marketplace (McAlexander et al. 2014), consumer
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perceptions and practices can be transformed by neoliberal reforms (Kravets and Sandikei,

2014) and the efforts of marketers (Cayla and Eckhardt, 2008).
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CHAPTER 3

METHODOLOGY

In this chapter, I will explain the methodological approach that I utilized to understand the
practices and logics present in the third wave coffee field. I have adopted a qualitative
research technique and design to be able to answer my research questions. To this end, |
have conducted ethnography and semi - structured interviews with people involved in
third wave coffee industry. First I provide an overview of study. Then, I will move on to

the ethnographic parts. It will be followed by data collection and sampling processes.

Selecting third wave coffee as the subject of study has multiple reasons. Firstly, as an
outsider who has never interested coffee consumption, I was interested in food in general.
It was a significant part of my life that my limited tv consumption only consists of
cooking programs. I love to eat, cook, experiment with it. Also, throughout my
undergraduate years, I’ve been to different countries with particular reasons and this
enabled me to taste local cuisines and to understand the relationship between culture and
food. Therefore, food as a personal interest and as a subject that touches upon politics,
culture, environment is a intriguing field of study. Secondly, I have a particular reason to
pick coffee among all alternatives in the study of food. I was taking a course from one of
the faculties that focused on cross-cultural consumption practices. In one of the classes,
we were shown a documentary called Black Gold (2006) that traces down a union
manager who visits different coffee companies in the world to get a better price for his
coffee. I still remember the scene where a farmer was taking down all his crops because
he’s not making any money out of it. The documentary has ended with a note on screen,
saying “Managers of Starbucks and Nestle have refused to be interviewed”. I was freezed
for a moment and tried to fight back tears. That was the moment when I decided to make
my research on third wave coffee. Therefore, food was a subject that I personally

interested in and politically committed to.
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3.1. Data Collection

The food is , as Appadurai (1981) says,“a highly condensed social fact “ and “a
marvelously plastic kind of collective representation”. While consuming food necessitates
particular forms of practices and material details, food itself has social messages along
with these practices and materialities. Although we can appreciate the practical and
material details of food itself, one needs to explore the social conditions in which food is
produced and consumed (Johnston and Bauman, 2015). Therefore, this study is aims to
investigate and unpack the institutional logics in the field of third wave coffee and how
these institutional logics interact and shape each other. Ethnographic research is conducted
to understand the dynamics of third wave coffee as well as the practices and ideologies

involved pertaining to being a coffee aficionado and coffee shop owner.

I have started my research in October 2017 at a Coffee festival organized by a large event
company. It was a 4-day festival in which coffee shop owners and roasters from all around
Turkey came to Ankara to introduce their coffee beans, advertise their coffeeshop and
make it to new people who have no idea or deep interest about coffee. It was not a festival

that emphasized the quality of coffee per se as we understood in third wave coffee culture.

However, most of the participants consisted of second wave coffee companies like
Starbucks, Tchibo.
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Figure 3 : A Scene from Ankara Coffee Festival
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I took my ticket for Saturday as I was expecting that it would be the most crowded day
and I can reach to as many people as I can since it could represent the general consumer
profile. It bought my ticket a month in advance since one of my friends who attended
previous year told me that there was a large crowd. It cost me 40 TL for a one day pass,
which was not a bad deal for a weekend activity. The festival took place in an upper
middle class neighborhood called Bilkent. The grounds of a shopping mall was chosen for
the festival where people can reach to fancy restaurants and stores. When I got there, I
have encountered one of the most surprising scenes in my life ; hundreds of people were
waiting in line to get into the festival area. It just seemed so bizarre to me that so many
people were waiting for drinking coffee because I have never been a coffee person.
Nevertheless, as I have spent a considerable time waiting in line, I have started casual
conversations with people around me. When I finally got into the festival area, I have
strived to experience, make connections, dig for information, experiment with coffee as
much as I can. However, the festival conflated forms of consumption practices around
coffee. Having lied and relaxed on a large and smooth cushions, people were watching a
jazz concert while taking a sip from their coffee. Handmade woodworks and jewelry
booths scattered around coffee booths. In the meantime, coffee experts were having
workshops on brewing methods, history of coffee, and latte art. In addition to that,
ambassador of Venezuela have come to the festival to make a presentation about
Venezuelan coffee beans, fair and direct trade coffee and the significance of coffee trade

for Venezuelan national economy.

This festival was a pilot research before starting my extended field work which would take
place on December 2017. However, it helped me to connect with consumers, make
connections among specialty coffee industry and understand the internal dynamics of
coffee consumption. At that time, I was planning to conduct my research for this thesis
about the consumption practice of coffee aficionados in terms of class taste through a
Bourdieusian analysis. However, as I delved into the subject, I switched my focus to the

institutional logics in third wave coffee culture.

3.1.1 Entering into Coffee Scene

The first step in my fieldwork was to understand how coffee was consumed in third wave
coffeeshops. To understand the dynamics of a community, one needs to examine their

practices. Therefore, I needed to participate coffee-related activities as much as possible to
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familiarize with their practices. However, gaining entry to a field which is not familiar
forthe researcher can be difficult. Schatzmann and Strauss (1973) suggest researches to
have strategies to operate in the particular field and make an assessment on the number of
people they are familiar with and how many people needed to complete their study. While
I had tested my strategies on coffee festival, I had no one in the setting that I know of.
Berg (2001) mentions the significance of gatekeepers, individuals that help researcher to
gain access, for research that help them to examine individuals and the setting. My first
gatekeeper was a classmate who heard my research topic and suggested to arrange a
meeting with one of her friends who own a coffeeshop in Istanbul. The coffee tour that |
mentioned in the first chapter with Bugra and Seyda was through the efforts of my
gatekeeper. The second was Bugra himself who introduced me coffeeshop owners and
baristas during coffee tour and later on when I called him when I visited Istanbul to make

interview with roasters.

Before starting my research, I was not a coffee drinker myself. My parents usually drink
Turkish coffee after dinner and I am familiar with the practice of fortune telling sessions
from my grandmothers and mother. I do get look askances quite often when I am offered
Turkish coffee and I politely reject them by mentioning that I don’t fancy Turkish coffee.
All my sympathy with coffee as a soft drink was through white chocolate mocha or latte
that I got from Starbucks, which consist of mostly milk and syrups rather than coffee.
While I was about to start my research, I was questioning my distaste for coffee and
reached to the conclusion that something I consume for pleasure should not be that bitter.
It was this very moment in my journey with Bugra and Seyda that I have mentioned in the
first part of the thesis that enlightened me how coffee could taste differently. Therefore, I

have started to visit coffeeshops regularly.

One has to know the language, concepts, practices and rules of the group if one is going to
write an ethnography about them (Van Maanen, 2011). Therefore, I paid my first visit to a
coffeeshop in Tunali where a group of third wave coffee shops clustered and I stepped in
one of them to try out. It was hard to get rid of old habits and I ordered a cortado which is
an equally mixed milk and espresso. While I was drinking my coffee and looking over the
interior design, a middle aged man with a suit on and young lady came in and asked for
help from the barista. I pulled out a book from backpack. However, I was about to lose my
interest in the book as I was overhearing their conversation. The man and woman were

planning to open up a coffeeshop and the barista were mentoring them on the finances,
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equipment and location. After they left, | made my official entrance to the field and had a

conversation with the barista on coffee, third wave, equipments, and coffee shops.

After that point, I regularly visited coffeeshops and had casual conversations with coffee
shop owners, enthusiast and baristas. This can get economically burdensome since having
drinking a couple coffee every day in a month could cost you around a minimum wage.
Moreover, coffee shops organize workshops on different subject from brewery to cupping
to educate people on different forms of practice on coffee consumption. While content of
workshops depend on the subject, almost all start with a brief history of coffee where we
can have a moment of national pride with a commodity that spread around the world
through Ottoman Empire. These workshops helped me to understand, experience and
grasp different practices that are necessary to master coffee drinking. They have also
helped me to have casual conversations with the consumers on how they become

interested in coffee, and which coffee beans and coffeeshops they like.

The first phase of the data collection was conducted between December 2017 and
February 2018 in the coffee shops in Ankara. In this phase, cultivation of particular
knowledge on coffee consumption was significant for me as [ was going to get into more
interaction with people. Therefore, I have talked to baristas about coffee beans, types,
espresso machines and manual brewery techniques. The second phase of data collection
was conducted between March 2018 and June 2018. In this phase, I have started to attend
workshops on home brewing and cupping. These workshop were mostly consist of 5-15
people. During workshops I had casual conversations with baristas and owners as well as
consumers. It is important to note that attendees of every workshop I have participated had
similar profile with 18-30 aged urban youth, college student or white collar.

The workshops had multiple benefits for me. First of all, I had the possibility to locate
individuals for future interviews. As a consumer and coffee enthusiast who participates
workshops, baristas and coffee shop owners were easy to approach. Moreover, since we
had met earlier and casual conversation, it both helped me to build relationship and secure
an interview. The casual conversations that I have during first and second phase of my
data collection is significant in that as Hammersley and Atkinson (1995) also posits that
the relationship between researcher and informant can be facilitated through having

conversations since interviews can be more formal.
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Moreover, as a new coffee enthusiast, | have gone through the same process, in the first
phase of my data collection, of acquiring a taste that my informants had. Therefore,
participant observation enable me as a researcher to be involved similar experiences that

informants had. (Bernard, 1995)

During data collection phases, I was accompanied by a Nikon digital camera and an
Iphone that helped me to take photographs of coffee shops, which will be mentioned later
on, and helped me to build rapport with informants. I have shared the photos I have taken
during the coffee festival with the organizers. In addition to that, home brewing
workshops are full of new experiences for people who were taking their first step in coffee
scene. Therefore, they were posting their brewing skills on Instagram. It was another

chance for me to initiate and build connection.

During these two phases of ethnographic inquiry, I have attended three coffee festivals,
one day for each and stayed for 12 hours in total. I have made participant observation and
casual conversations with coffee enthusiast, baristas, roasters and coffee shop owners. In
addition to coffee festivals, I’ve participated 6 workshops on third wave coffee, 5 home
brewing and 1 cupping. Third wave coffee workshops provided mostly theoretical
explanations on roasting, brewing, cupping and involve some industry details like
information on the Specialty Coffee Association®. Home brewing workshops are more
practical in that participants are thought basic brewing methods like v60 and chemex
while historical and theoretical materials are shared. Occasionally, instructor held a
brewery contest among participants on who will make the best coffee and it is decided
through blind tasting. I happened to win a contest as the best barista in one of the
workshops. In cupping workshops, lastly, a protocol that has been applied by coffee
professionals to determine cupping notes executed in an amateurish way. I also had small
chats with baristas in coffee shops during I was looking for help in coffee bean selection.
The advantage of having a research on coffee is that coffee enthusiast were never tired of
talking about coffee. I have noticed that not only with me but they were ambitious about
talking with everyone who shown a slightest interest in coffee about giving more details

about beans and brewing. The passage demonstrates their motivation ;

*Specialty Coffee Association is a non-profit organization and the representative of coffee
professionals. For further information visit sca.coffee
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We are trying to impose coffee drinking because we love what we do. We tell
them about coffee, whether they want or not. If they don’t, we ask them to watch
while we are brewing. And start telling, in the meantime, that this coffee has
orange aroma, the other has strawberry. I think customers enjoy this type of
communication. Who doesn’t? There is someone in the store that tells you
everything about the product even if you don’t ask for it. I think that’s why coffee
shop business is growing, we forged a great and sincere relationship with
customers. (Atilla)

In addition to primary data acquired through participant observation and interviews, I have
also conducted nethnography (Kozinets, 2009). For this purpose, I have been
regularlychecking Perfect Daily Grind, an online magazine on coffee, to follow global
trends, and Coffee Digital which is also an online magazine but based on local subjects.
Moreover, I am a member of Kahveler.net which is an online discussion forum where one
can find coffee bean suggestions, brewing methods and coffee shop reviews. It’s also a
virtual space where customers and professional come together and evaluate their roasted
coffee beans. Lastly, I have been following coffee shops in Ankara and Istanbul and
significant figures in third wave coffee market on Instagram. The social media, especially
Instagram, is a significant marketing tool for coffee. Therefore, it was one of the richest

secondary data sources.

3.1.2 Field Notes

During participant observation, I consistently find myself slipping off to somewhere quiet
to take notes about my observation. These notes varied from jotted notes to logs (Bernard,
2005). While I have witnessed lots of people who were taking notes with for future use,
some people gave me inquisitive looks which made me feel awkward. Jotted notes were
organized later to be used as field notes. They have helped me to recall other information
that were not written down in detail during participant observation. I usually took notes
during workshops about the practical and technical details of coffee consumption and
brewing. While some of these information can be found online, it was useful since every

barista and coffee shop owner brought their perspective in specific subjects.
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Figure 4 : Field Notes

I have prepared a field guide before starting my participant observation. The field guide I
prepared for coffee festival consisted of date and place the festival occurred, the spatial
dimensions like the machinery coffee shops used, food offerings, given concerts and
music played in the festival area, consumer profiles, and other events that took place in the
festival. The other field guide I prepared was for workshops. It contained similar
information but also the interior design of coffeeshops, the interaction between baristas
and consumers and baristas and coffee shop owners were added to field guide. I have took

my notes considering the details in the field guides.

A smart phone and a notebook assisted me during my participant observation. Both were
useful for note taking but my smart phone’s built in camera brought me the advantage of
recording during coffee brewing. It would be hard to watch and write all the details.
Moreover, it was quite common in a coffee workshop to take videos and post it as an
Instagram story. Therefore, almost half of the class were taking videos during brewing
sessions, which would be used as a material to share on social media and to remember

how to prepare coffee at home.

The workshops also had theoretical parts as I have mentioned before. They were rather
easy for notetaking since most of it were text book material regarding the history of
coffee, first and second wave coffee and manual brewery methods. However, in the

practical parts that I could not record, it was hard to take note since I was learning brewing
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with different method and had to keep alert about the questions of other participants and
their interaction with baristas. Therefore, while some are full descriptions of the events,
some notes were undetailed but kept my memory awake. These notes were later collected
in a Google Drive document in which everything is organized according to date and place

and rewritten in a proper format to be used as field notes.

3.2. Sampling

During my time, I had met with a quite number of people from Ankara coffee scene. |
knew lots of baristas and coffee enthusiasts. However, sometimes it was hard to reach
coffeeshop owners. Most of them were quite busy with working as a counselor for people
who were considering starting their own coffeeshop or with providing SCA certified
brewing and roasting classes. Therefore, I have started to decide on with whom to

interview among baristas.

McCracken (1988) says the difference between qualitative and quantitative study is that
the former does not have a claim on generalization, and therefore, can work with “less is
more” strategy to detect cultural categories. | have picked a couple coffeeshops that I had
visitedregularly during my participant observation and that has been in the industry for a
while. The workshops helped me to make connection and decide on baristas to be

interviewed later on.

Except the ones I met during participant observation, I have directly contacted with
interviewees by showing up at their coffee shop and introducing myself. I have told them
that I was doing a thesis project on Third wave coffee and asked them if they were
interested in participating. Moreover, | have called a couple industry leaders for an
interview but rejected or not responded. The rest accepted to be interviewed. I have
noticed that they were already been a part of other projects on coffee. Therefore, it was a
familiar request for them. We have usually agreed on a later date to conduct the interview.
However, I sometimes had difficulties on arranging date and time since some of the
roasters and trainers were mostly out of town. I have waited for an individual that I have
met in a workshop for three months. But I did not want to be pushy and cause distress.
After a while, he called me when he is available.

Although coffee shops were located in Ankara, I have made a weekend trip to Istanbul and

interviewed with major coffee roasters. The coffee scene in Istanbul is much more vibrant
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and productive than Ankara’s. They were in coffee business for a long time and most
coffee shops in Ankara were purchasing their roasted coffee from them and trained by

them.

Moreover, the roles in the coffee industry can be flexible meaning that someone who was
trained as a barista can open up a coffee shop and get a certificate on roasting and become
a trainer in the end. Most of the people I have interviewed with, therefore, had multiple
roles in the industry. While it was fruitful for me to reach people loaded with information,

it was troublesome to categorize them in the sampling process.

I have used a couple sampling methods in order to organize my interviews. One of the
sampling strategy used in this research was purposive sampling. Purposive sampling is a
sampling method in which the researchers add individuals to interview by using their
knowledge (Berg, 2001). Before staring on my participant observation, I conducted a
small research on the individuals involved in third wave coffee market in Turkey.
Moreover, my trip with Bugra and the first coffee festival I attended help me to decide on
people I want to interview. Purposive sampling have generalizability disadvantage in a
research. However, since this research has no such aim, there is no problem in utilizing

purposive sampling strategy.

In addition to purposive sampling, snowball sampling was adopted to reach out new
informants. Snowball sampling occurs when a subject recommend a potential individual
forthe study (Neuman, 2014). The informants I got through snowball sampling was often
based on the informants from purposive sampling. After the workshops or interviews, |
asked them if they had anybody to recommend who would like to participate in the
research. Generally, they provide me with names which I paid a phone call afterwards.
Contacting with someone who you never knew was much easier than I expected. For
example, after an interview, an informant delivered me a ex-colleague of his, which I
called immediately. And he responded in such a amiable manner that he invited me in his

house in the same day for the interview.

The last sampling method I used was opportunity sampling that was decided on the spot
decision to interview (Denzin and Lincoln, 2000) which spontaneously occurs. As I was
rambling around Bahgelievler where a myriad of coffeeshops were kept opening, I was

looking for stores if | missed anything. There I saw a small coffee shop that was also used
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as a workshop for roasting. I stepped in right away and started to talk with the owner,
Okan. He told me that they will be having a cupping next week with his friend Yunus and
invited me to their coffee shop. Then I mentioned him that [ was doing a research on Third
wave coffee and asked him if he was interested in having an interview about coffee.

Luckily, he had a free time and agreed to be interviewed.

The three technique of sampling, purposive, snowball, and opportunity, provided me with
people who portrayed the multiple aspects of Third wave coffee scene. Especially,
snowball sampling enabled me to reach people that I could not reach on my own.
Therefore, I have conducted interviews with wide array of coffee enthusiasts, from micro
roasters that only roast coffee for their shops to people who has been internationally
acknowledged coffee gurus. Opportunity sampling brought some economic and time-wise
advantages while providing rich amount of data. The sample, in the end, consisted of
people with diverse backgrounds and different roles in the coffee market that provide
distinctive insights and information. However, as I mentioned before, this study does not
aim to make a generalization. As in qualitative researches, my aim was to extract different
logics existent in Third wave coffee market, informants’ experiences with coffee
consumption, not to identify how many people utilize these logics. Therefore, these three
sampling methods utilized in the research provided me with the best sample profile to

fulfil the purpose of the study.

3.3.  In-depth Interviews

Qualitative research has benefited from the notion of reflexivity proposed by Bourdieu.
Both interviewer and interviewees are provided with an opportunity to consider
theiractions (Hamel, 1998). The informants were asked to be reflexive in the interview
sessions to fully express their understanding third wave coffee and coffee consumption

patterns.

The third phase of the research took place between June 2018 and July 2018. During this
stage, | have conducted 15 interviews with coffee professionals. I have made the contacts
personally and exchanged numbers or e-mail. Later on, We have arranged time and place.
All interviews are conducted in the informant’s coffee house or roastery. These interviews
lasted almost one and a half hour for each. The interviews were conducted in semi-

structured nature. | had a interview guide consisting 10 questions to be asked. However, as
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the interview proceeds, informants felt more relaxed and had more chance to express
themselves as fully as possible. They often turned on to another subject that was not asked
and yet become worthwhile. For instance, I don’t request from informants their favorite
coffee shops, their opinion about the owners and their coffee shops, and yet, as they
afforded me with this, I have noticed that they were enriching and elaborating their

previous answers.

Interviews were enriching experiences for me in that not only that I have met many
interesting people, but also I was amazed their relationship with coffee and their
perspectives. I was nervous when I first starting interviewing with people since this was
the first time for me but they were so welcoming and sincere that my tension was lost after
a couple interviews. Some informants were also interested in with the project and asked
me send the thesis once it is finished. They have also told me to keep in touch and shared
their number if I need any help in future. Almost all interviews ended with a question by

them, asking me “what do you think now ? will you get into coffee business?”.

I have also faced some challenges during these interviews. Even though informants were
considerably eager to talk about coffee and give me more information, they often departed
from the subject. I usually found myself smoothly rerouting the conversation as it went to
unrelated directions. Moreover, since most informants knew each other personally, they
sometimes hesitated to mentioned other people in the industry. In a couple interviews,
there were bad remarks about other informants who have conflicting perspectives about
the nature of the industry. Some informants have lowered their voices or joked by saying
“I’m telling you this off the record” However, they were relaxed when I told them that I

wouldn’t use their actual name. These concerns were overcome with using pseudonyms.

The interview guide that was employed in the interviews were based on three main
subtopics. While every interview started with a grand tour question (McCracken, 1988) on
some auto biographical details and views on coffee consumption, it later proceed
toresearch questions regarding the informant’s coffee house, third wave coffee, and the
technical details of coffee consumption and production. They were all open-ended
question that generates more in depth responses and gave room for elaboration. As a
researcher, I had to probe informants to provide details and exemplifications when

necessary.
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I was aware that my presence as a researcher can undeliberately create symbolic violence
on the informants since power asymmetry exists between researcher and informant.
Familiarity with the informant can be one of the conditions to reach an ideal limit for the
interview in order to conduct a nonviolent communication (Bourdieu, 1996). Snowball
sampling assisted me in this respect as I have directed to the informant by someone they
already knew. Moreover, in the initial phases of participant observation where I built
rapport with baristas and coffee shop owners, close ties with the informants helped me to

overcome researcher and informant asymmetry.

3.3.1. Sample Profile

Research sample consisted of 15 people, two of which are baristas, six of the which are
roasters and the rest are coffee shop owners. Some of them coffee shop owners are also
micro roaster, meaning that they purchase green beans from importers and roast to cover
the needs of their own coffee shop. While most roasters and coffee shop owners have a
middle class background with high-paying occupations and attendance to elite universities
in Turkey, barista are from lower classes with high school education and working class

families.
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Table 1 : Informants Demographics

Informants | Father’s Education | Occupation/Prev. Occupation Gender
Occupation
Firat State Officer | B.S. Roaster / Naval Engineer Male
IThan State Officer | B.A. Roaster / Interpreter Male
Okan Sales Man. High Sch. | Roaster / Male
Volkan State Officer | B.A. (ou) | Roaster/IT Male
Yunus Plumber High Sch. | Barista / Waiter Male
Berkay - High Sch. | Coffee Shop Own. / Salesman Male
Atilla - B.A. Coffee Shop Own. / Marketing Male
Sarper Laborer High Sch. | Barista / Waiter Male
Caner State Officer | B.A. Coffee Shop Own. / Sales Man. Male
Deniz Financial B.S. Coffee Shop Own. / Food Eng. Female
Advisor
Onur Military M.A. Coffee Shop Own./ Advisory Male
Doctor (Phd
Drop)
Ceyda Importer M.A. Roaster / Importer - Exporter Female
Seving State Officer | B.A. Roaster / Public Relations Female
Mustafa - M.A. Coffee Shop Own. / - Male
Fatih - B.A. Roaster / - Male

One of the informants located in Izmir but regularly visited Ankara for training purposes.
Four of the informants located in Istanbul, which I paid a flying visit, and they have
provided roasted coffee beans and training to coffee shop owners and roasters in Ankara.
The rest of the informants were located in Ankara. Informants were consisted of 12 male
and 3 female. While the sample may seem biased in terms of gender, the nature of third
wave coffee market in Turkey substantially male dominated. In addition, the ages of the

respondents varied in between 24 to 42. Most of the respondents were college graduates

have worked in a high level position with high salaries.

48




3.4.  Data Analysis

During the ethnographic part of the study, fields notes were taken in every attendance to
coffee related activities such as workshops and festivals. These field notes were later
transcribed in the same day since notes included personal observations as well as technical
details about coffee which would be hard to remember otherwise. In the interviewing part
of the study, all interviews are recorded with the permission of informants. Once all
interviews have been conducted, they have been transcribed. The number of transcribed

pages reached to approximately 250 pages.

Once every data gathered through participant observation and interviews are transcribed,
data analysis conducted through coding. Transcribed data categorized under various
subtopics such as metaphors, practices and dichotomies. Themes are generated from
frequently occurring materials. While codes used for ethnographic part are drawn from
material characteristics, quality of different consumption practices, actions and behaviors
of individuals, and market actors, codes used for interviews are drawn from practices,
personal narratives and life stories, perceptions, meanings and ideologies. Table 2

demonstrates a part of categorization of interview materials.

Table 2 Categorization of Interview Materials

Metaphor | Logic 1 Logic 2 Logic 3 Logic 4 Meaning | Practices Dichotom
¥
Redwvs Trafic Social Different Potential | Createa Purchase Instantvs
Blue pill accident aspectof | daysame in Coffee | profile equipments | 3rd wave
coffee thing
Ferrarivs | Coffeein Poor Corporate Know Boutigue | Roast by Milk vs
Skoda SF farmers, world too coffee himself without
nowater | competitive milk
and and corrupt
electricity
Seedto Coffeeshop | Farmer Don'teat Routine Tell story of | Coffee
Cup in education | from SGtasg lives coffee and tea
Amsterdam
Tarsus No Discovery | Ankara Starbucks
grapes Starbucks Coffee Club | and
and others
mango
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With the research question in mind, I have conducted thematic analysis both interview and
ethnographic materials and located each individual practice into different logics. The
metaphors and dichotomies were helpful to understand meaning structures formed around
third wave coffee. For example, one recurrent metaphor was red pill vs blue pill
referencing The Matrix, which was indicating the awakening that individuals have gone
through the first time they have tasted specialty coffee. Table 2 consists of only a group of

practices drawn from different individuals.

3.4.1. Translation of Interviews

Since all interviews are conducted in Turkish, they were later translated into English by
the researcher. While some Turkish words do not have correspondence in English, they
were not translated but a definition was provided. The rest of the interviews are verbatim

translations.

3.5. Ethical Considerations and Trustworthiness

While this research does not pose any threats to individuals by the very nature of its
subject matter, some ethical considerations have taken place. First of all, informants are
signed an informed consent paper showing that they are voluntarily participating the
project. All the details about subject were shared with the informant and received

approval.

Secondly, researcher respect the privacy of informants Diener and Crandall (1978)
provide three issues , which are (1) the location or the setting of the research (2) the
disclosure of study findings, and (3) sensitivity of information. Research setting and
location did not cause any problems since any public or private site is breached. Whereas
the researcher kept all the informants anonymous for the disclosure issue, informants were
free to not answer the questions that they were disturbed. Anonymity was particularly
significant since I had casual conversations during my participant observation and
informants occasionally named names that would harm the other individuals. I provided
pseudonyms for the respondents and the coffee shops as they cannot be associated with

each other. Therefore, any information that can provided a clue on the real identities of the
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informants or the actual names of the coffee shops where participant observations and
interviews conducted has been eliminated.

For the trustworthiness, the primary data which were collected by the researcher through
participant observation and semi-structured interviews are supported by secondary data
that is collected through data mining. The triangulation efforts the research ensures the

trustworthiness of the research.

3.6. Limitations and Future Research

One of the limitations that I have during this research is the inability to reach potential
informants. While I have interviewed almost all of informants that I picked in the initial
selection, there were a couple of potential informants who have not responded my calls or
were quite busy with their programs. These individuals were high profile coffeeshop
owners and roaster who are providing training as well as coffee equipments. Their
inclusion may be helpful to elaborate particular aspects of the research. Therefore, access

to particular prestigious individuals in the industry is limited.

Moreover, as someone with no background on coffee drinking, it was hard to initiate or
participate in conversations related with coffee in the beginning. The first phase of
datacollection in which I have cultivated coffee knowledge was more observational rather
than conversational. Also, I was aware that I did not possess coffee related knowledge in

the first phase. Therefore, [ was quite hesitant because of my reflexive thinking.

Gender can also create an issue as most of my informants are male. While such a gender
representation is quite normal since there is a lack of female roasters and coffeeshop
owners in Turkish market, this could be overcome by including more female barista in the

sample profile.

While all informants are coffee consumers, their primary role in the market is production-
oriented. Therefore, this research is studied through data collected from producers.
Consumers are intentionally not included into this research. While their understandings
may parallel with the informants, future research can be conducted on third wave coffee

consumers.
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CHAPTER 4

LOCATING THIRD WAVE COFFEE IN THE GLOBAL AND LOCAL
CONTEXTS

At the end of September 2017, Ankara has played host to the very first coffee festival in
the city. Istanbul had its first coffee festival a couple years before and Ankara was lagging
behind as usual. It was organized in a upper middle class neighborhood called Bilkent in
which one of the most prestigious private universities in Turkey and a couple of gated
communities were located. The parking lot of a shopping mall had been arranged for the
occasion. It was a three-day festival and each day was divided into two sessions. I had
bought my ticket for Saturday by considering the number of workshops and seminars, and

the attendance of consumers would be relatively high compared to other visiting days.

I had a full-day pass so I arrived to the festival area around noon. I was not aware until
that day that so many people were interested in coffee. I have waited in line, which was
almost 50 meters long, around an hour until I finally got in. Commercials and billboards
that promoted coffee festival were highlighting the quality of coffee that will be served in
the festival. The slogan was “for a good cup of coffee”. When I passed the entrance, the
first coffee brand that drew my eyes was Starbucks. This was quite perplexing considering
that Starbucks coffee was never tasted “good” for a coffee connoisseur. Ironically,
Starbucks booth was the largest among other coffee brands and their baristas were
approaching visitors and asking whether they would be interested in listening the story of
coffee beans. From the moment of coffee seed planted, they were narrating the whole
transformation coffee beans have gone through. I kept wandering around the booths and
have tasted distinctive coffee beans from different roasters. Most participants were local
coffeeshops from Ankara and Istanbul, all of which were roasting their own coffee beans
as well as selling in bulk. People were waiting in line almost half an hour to get a cup of

coffee.
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Elsewhere, seminars and workshops were delivered by the pioneers of specialty coffee
industry. Seminars were oral lectures in which coffee enthusiast were delivered theoretical
and technical information about coffee consumption and production. While master barista
of a major coffee brand lectured on how to pick coffee beans for home consumption, a
roaster from a global green bean supplier have expounded the subtleties of
cupping.However, these seminars were not limited to coffee consumption, but also
enhancing one’s skills on how to present oneself as a coffee connoisseur on social media.
The seminar I had attended to was on how to take better coffee photographs to post on
Instagram. I was only aware of the image of a coffee cup on Instagram because there was
a pervasive mockery on social media, mostly purveyed by male users, about women who
were posting their picture, having a cup of coffee while reading a book with a cat on their
lap. The lecturer was an Instagram figure who had turned her artistic skills into a business
model in which she was offering individuals and companies professional photography
services as well as roasting and brewing trainings. Workshops, on the other hand, was
more practical for participants. Ranging from cupping from brewing, baristas and cuppers
who had participated world coffee championship observed and evaluated the craft of

participants.

However, the festival was not all about coffee. It has also celebrated the value of handcraft
as well as high quality chocolate. However, they were complementary in that the priority
of coffee have not been undermined by other products. Some local stores participated the
festival to introduce their hand-made bags and wood work while some were serving
cheesecake and brownies to eat with a cup of coffee. In addition, a second-hand bookseller
was also available who have brought only rare comic books. Several local music bands as
well as globally appreciated indie and jazz groups have accompanied coffee consumers.
The festival have constituted a constellation of cultural products that have organized

around coffee.

I have participated three festivals during my fieldwork, all of which had the same
flamboyance as this festival. The whole organization reminded me something from
Fitzgerald, an extravagant party in which women and men in fancy dresses were enjoying
coffee - instead of wine or champagne - accompanied by the rhythms of jazz. As a
hitherto working class drink, what historical processes did coffee go through and
associated with middle class ? How did coffee become a beverage which has its own

festival to celebrate its quality ? How do particular neighborhoods in the city have cluster
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of coffeeshops ? In this section, I’ll elaborate on the third wave coffee - or specialty coffee

- by locating it on global and local context.

4.1. Coffee In Ottoman Context

One day, a shepherd called Kaldi have found that their goats were eating red
berries of a particular shrub. He noticed that his goats were getting more energetic
afterwards. Intrigued by the effects of the plant, Kaidi has cut off a branch of
theplant and taken some berries to his monastery. He has eaten raw beans with his
fellow devotees but it didn’t taste well. After attempting boiling it down and
crushing it into pieces, they have decided to roast the plant and made a liquid out
of it. After tasting this bitter drink which they used honey later on to make it more
sweet, they felt as energized as the goats. They couldn’t sleep that night and their
heart was beating very fast. So, this was the story of how coffee was found out by
a shepherd. (Sarper)

This vignette comprises the opening of every workshop on coffee. While the myth of
Kaldi the shepherd is disseminated through coffee workshops and shapes public
perceptions on the origins of coffee, academic accounts on the history of coffee has
demonstrated that the first encounter with coffee occurred around 15th century which
contradicts with the myth on the basis of time and location. The first use of coffee bean as
a beverage associated with Sufi orders located in Yemen (Hattox, 1996). Similar to the
effects shown in the myth, men of Sufi orders have used coffee for its energizing effects
through which one can stay awake all night and conduct his devotional duties. Coffee
consumption was not limited in the domain of religion within a particular locality but
spread with the efforts of Sufi orders who were active in everyday life and had close
contact with public, unlike particular religious orders that isolate themselves from
everyday affairs (Hattox, 1996). However, its introduction to general consumption has
breeded a new of form of sociality around which a new social institution, coffee house,

was formed.

Originated in Mecca, coffeehouses were spread to the rest of Ottoman Empire with the
endeavors of entrepreneurs. While in a context where the culture of eating out is limited to
family or friend visits (Mikhail 2007), coffechouses has become a gathering spot where
proprietors spent their most of their time. However, coffeehouses were limited to
particular segment of the society. They were male-dominated spaces in which literary and
gaming activities were carried out. As a site for socialization and interaction with others,
Ottoman coffechouses can be considered as third places. While Karababa and Ger (2010)
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argues that they were fourth places since mosques, or any religious institutions in general,
also possess these characteristics, Mikhail (2007) claims that there was no sharp
separation between public and private realms in Ottoman context since coffee houses were
the extension of private space in which men have accommodated their guests in the

coffeehouse.

However, as coffechouses have gained popularity among every strata of society, they have
faced with political backlash from the state and religious authorities. Similar to
contemporary comparison with wine, coffee consumption was associated with it by
articulating intoxicating effects of coffee drinking. Moreover, coffechouses have
encountered with a greater amount of opposition since they were sites in which
politicaldiscussions that were critical towards authorities were held. They were not only
“taverns without wine” where the patrons consume a intoxicating product that has banned
by Islamic law (Hattox, 1996 ) and a center for immoral activities such as drug use and
prostitution, but also a source of intellectual production that may lead to political
upheaval. Contrary to the great efforts of political and religious institutions to prohibit
coffee consumption, it remained as a viable consumption practice and spread to other parts

of the world.

If third wave coffee affords a specific form of consumption practice that ruptures from
past forms, how does it differ ? What was first and second wave ? Fast-forwarding a few
centuries from Ottoman Empire to North America, these movements will be detailed in
this section. What happened in the meantime i.e. how did it spread to Europe and America
and power relations in the production process - is not in the scope of this thesis. Nor was it
in the unofficial history of coffee provided by third wave coffee. The political engagement
of third wave coffee, if there are any, is limited with the consumption of fair/direct trade
products and privileging quality of craftsmanship over mass-produced coffee, but not
articulating the historical conditions and the experiences of slavery and colonialism into
the history of coffee. Therefore, there are blank pages in the coffee history writings of

third wavers, which were totally ignored or received less attention.

4.2. The First Wave of Coffee

The categorization of coffee consumption into waves was based mostly on the quality of

coffee. The first wave coffee was associated with the mass adoption of coffee
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consumption in North America. This have occurred through the efforts of companies like
Folgers and Maxwell House. Both companies commenced their operation in the late 19th
century and popularized coffee through commercials with effective company slogans.
While every household in the United States were familiar with the ground coffee provided
by these companies, instant coffee was introduced later by these companies as well as
Nestle. Unsurprisingly, instant coffee had no particular roasting profile. It promoted
convenience by not demanding any brewing technologies while compromising from taste
and quality. While there is no particular time period associated with the first wave coffee,

it usually refers to time between late 1800s to 1980 in the third waver timeline.

4.3. Second Wave Coffee

The advantages that have been brought by instant coffee, however, was turned down for
the sake of taste and quality. The first wave coffee provided consumer convenience by
offering a product that is ready to go by pouring only water on the already prepared coffee
beans. New product types such as latte, espresso, Americano have been introduced into
coffee vernacular. Second wave coffee provided coffee from different origins while

enabling distinctive roasting styles compared to first wave.

The epitome of second wave coffee was Starbucks. As a small coffee shop founded in
1971 in Seattle, Starbucks has become the third largest fast-food restaurant chain with
27.339 stores in the world (Starbucks Corporation 2017, p. 3). Started as a small specialty
coffee shop, it transformed into a global corporation which operates in 76 countries.
Starbucks’s revenue reached to 22.4 billion dollars in 2017 and a 2-3 points of revenue
growth is expected for the next fiscal year (Starbucks Corporation 2017, p.22). The
financial success of Starbucks was accompanied by transformative role in consumption
practices. While first wave coffee brought coffee into every household, second wave
coffee invited individuals to coffeeshops to drink. Starbucks has offered a “cool” place to
hang out for many individuals. The interior decoration of a Starbucks conveys a sense of
authenticity through claims of naturalness (Dickinson 2002) which is achieved through
product offerings such as latte which are forms of cultural capital and through association
with European coffee shops. Starbucks stores, then, become a venue for cosmopolitan
consumers who enjoy the social experience of a coffeeshop which bears iconic

authenticity (Grayson and Martinec 2004) and coffee beans from different localities.
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In terms of quality of coffee offered by second wave coffee shops, they have started to
offer standardized products in every store as their operations have expanded to other
locations. Therefore, one could drink the same cup of coffee from Beijing to New York.
This was achieved, on the one hand, through the technique of dark roasting which ensures
coffee beans to have similar flavors - usually chocolate and caramel. On the other hand,
these coffee shops offer a high degree of personalization through adding milk, syrup and
sugar into coffee which not only undermines the taste of coffee but also constitutes a

unhealthy combination for consumers.

However, primarily motivated by higher quality and taste, second wave coffee have turned
into a social experience as it was in the 15th century Ottoman coffee house. People were
gathering in coffee houses and they have become study and meeting spots for many. As
previous CEO of Starbucks Orin Smith said “We changed the way people live their lives,
what they do when they get up in the morning, how they reward themselves, and where
they meet.” Therefore, coffee consumption have become a subordinate activity. In the
meantime, coffee houses has mushroomed with the efforts of entrepreneurs who followed
Starbucks model. The marketing success of Starbucks coupled with the social experience

provided have led to diminishing emphasis on coffee consumption and quality.

4.4. Third Wave Coffee

The term third wave coffee first coined by a roaster called Trish Rodgeb. Similar to the
process that led the emergence of second wave coffee, it was an interrogation of good
coffee as well as the rejection of bad coffee promoted by second wave. While first wave
companies made coffee commonplace through technological developments in packaging
and mass production, second wave coffee revolutionized coffee consumption and turned it
into a social experience through marketing efforts. Third wave coffee, on the other hand,
emphasize the product itself. Standardized coffee offered in homogenous servicescapes of
global companies have been displaced by small roaster and coffee shops who roast coffee
beans for themselves. Of course, third wave coffee didn’t dethrone first and second wave
coffee. We still have Starbucks in every shopping mall and in every populous

neighborhood and instant coffee of Nestle is still an option for many coffee consumers.

Third wave coffee differentiates itself from previous movements by appreciating coffee

itself by understanding the historical and biological complexities of coffee beans and
57



being involved in production process. The appreciation of coffee has multiple signification
for coffee enthusiast. On the one hand, it refers to the labor processes of producers who
engage in hard work in poor conditions through hand picking every coffee bean to
preserve its quality. On the other hand, coffee is a complex plant that has more than 800
aromas that is acquired from the terroir on which coffee bean has grown. Therefore, coffee

should be treated with “respect” in the understanding of third wave.

Coffee is understood as an artisanal product in third wave. Unlike first and second wave,
coffee is roasted in different styles and technique that enables distinctive taste profiles to
come out. Coffee connoisseurship not only requires to detect different taste profiles of
coffee beans but also competence for various brewing techniques. These are all
achievedthrough years of training and practice that necessitate myriad tools and
equipments as well as interaction between coffee enthusiast that share knowledge among
each other. However, coffee is not limited to consumption in third wave but expands to all
stages of production which also shapes consumption experience. Roaster and coffeeshop
owners form a close relationship with farmers and cooperatives which enables them
directly trade coffee beans from growers as well as coordinate production processes when
necessary. The interaction between growers and roasters also facilitates traceability of
coffee, that not only operates as supply chain mechanism which expresses the origin of
product and methods used in the production process, but also functions as a form of social
responsibility in which the amount paid to producers exposed to every actor in the value

chain.

While emphasizing the relationship between coffee and coffee enthusiast, third wave
coffee also fosters a specific form of sociality, that is, one in between barista and
consumer. Barista as the individual bestowed with the necessary cultural capital to
“properly” consumer a cup of coffee is responsible to transfer relevant knowledge to
consumers. This is not a unilateral communication, however, in which barista educates
consumers by providing product details and helping in the selection of coffee bean and
brewing method. Consumers as well, especially “good consumers” who, in coffee
professionals’ categorization, are knowledgeable about as well as enthusiastic to share
their knowledge with others, can bring new material barista are not aware of. A third wave
coffee shop also designed in a way to socially include customers Therefore, third wave
coffee encourages a bilateral communication between customers and baristas in which

both parties educate each other on the subject.
58



In sum, third wave coffee endows consumers with the storied life of coffee by providing
information from the history of a particular coffee bean, i.e. the life of producers. The
consumption and production process have intertwined as opposed to previous forms of
coffee consumption. By constituting a hierarchy of taste, first and second wave coffee was

established as “bad coffee” since all they offer is “burned beans”.

4. 5. Locating Third Wave in the Local Consumptionscapes

The 1980s were a time period when sociocultural, economic, political transformation has
occurred at global and local level. The neoliberal restructuring has shaped the landscape of
Turkey. Until 1980s, import substitution was believed to be the suitable model for
economic development by Turkish state (Keyder, 1997). During the administration
ofTurgut Ozal, Turkish market opened its doors to global capital thanks to neoliberal
policies that led to market liberalization. During the later period, Turkish market
witnessed an influx of foreign products and brands that had not penetrated to this market
before. The first private tv channel was founded during 90s with the name of Star 1
through the privatization of media. Moreover, market liberalization led to the emergence
of a distinctive class that have “culturalised lifestyle choices” through which the members

of this class can differentiate themselves from Islamic middle classes (Ayata, 2002).

From 1980s onwards, Turkey has come up against the products of global consumer
culture through the proliferation of transnational companies in the market (Ger and Belk,
1996). In this context, Starbucks has entered into Turkish market during early 2000s.
Opened its first store in Bagdat Street in Istanbul, where upper-scale brands and
restaurants are located, the number of Starbucks stores now reached to more than 400 as
of 2018. They are located in almost every shopping malls as well as on the hotspots of the
city. Starbucks has shortly been embraced by Turkish middle and upper classes. Starbucks
has facilitated the feelings of status and become a symbol of modernity and
Westernization. However, the middle class structure is heterogeneous not only in terms of
capital composition but also ideologically. While a particular segment of the society who
hold relatively high cultural capital have been embedded in global culture and embraced a
secularized and Western outlook, those with lower cultural capital have reject this
understanding (Ustiiner and Holt, 2009). Moreover, a new Islamist middle class who
repudiate the effects of Western culture in their lives has emerged in the wake of changing

political landscape of Turkey (Rankin et al. 2013). Starbucks, in this context, has faced
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with cultural backlash from a particular segment of society who were motivated by anti-

globalization discourse (Izberk Bilgin 2008)

Dominated by second wave coffee companies like Starbucks, Cafe Nero, Gloria Jeans, the
landscape of coffee consumption has drastically changed. Kronotrop, the first third wave
coffee shop in Turkey, started its business on a small street next to Galatasaray High
School in 2012. Sold after two years from its inception, Kronotrop has brought a new
business model as well a novel form of cultural consumption. Since then, many third wave
coffee shops has been opened up in every city that no one in the industry keep track of
them. In this section, I will elaborate on how third wave coffee has been embraced by

Turkish consumers and provide the details of research context.

4.5.1 The Acquisiton of Taste

Dressed in a cargo shorts, a T-shirt, and slippers, Ilhan met me in his roastery in Istanbul.
My first impression about him was that he was quite confident and formal. As a coffee
guru, he brewed me a cup of coffee and unenthusiastically shared little details about his
personal life. As a former translator and editor who have graduated from an elite
university, he was barely making a living in the publishing industry. Complaining about

the exploitative nature of the industry, he told me how he started Kronotrop ;

I didn’t like coffee before and I didn’t drink it as well. Well, let’s say on occasion.
Because it’s too milky, you can’t tolerate industrial coffee, it’s really bad. There
was minor endeavors in Turkey but they sold industrial coffee as well. SO there
was no difference. We didn’t have a drinkable coffee. Bad coffee is physically
tiring. If it is robusta, it contains too much caffeine. you can’t drink it because of
caffeine. If it’s roasted dark, then you can’t drink again because of its burned
taste. It ruins your stomach. I couldn’t drink to be honest but when I read it, third
wave [ mean, I said why not ? and I started to drink after I roasted. Actually, I saw
a potential in this, a commercial one. I could be the first in the market, I can use
social media to promote it. But I saw the coffee type on abroad. They are really
tough guys. It’s not like in here. The are all kabzimals® in here. But there, they are
blogging, know about music, literature. They have beautiful writings. I jumped
into it when I saw this is the coffee profile. Secondly, I saw something that I can
mtellectually adopt myself. It was not like opening a flower shop. That tempted
me.

>Kabzimal is the middleman in fruit and vegetables. They purchase products from producers and distribute
to sellers.
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IlThan’ narrative highlights two equally significant aspects in the process of market creation
of third wave coffee. Firstly, ilhan represented a group of consumers, even though he does
not fond of coffee, who were dissatisfied with the current dynamic of coffee market in
Turkey. At that time, coffee market was dominated by first and second wave coffee
brands. These brands offered not only “dreadful” coffee beans in terms of taste since they
are dark roasted, but also they had harmful effects on consumers’ health. Therefore, his
dissatisfaction is not towards coffee as such, but towards a particular type of coffee that is
harmful and distasteful. Ilhan, in this sense, can be considered as a profit oriented
institutional entrepreneur who were intended to change the market through introducing a

novel consumption practice that he has picked up from global consumer culture.

However, economic benefits granted by a third wave coffee shop was inadequate.
Secondly, ilhan has aligned with the product as well as with the community formed
around it. Coffee furnished him with a consumption practice that involves complexity and
creativeself-expression. One needed to develop skills and obtain knowledge in order to
achieve not only in consumption but in work as well. The analogy of opening a flower
shop is significant to comprehend his approach to work. Owning a coffee shop and
roasting is a knowledge-driven business in which one can form a cosmopolitan self
through engaging in global consumption community (Holt 1998) whereas running a
jewelry store is an unfulfilling alternative that does not require any form of cultural
capital. The involvement in coffee industry is not only propelled by the “artistic” nature of
coffee but also class-mediated identification with global community. Coffee enthusiast,
roasters and brewers, and coffee shop owners organized around a product and they also
possess particular forms of cultural capital. He affirms his class position by partaking in
the community with shared tastes and sensibilities as well as being not a kabzimal who

does not hold legitimate taste.

However, Ilhan’s taste of coffee is not a product of early socialization or have ascribed
characteristics but it is an acquisition (Manzo 2010). He has acquired a taste in coffee
consumption by online sources that bestowed him with information about a consumption
practice that is not available in the local context. The acquisition is enabled through his
prior formal education in an elite university that granted him a particular form of cultural
capital, that of foreign language. The acquisition of taste not only occurs through online

sources but also frequent visits to Western countries. Informants with higher cultural
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capital have first encountered with third wave coffee on their family and business trips

abroad.

I was travelling abroad very frequently for business trips. There is a monitor fair
in Netherlands in every year, the other is in the US. There are three big companies
in Turkey, one of which is my company. So, I keep going there, coming back.
Then, I had a coffee in Amsterdam and I said “what is this?”” and we had a chat
with the barista. This is espresso, this is aeropress, bla bla. I said this is nice and I
got my equipments and started brewing at home. (Caner)

We (Seving and Ceyda) were travelling to different places very often and
following Ceyda to every coffee shop. We didn’t know much back then. We had
our first cup of coffee in New York, I think, it was 8-10 years ago. That was a
really quality coffee bean. And we (Seving and her husband) have been to places
without Ceyda and she was asking for staff - coffee equipments, coffee beans -
and I find myself visiting every coffee shop in my trips. Then, I started to buy
coffee beans for myself. I had a cup of coffee in US, I’'m not really exaggerating
it, [ had a cup of coffee in US, in a coffee shop in the West coast San Francisco,
that espresso made me feel like I should do this business. Because I have never
tasted something like that, I had no clue that espresso could be something like
that. (Seving)

These two narratives encapsulates the process how Turkish middle classes embrace third
wave coffee. As individuals who have attained Westernized college education and
worked in a cosmopolitan work environment that provide them high economic capital,
they weredrawing their consumption practices from Western context. Ustuner and Holt
(2010) argued that Turkish middle class with higher cultural capital tends to have
deterritorialized cultural capital that is acquired through importing Western consumption
practices. A part of the motivation of the acquisition of coffee consumption is that it is an
identity project that leads to constituting a cosmopolitan and Western-focused self.
Therefore, initial introduction of third wave coffee is materialized through the efforts of
new middle class who were drawing information from various sources on consumption

practices in Western context.

4.5.2 Third Wave Coffee in Ankara

While the proliferation of third wave coffee houses started in Istanbul around 2012, it has
emerged in the consumptionscapes of Ankara in 2015. It is a frequently seen phenomenon
that every novel form of cultural production, local or global, is disseminated from Istanbul

to other cities. Although Ankara is the capital of Turkey, it had lost its superiority over
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Istanbul. Dichotomy formed between Istanbul and Ankara can be traced back to early
years of the Republic.

As a city that has been used as an administrative center in the War of Independence and
later announced as the capital of the Republic, Ankara become the spatial representation
of newly established nation state. The selection of Ankara as the new capital instead of
Istanbul was significant in that it provided the homogeneity that facilitates nationalistic
sensibilities (Tekeli 2006) Therefore, cosmopolitan structure of Istanbul was an obstacle
for the founding figures of nation state. Transformation of landscape of Ankara can a
manifestation of the identity project of nation state, its aspirations and “allergies”. The
city has expanded towards west and south by ignoring the cosmopolitan past of the city ,
which not only implied formation of a new country but also a defiance to the old order by
establishing dominance of new order (Aydin 2012). Ankara has expanded in its early
years towards Cankaya where Atatiirk resided. New neighborhoods were formed during
the modernization process of Ankara. For instance, the cooperative of Bahgelievler have
started in 1930s with Jensen plan. With market liberalization in 1980s, Istanbul gained
prominence as new industries emerged. Istanbul ash become “place to work” whereas
Ankara was “the place to study” (Aydin 2012). Ankara is associated with boredom and
homogeneity while Istanbul was more cosmopolitan. Therefore, Istanbul is the center of
global consumer culture for Turkish consumers. Ankara has less colorful
consumptionscapes compared to Istanbul and it always lags behind. Istanbul owes its
cosmopolitan structure to being the new economic center as well as the touristic hotspot

while Ankara is the home of bureaucracy and military officials.

The historical transformation of cityscapes is significant in that third wave coffee shops in
Ankara emerged in the parts where Ankara had expanded towards. During the time period
ethnography conducted, there were more than 40 third wave coffee shops in Ankara.
These coffee shops have clustered in four neighborhoods, which are Bahgelievler, Tunali,
Ayranci and Cayyolu. Bahgelievler have 16 coffee shops at the time of study whereas
Tunali and Ayranci have 10 for each. Cayyolu, while being the largest among these
neighborhoods, have 8 coffeeshops. While these clusters comprise most of the coffee
shops in Ankara, particular regions such as Yildiz-Oran and Bilkent also have a few

popular coffee shops.

The first coffee shops in Ankara were established in Bahgelievler and Tunali. Bahgelievler

was formed around 1930s and gained prominence after 1950s. The cooperative of
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Bahgelievler was built for low ranking government official (Kansu 2012). The residents
were urban elite of the time but as they left the neighborhood or passed away,
Bahgelievler become a cluster of business centers (Aydin 2012). While the contemporary
demographics of the neighborhood mostly consists of college students and retired, it is
also a part of the city where local and global brand stores, pubs and restaurants are
located. Most active part of the neighborhood is called 7th street, and most third wave

coffee shops are located on its parallel street.

Tunali and Ayranci is separated by Atatiirk Boulevard which connects old Ankara to the
new (Tunger 2012). Located on the south of Ankara, part of these two districts were
consigned to embassies in the early period of the republic. Karum, as the first Western-
style shopping mall of Ankara, is located in Tunal1, providing urban population a place to
“hang out” (Sargin 2012). However, it have fallen from grace with the proliferation of
shopping malls in early 2000s. However, Tunali preserved its status among middle class
by providing spaces of cultural consumption. On the other hand, Ayranci, while being less
crowded, is a place for niche consumers with its Irish bars and clubs. The residents are
more educated compared to Bahgelievler. Many are embassy officers and academics as
well as retired individuals. As one of my informants said “this is a place for tender people,

not for fierce”.

Cayyolu, on the other hand, is a newly established district of the city compared to the
others. It is built as the city expanded towards West and luxury villas and residential
apartments as well as gated communities were inhabited by urban upper middle class.
While city was dirty and threatening, gated communities provided their residents safety
and comfort. (Ayata 2002) The inhabitants were highly educated but not necessarily
fromeconomically rewarding occupations (Tarhan 2006). Therefore, Cayyolu is an
contemporary example of spatial segregation in the city. Surrounded by fancy restaurants
and shopping malls, Cayyolu is the next spot for third wave coffee shops after

Bahgelievler and Tunali.

In this section, I have provided the historical processes that led to the emergence of third
wave coffee. In the global context, quest for taste and quality contributed to modification
of practices in coffee consumption. While consumers are attributed a significant role in
this process, third wave coffee also represents a social and cultural shift that signified

changing production processes and the hierarchy of marketplace actors (Roseberry 1996).
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In the local context, market liberalization occurred during 1980s have enabled Turkey to

integrate with global consumer culture, which culminated in flows of capital and goods

(Appadurai 1996). Middle classes with Western outlook have picked up third wave coffee

among a plethora of consumption practices and third wave coffee shops, starting from

Istanbul, have proliferated in Turkey.
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CHAPTER 5

INSTITUTIONAL LOGICS IN THIRD WAVE COFFEE FIELD

Previous studies on market level changes have examined these processes through utilizing
two theoretical lenses, which are institutional theory and field theory borrowed from
Bourdieu. In these studies, market is identified as an organizational field comprised of
institutions and actors whose actions are guided by institutional logics (Humphreys 2010a,
2010b; Scaraboto and Fischer 2013; Dolbec and Fischer 2015). Previous studies have
investigated market level changes in the field of fashion (Scaraboto and Fischer 2013;
Bourdieu 1993), accounting (Greenwood and Suddaby 2005), cricket (Wright and
Zammuto 2013). These two theoretical lenses are suitable for this study. The field of third
wave coffee will be examined by studying the institutional logics and how the hierarchy
among these logics have changed over time. The actors in the field of third wave coffee
are coffee shop owners, roasters, baristas, trainers, and consumers. However, informants
in this study have multiple roles in the industry and therefore, they are not bounded with
one role. Four institutional logics have been identified operating in the field of third wave
coffee, which are the logic of artisanry, the logic of anti-corporatism, the logic of social
entrepreneurship and the logic of commerce. The institutional logic will be elaborated in

this section.

5 .1. The Logic of Artisanry

When we examine the consumptionscapes that is dominated by multinational companies,
the logic of artisanry works antithetical to mechanical and standardized culture of
consumption and production of global coffee chains, especially for Starbucks. As opposed
to standardized and mass produced coffee that was offered in global coffee chains, Third
wave coffee shops provide specialized, consumer-oriented coffee in line with the post-
fordist market dynamics (Harvey, 1990; West, 2012). Therefore, we are going to

claborate the antagonism between global coffee chains, which we can refer as second
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wave coffee, and third wave coffee through the logic of artisanry in terms of four

components.

5.1.1. The Artisan Owner

On a quite busy street next to Tunali, a popular avenue for night life and decadent
shopping area, one of the first third wave coffee shops was located. We were having a
casual conversation with the owner, Caner. He was an ex-sales manager for a big tech
company but resigned three years ago to open up a coffee shop. He first met third wave
coffee in Amsterdam during a business trip. When he was questioning the price of coffee,
which was more expensive than a usual cup of latte, he started to chat with barista and
learn why the coffee bean he was drinking was more “special” than others. He, then,

became a home-brewer which led him to start his own business.

Our conversation was interrupted as a friend of his entered the coffee shop and
immediately telling the story of some sort of garage sale he attended and how he was
astonished by the wardrobe from early-republican era. In attempt to include me in the
conversation, a subject that [ have no clue, he turned to me and said “of course you would
know that, right ?” Surprised by the unexpected question, I have mumbled in a
nonsensical way. He left as he got his take-away coffee that Caner brewed. Within a
couple hours, a dozen people visited the coffee shop - owner of an art gallery, yoga
instructor, photographer, a literature student -, all of which knew each other and the
proprietor Caner. What was surprising for me that day was that not a single one missed the
modification in the resigned price chart on the wall. It was just a minor decoration and yet,
patron had noticed it. He told me the community in his coffee shop when I mentioned

people noticing decorational change ;

We have met with Yunus in the coffee shop. I have started yoga thanks to him,
and it totally changed my life. We had a seminar in Kabak, and workshops for
yoga, jujitsu and dance. He was going there for these workshops and asked me if |
would be interested in giving a seminar. Of course I said. | was going to prepare
and talk about coffee and do some yoga. He had yoga classes in his apartment but
now has a studio. We started to go to Devrim and then to Segmenler. He helps me
in here, then I help him. He brings his gang, and I bring mine. This is the best part
of having a coffee shop, we have a connection somehow. Look at this guy for
example, he is a photographer and the other is an artist. I ask him if you have
someone to make videos and we call him. Gavurlar call this a hub, a meeting
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point. This coffee shop is a hub for me and I love it. I'm glad that neighborhood
has gained a place like this, all by me. I sometimes say that I glad to have this job.

Caner’s portrayal of his coffee shop has parallels with Oldenberg’s (1997) concept of third
place and Thompson et al.’s (2006) artisan owner motif. Coffee shop as a third place
provides an environment that is neither home or workplace. As opposed to third place
experience in second wave coffee shops, third wave coffee shops usually accommodate
anartisan motif that shapes the coffee shop through his or her personal values and taste
and has profound relationship with clientele and neighborhood (Thompson et al., 2006).
These artisan owners develop intimate relationships with customers over time, and coffee
shop turns into a hub where a community, whose members share similar cultural capital, is
formed around the owner. Beyond their community building effects, they also possess a
great amount of subcultural capital (Thornton, 1996). As the proprietor and barista, they
acquired certain skill and competences over time in brewery, cupping and coffee bean
selection. Therefore, they have the ability to educate consumers in their coffee
preferences, not as a business owner that have financial benefits but as a coffee enthusiast
who values coffee bean and propagates about it. This sincere connection between
consumers and barista and owner is absent in the servicescapes of coffee shops who offer

commercial coffee.

In every street, we have tons of coffee shops and all do well in terms of finances. I’'m
visiting them, talking with them, meeting with them. People started to love this coffee
business and coffee. They love the “neighborhood coffee shop” concept. Because it can be
interiorized. Because when you visit a coffee shop that prepares commercial coffee, a big
company, you are just a client for them. But when you go to the neighborhood coffee
shop, they know your name, your coffee, your taste. You know the people who visit there,
you can chat with them that was initiated through coffee. That’s why people inclined
towards more boutique coffee shops, more authenticity. For example, the coffee shops are
roasting their own coffee. They are trying to create their own style. I know this means, for
some, efforts of branding. But for others, it’s their standards, their style. And this makes

people to go there. This is why we have so many coffee shops right now.

In the passage above, Yunus’s account is based on a classic contrast between coffee chain
in which a standardized coffee is consumed in an inauthentic environment and third wave

coffee shops where one can enjoy not just a manually brewed coffee but also a social
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intimacy between customers and baristas. However, there can be a challenge to the
sociality between consumers and barista. Technological advancements in coffee-related
equipments may minimize the efforts of barista, which may transform it into a simple

form of human labor from craftsmanship.

5.1.2. Conundrums of Automatization

Another theme to be discussed under the logic of artisanry is how technological
advancements impinge on coffee consumption and brewery. The challenge in here is the
level of automation and how it will shape consumption and production practices. Third
wave coffee had its reputation through manual brewing methods as well as the quality
ofcoffee bean. While these brewing methods are helpful to fulfil the potential of coffee
bean, they are threatened by the systems of automatization. On the one side, an
stereotypical image of hipster barista who refuses automatization for the sake of craft and
values human effort. On the other side, full automated brewing techniques that can

achieve the taste profile performed through manuel brewery.

Third Wave Coffee consumers appreciate the human effort that goes into the production
of coffee in the brewing process. It is completely the opposite of coffee chains like
Starbucks in which full automatic espresso machines are utilized. Moreover, a third wave
coffee shop also encourages consumers to interact with baristas or the other way around,
which leads to a conversation about coffee in which consumers and baristas educate each
other. In such a context, one would expect that automation in third wave coffee is
unwelcomed. However, it is not the case here. In the following excerpt, Sarper illustrates

the general attitude towards automation ;

It’s not a good news for us of course (laughs) but we have time until someone
brings it to Turkey. Joking aside, it’s a good thing. The issue in third wave is the
standard. As I said earlier, it’s one in a million to brew in the same way and get
the same taste if I brew two cups of coffee. But the machinery will provide you
with this. Because when I’'m brewing, I pour water from 10 cm high and in
another brew, I pour 8 cm high. But it’s significant to have a standard. That’s what
customers expect from you. When they come here, drink a Guatemala and like it.
In the next time, they want the same cup of coffee. But it’s too hard to have the
same exact taste if barista prepares the coffee. Customers usually are happy with
the coffee we prepare but if someone comes with a palate Vedat Milor has, s/he
directly says this is not the same coffee I had last week. That’s why i think
automation is good, for we can have some standard. But it depends on your
viewpoint, of course. Some can say that I want to taste different flavor with
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barista’s brewery. But if you get different flavors in every brewery while you are
supposed to get specific taste, it does not fit right in the third wave. Robots
eliminated this variation. They brew in the same way and with a standard. That’s a
good thing, i believe. Because if | like a cup of coffee, | want to drink the same
next time.

Previous studies were conducted on the effects of technological improvements in
production in craft. As Spooners (1986) study indicates personal touches of the producers
in oriental rugs makes the oriental carpet special. Moreover, oriental carperts become
more exotic due to their production process in the age of industrialization. However, as
Sarper indicates, the idiosyncracy involved in coffee brewery does not make coffee a
special production. The immediacy of consumption and production of coffee, compared to
oriental rugs, shrink the value of human effort. Coffee enthusiast does favor a technical
virtuoso that remotes himself from the amateur with his perfect prowess rather than a
Ruskinian craftsman who is neither a virtuoso nor an amateur (Sennett, 2009). However,
the subtletyof practices in brewery does not allow a technical virtuoso to come out.
Human labor, then, becomes an obstacle to reach out the potential of coffee bean since it
is not possible for a barista to standardize his efforts in brewery. Therefore, in the logic of
artisary, it is not the human effort put in the production process during brewery but the
quality of the outcome is prioritized. The role of barista is, then, not to perform a
craftsmanship in an automated environment but to function as a communicative tool to
convey the story of coffee bean. Although full automatization is embraced by the
members of the community, craftsmanship of barista and roaster is a required in the

process of roasting and brewing to provide best sensory experience.

5.1.3 Craftsmanship

Third wave coffee culture does not only consists of social interactions between clientele
and barista/owner or people and commodity. It also necessitates another form of
relationship, that is between human and machine. If we were to define third wave coffee,
in a limited way, as farm to cup process that facilitates the burgeoning of a more nuanced
end-product, each step in the production requires a thorough application of methods. If
were are to “extend craftsmanship to all sorts of labor” (Sennett, 2009), every individual
working in the making of high quality coffee should be considered as a craftsman.

However, only roasters will be detailed in here.
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While baristas and their brewery are also acknowledged for their efforts in enhancing
coffee drinking experience by explicating the story of the coffee bean, applying “right”
methods, it’s agreed by all members of the community that the role of the roaster is of
foremost importance for defining the quality of coffee. While Specialty Coffee
Association put some standards for brewing and cupping, most of which works as
reference points that one can play around, roasters are granted absolute freedom.
However, this does not suggest that roasters are bestowed with full creativity and there are
no expectations or limits in order to achieve a desirable taste. If you ask any coffee
aficionado what they think about a cup of coffee from Starbucks, you will get exact same
response : “they roast too dark”. Without getting too technical, Starbucks burn coffee
beans so company get to serve the same cup of coffee all around the world. One does not
need to have craftsman skills to burn the beans. However, in third wave discourse,
roasting becomes a scientific experiment in which roaster uncover a taste profile through

trial and error.

Sennett (2009) loosely defines craftsmanship as “the desire to do something well for its
own sake”. His definition resonates with the motto of coffee aficionados, respect the bean.
The symbolic connection with coffee requires a meticulously conducted operations in
every step. In the initial phase, the roaster should reach out to the right coffee bean, which
is a form of craftsmanship in its own right. This is a performance of taste in which certain
beans are selected among others for particular qualities. Then, roaster as a craftsman
should perform certain practices to discover the aromas of the coffee bean that s/he

reveres. The process described below by the roaster of a major coffee shop ;

I am actually trying to reach and find out the point where coffee achieve its
potential. It’s a little bit try-and-error process and a little bit experience. When I
believe that I found the point coffee achieved its potential, I save that point to the
roasting machine and try to repeat the same process. The rest is a race of
consistency, all I’'m trying to do is to produce a consistent coffee. I try to repeat
the same process which produces a coffee that I like. What we call as the potential
of coffee is this ; in the roasting process, a couple chemical reactions occur,
actually a lot of process but anyway. But in general, it gets more bitter, acidity
increases to a certain point and then starts to decrease, sugars are caramelized at a
particular point and you can get sugary tastes. However, after a certain point, it
burns and starts to carbonize. Caffeine do not get lost but as we roast, coffee gets
more bittery tastes as the other aromas are lost. My job in here is to find the point
where all these flavors and variables are in balance. I mean, it should not be so
bitter to drink or so sour to drink, of course sourness result from the fruit acidity.
Or sugars in coffee are too burned or caramelized. I mean, I try to find the point
where this 3-4 tastes are in balance. And when I find it, I say this coffee is
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balanced and delicious and has a smooth drinking. After that, I usually repeat the
same process. Sometimes when we have new coffee bean, I make five different
roasting sessions, all of which has different approach in terms of parameters. I do
the cupping and plan the production roasting accordingly.

If “craftsmanship is founded on skill developed to a high degree” (Sennett, 2008 :20),
then one way to acquire a particular skill, if it’s not an endowment or innate, is practice.
The process of roasting requires certain technical skills and competences which could be
acquired through certifications and training. However, these programs provides particular
knowledge that can only work in the early stages. As Firat’s detailed descriptions, roasting
demand sensorial and cupping skills, machine control and tampering with parameters to

find the optimum point, all of which are developed through practice.

5.1.4 Taste Regime

It was a rainy weekend evening when I visited Stoltz Coffee in Gaziosmanpasa, a upper
middle class neighborhood in Cankaya. This was my second time in Stoltz since Fatih
held a third wave coffee workshop in there. It was not a third wave coffee in “traditional”
sense since it had borrowed from the elements of Starbucksified consumptionscapes.
Nevertheless, they were committed to offer high quality coffee, mostly purchased
fromFatih’s brands. I have visited Stoltz for a different purpose than tasting their coffee.
They were hosting a comedy night in the coffeehouse. I bought my ticket — a cup of coffee
included — to the show. I had no expectations from the show since the group comprised of
amateur individuals working in banking and defense industry and testing their limits in
another field. However, this was the first time I’ve seen a comedy show in Ankara and I
was curious how it pans out. The audience were mostly urban professionals who have just
gone out work. The jokes were funnier than I expected. As individuals from lower-middle
class background, they were quite critical about their habitus. The jokes were satirical
representations of lower class family life and moments of pride as they reach a higher
position in the social space through their educational attainment. Sometimes it got
political as they criticized political right in Turkey with connotations of religious law and
dictatorship. This was of course happening through the comfort of performing in front of a
highly secular audience. The night went on with laughters accompanied by a cup of
coffee. The comedy show was a regular event in Stoltz Coffee, which I have attended a
couple more times. Stoltz had picked a comedy show among myriad alternatives of
cultural consumption. As I had mentioned earlier in Chapter 4, coffee is an organizing
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product around which a taste regime is created for cultural consumption. Coffee shops are

spaces for comedy shows like in Stoltz Coffee, or theatrical plays or clay workshops.

Taste regimes were defined as “a discursive system that links aesthetics to practice” (Arsel
and Bean, 2013). They provide shared meanings which are disseminated through various
actors to the practitioners and govern an individual’s practices (Arsel and Bean, 2013).
The role of taste regimes have been examined in different fields such as domestic
consumption (Arsel and Bean 2013) and religious communities (McAlexander et al.
2014). In the field of third wave coffee, taste regime can be observed in three categories.
On the one hand, third wave coffee provides the guidelines what constitutes a “good”
coffee by excluding particular types. On the other hand, side products that are offered in
the coffeeshop fosters an organic food consumption. Moreover, coffeeshops become

venues for particular cultural consumption practice as mentioned earlier.

My second visit to Stoltz Coffee was for a special occasion. Fatih was giving a third wave
coffee workshop with a barista working in his coffeeshop. Fatih was a prominent roaster
located in Izmir and providing training and roasted coffee beans to coffeeshop. This
particular workshop was about the history of coffee, specifically what third wave coffee

is. Elaborating on the second wave coffee, he moved on the third wave ;

What we are trying to achieve in third wave coffee is to offer right coffee, to tell
right coffee and provide the taste of what we afford. How did we move away from
second wave coffee ? Because they got too commercial. What was the main
product have become the side product. People were serving pizza and spaghetti in
so-called coffeeshops. They lost respect to coffee bean. So, third wave coffee does
not mean these brewing tools, kalita or v60. Third wave coffee is an ideology. It is
quality coffee, the way that coffee is served, the knowledge of barista. A good
third wave coffee shop serve high quality beans, presents it well and possess a
particular kind of knowledge about coffee. It is more ideological and yes, they
earn less compared to other coffeeshops. Nevertheless, it has better servicescapes.

The third wave coffee draws a sharp distinction between second and third wave coffee
movements. Third wave coffee taste regime favors coffeeshops that have devoted
themselves to coffee by engaging in particular consumption practice, such as picking high
quality coffee beans, as well as acquiring coffee related knowledge and its transfer to
consumers. This dedication also necessitates forsaking the commercial benefits, at least to
a certain degree, for not to lose their respect for coffee. The third wave coffee taste regime

offer shared meaning that govern the practices of individuals (Arsel and Bean, 2013). The
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meaning of respect constitutes a common ground for these individuals which leads to
particular actions such as light roasted coffee and restrict others such as dark roasted
coffee. However, the taste regime that favors “quality” in coffee is extended to other

product lines that are offered in these coffeeshops.

There is a growing tendency towards organic food consumption (Locki et al., 2002;
Vindigni et al. 2002). Individual motivated with health and safety concerns or political
and environmental reasons are drawn to organic food consumption. While this can be a
form of ethical consumption in which one performs the ideals of citizenship and
consumerism, a rather paradoxical one that prioritizes consumerism (Johnston, 2008),
organic food consumption can also be motivated with convenience and simplicity
(Hartman and Wright, 1999). The second component of taste regime in third wave coffee
is the encouragement of organic food consumption. While coffee is the main product in
third wave coffee shop, consisting almost 80% of the menu, side products such as
cheesecakes or brownies are also offered. Similar to coffee, artisan nature of these
products are indicated. All coffeeshops manufacture their side products in-house with an

emphasis on healthy and organic food.

The consumption of organic food is an extension of third wave coffee regime in which
coffee is produced in line with the artisan logic. That is, the production method as well as
the ingredients used in these products positioned in contrast to mass-produced and
industrialized food. Berkay’s description encapsulates how third wave coffeeshops

develop their menu ;

Personally, I’'m trying to serve the best quality
coffee beans and food under this roof. For
instance, we produce all our desserts in-house
with no additives, everything is daily
manufactured. No gelatin, no crystallizer. It’s
the same way when your mom makes a cake
for you.

Figure 7 : Deniz’s Instagram Post
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The analogy proposed in Berkay’s narrative that their menu resembles mom’s cooking is
quite prevalent among informants. Another example can be seen in Deniz’s Instagram
post (see Figure 7) in which she says “pumpkin sauce by the hands of mom”. The
implication through constructing such an analogy is that the side products offered in the
coffeechouses are prepared contain natural ingredients that is not harmful to one’s body.
Therefore, the organic food consumption is related with the process (Locki et al. 2002)
through which end-products are produced. These consumers are motivated with health and
safety concerns and choose to not consume mass-produced products. While taste regime
covers particular types of consumption practices related to food, it also touch upon other

domains of cultural consumption.

As discussed earlier, third wave coffee shops are shaped by the values of artisan owner
motif (Thomspon et al, 2006). Artisan owner is also the articulator of a taste regime that
governs the consumption practices performed in the coffeechouse. The taste regime is
disseminated through particular events organized in the coffeehouse, which are shaped by
the taste of artisan owner. Therefore, one needs to understand the dynamics of taste in
order to grasp the arrangement of consumption practices around coffee. The role of
cultural capital in shaping consumption practices has long been examined (Bourdieu 1984,
Holt 1998). As individuals with high cultural capital, these artisan owners in third wave
coffee shops select particular practices through which they can perform self-exploration
and creative activities (Holt, 1998). Most artisan owners organize specific activities such
as clay workshop or theatrical plays in their coffeeshops. They also possess cosmopolitan
taste (Holt 1998) such as arranging a jazz concert in the coffee shop one night in every
week. The taste regime in third wave coffee disseminated through artisan owner is not
only a way of transforming taste into practice but also a way of distinction (Arsel and
Bean 2013).ilhan’s comments are quite illustrative how consumption practices that he

performs and are organized in his place create symbolic hierarchies among individuals ;

Aesthetic is a part of our lives, you cannot live without it. Our roastery, for
instance. We listen to music, or watch movies. You should have this kind of
feelings in life. But they are all esnaf out there. You can’t communicate with
them. Whatever you do, you should have some kind of elegance. Why do you
think Uber got so popular here ? Because taxi drivers are jerks. You get into a taxi
and they insult you. He is a rude man. No aesthetics, no kindness in their lives.
We don’t have these in Turkey. Why ? Because they don’t read, don’t follow the
world. There should be something in life that touches you. That’s what I mean.
You can read novels, or listen music. But no, nothing! They watch tv, waste their
lives in cafes. Rude and shallow.
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[lhan’s roasters which he later turned into a part-time coffeeshop is a material
representation of particular pattern of taste. He now covered the wall of history with jazz
musicians and organizing movie nights, record days, and second hand sale along with
cupping. Coffee consumption was accompanied by a constellation of cultural consumption
practices. Therefore, artisan owners who have high cultural capital favors third wave
coffee which possess authenticity with its artisan nature and forms a cultural consumption
pattern that enables self-expression and self-actualization, and constructing cosmopolitan
self (Holt, 1998). Ilhan’s narrative also manifest how social boundaries are generated
through taste. He differentiates himself from an esnaf by possessing aesthetic sensibilities
that esnaf does not have. Overall, third wave coffee itself becomes a taste regime in which
certain kinds of coffee are favored and others are rejected. The artisan owner who has a
particular taste in coffee as well as in the other domains in cultural consumption construct

a taste regime which shape practices performed in and around coffee.

5.2. The Logic of Anti-Corporatism

5.2.1. Structuring Effects of Multinational Companies on Taste

In every interview or during the workshops, I asked everyone this question “ Why do we
have third wave coffee and such an emphasis on quality ?” Sitting in the garden of a
coffee shop with a minimalistically designed architecture, people were enjoying
themselves as they were taking a sip of freshly brewed coffee. Sarper and I were having a
conversation with coffee that he brewed for us. I asked this question to him and he

replied;

Why specialty coffee ? We have been sold something as coffee that does not make
sense at all. Especially Starbucks and Nestle. I’'m just going to give you an
example from Starbucks, the way they roast. During roasting, all the sugar burns
andchocolate and caramel aromas come out. If you roast coffee bean to a certain
degree, it’s all the same then. You can’t find any difference between coffee
beans. No apple, lemon, orange aromas, it’s all gone. All you can get is chocolate
and nuts. That’s what Starbucks do. That’s where the quality coffee steps in. It
says this is not coffee, it’s not something bitter that we can only taste chocolate
and nuts. It has variety in it. SCA has flavor wheel, they compared it to wine
mostly. Wine has around 800 aromas while coffee has 2000. So, coffee is not
something like that.
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Sarper voices the same concern that all informants share. The emphasis of quality in third
wave coffee is based on a questioning the structuring effects of transnational corporations
on taste. The roasting process of Starbucks, or second-wave coffee in general, is a
McDonaldized process (Ritzer, 1998) in which coffee is produced through rational and
controllable procedures where the end-product is predictable. On the contrary, roasting
and brewing in third wave coffee is perceived as an artisan process in which coffee is
roasted through trial and error method to find the optimum profile that provides the best
sensory experience. In this sense, coffee consumption in third wave becomes a struggle
for consumer subjectivity that is positioned at the exact opposite of second wave. The

excerpt from Ceyda’s interview illustrates this antagonism ;

People were bored, a world without specialty coffee is very boring. A world with
commercial and conventional coffee is boring. It’s just already grinded coffee
bean with chocolate and nuts flavor, maybe an Ethiopian with a little acidity and
floral notes, but that’s all. There is no element of exploration. You don’t have that
opportunity in commercial coffee. But specialty coffee is not something like that,
it’s colorful with its pictures and story. You can sit and talk with the barista for
hours like a bartender. Of course, with a good barista.

The interpretation of specialty coffee as an exploration activity and commercial coffee as
boring was a common theme in the informants. As in Arsel and Thompson’s case (2004),
commercial coffee is identified as boring and humdrum experience in which a
standardized taste is offered throughout the world whereas specialty coffee enables a
sensory experience that can change with brewing methods, the prowess of barista and
roaster, and the biography of coffee bean. The exploration of different aromas also paves

the way for more experimentation in brewery.

Based on brewing, we can have really different profiles. I was watching a contest
lately, I guess it was 2015 or 2016 Aeropress world championship. Usually, the
degree of grinding in aeropress is approximately between the ones in espresso and
v60. It leaves slimmer granules. But the guy in the contest grinds in french press
standards, a very thick one. He uses 30 grams instead of 14-16 grams. And A
liquid coffee comes out from aeropress but he diluted coffee by adding water.
However, this is a completely different profile. If a barista or a coffee shop owner
in the coffee shop prepare coffee with this profile as the customer watch, he would
be lynched. “What kind of a coffee shop owner or a barista are you ?” they would
say. Because we have some norms that people do not want to break. You should
use l6grams coffee with 250 grams of water in V60. Ok, we have standards in
here but there are also different profiles. We don’t have the same profile in every
coffee bean, all have specific features. This is what makes specialty coffee lively.
Because you get to know every coffee bean in a different way.
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While Specialty Coffee Association, competitions organized by SCA, trainings and
workshop organized at the local level are sources of information flow for future baristas
and roaster or coffee enthusiast. While these organizations and activities have structuring
effects on coffee consumption and production as well, they stay at the level of
recommendations. These standards may or may not optimize the sensory experience, and
yet provides a quantitative guidelines for brewing. The experimental and explorative
nature of coffee is achieved through the rupture from the taste structuring effects of
corporations which is initiated by an ontological questioning on what coffee is and what it
should be. However, anti-corporate discourse does not remain limited with taste but also
extends to trade relations between producing countries and corporations and their effects

on these locations.

5.2.2. Direct Trade as Market Reform

Anti-corporate movements have resurged with the dawn of new millennium. Multinational
corporations have been targeted by social activists with political, economic, social and
environmental motivations. Crossley (2002) provides a framework to understand anti-
corporate movement by examining the actors and actions involved. His protest iceberg
consists of two protest categories varies in terms of visibility and two actors, which are
social movement organizations and adherents and constituents. The last category, that is
useful in our case, were defined as people who are sympathetic of anti-corporate
movement that support the cause through different forms of practices. In this sense, these
consumers adherents of anti-corporatism through engaging in consumption and production

practices that present an alternative to the existing system of relations.

Coffee industry has no distinctive trade and production relations than other commodity
markets. It is highly dominated by multinational food corporations and trading companies
located in the global north who has the authority in the management of production,
processing and distribution (Smith, 2013) As Clairmonte and Cavanagh (1990) noted, in
specific markets, coffee market has concentrated in the hands of Nestle and Philip
Morris/General Foods who controls the most of the instant coffee market. The anti-
corporate discourse of third wave coffee market actors are manifested in consideration of

market concentration and dominance among a handful of corporations.
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A descriptive video titled as “What’s coffee?” was posted on one of the most clicked
Youtube channels in Turkey. A barista with long hair and beret on elucidated third wave

coffee as follows;

We hear everywhere that there is a brand new movement called third wave coffee.
It was born out of resistance towards second wave. And direct trade is the best
exemplification of this. I mean, purchasing coffee directly from the producer,
roasting and make it to the cup, I mean this is something very valuable. I think I
call this a revolutionary process in which we can take this business from the hands
of some cartels. Third wave steps in at this point, “fuck the system”. Because it
does not matter how many stores you have, to serve with quality coffee is enough
I think.

In his narrative, a counter cultural movement was being formed around an idea of
monopolizing strategies of global corporation in coffee trade and emphasis on quality over
quantity. While such an optimistic and passionate description of the objective of third
wave coffee may or may not represent the position of all market actors, it would be
helpful to trace specific anti-corporate discourses in third wave coffee and its stance on the
nature of trade relations. anti-corporate discourse emerges in the trade relations between
multinational corporations and producing countries. Ethical consumption and commerce
become an expression of anti-corporatism. In the following passage, ilhan, as a directly
traded coffee distributor, frames how third wave coffee has a distinct operation compared

to conventional coffees;

Cafe Zamunda, for example, works with direct trade and if you get your coffee
beans from me, it si like working with direct trade. At least, you don’t get it from
big industrial and international companies. We have big food in coffee as well,
Nestle is a big food company, Lavazza, Tchibo as well. These companies are big
coffee importers, they sell green beans. Nestle gets almost 20% of the market,
People get coffee beans from this large coffee importers and become a part of how
they do business.

Direct trade, in ilhan’s vision, functions as a market-reform (Jaffee, 2007) to provide
better conditions to the producers for conducting business while operating within capitalist
system. Direct trade and ethical commerce, then, become antipode of corporate way of
doing business that is associated with low prices paid coffee producers, exploitation and
predatory business practices. A concrete example of how transnational corporations are
perceived by these consumers comes from Ilhan’s Instagram post in which he shareda

documentary about dispossession of Ugandan coffee producers who were living there for
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generations and have a claim in the land but evicted by a giant Germany coffee company

who wanted to build a coffee plantation in the area. Ilhan noted that ;

Aren’t we too late to understand that specialty coffee is not just a matter of quality
? Besides, all roasters and coffee shops should confess themselves that they have
failed in terms of quality as well. But it’s time to be involved in an ethical and
more humane commercial activity, in addition to our search for flavor. They are
dependent to each other. Maybe the solution is not the concrete steps of roasters
but end users should be more conscious on the subject and put some pressure on
the roasters. After all, roasters and coffee shop owners are happy with the surplus
value through selling coffee for high prices, which they paid a dollar to the
producer. It’s a matter of moral consciousness to take part in this crime by
purchasing coffee beans from companies like Neumann group or its counterpart in
here, Interamerican coffees. What you have seen in this video does not only occur
in Uganda but also in Rwanda, Burundi, or somewhere else. Don’t be a mere
spectator I would say.

Roasters as individuals and coffeeshops as brands represent a constellation of values as
corporations like Starbucks do. In his account, transnational corporations are associated
with predatory practices that vandalizing producing countries to pursue more profit.
However, ideological incompatibility (Lee et al.,2009) and questioning of capitalistic
system (Penaloza and Price, 1993) led him to perform consumer resistance towards
transnational food companies. This occurs both at level of anti-consumption and
denouncing their business practices and opting for direct trade as an alternative form of
trade. Internet, in this respect, works as a mechanism to convey anti-corporate messages
and mobilize people. However, Internet is not the only site used for such purposes.
Another venue to propagate anti-corporate discourse is workshops organized by roasters.
In a third wave coffee workshop I attended in Kizilay, which is an another hub for coffee,
a question come up regarding the prices of coffee beans and why particular coffee beans

are more expensive.

It’s not always about quality. It does not mean that a 34 TL coffee bean is better
than 20 TL coffee bean. One of the reasons is that farmers are paid more and they
should be.

As the workshop continues, operation of direct trade and other forms were elaborated by
comparing the benefits of direct trade and ills of corporate production relations. In this
view, workshops, then, do not solely function as a consumer education tool in which new
consumption practices are made, but also morally shaping experiences where distinction
between “the good” and “the evil” are created. However, while these adherents were
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perceived as vital sources for global anti-corporate movements (Crossley, 2002), anti-
corporatism of the actors involved in third wave coffee is contradictory in itself. None of
the informants showed particular resistance towards Starbucks but appreciated its market-
creating role. Their negative attitude against Starbucks is based on a distaste for
theirstandardized and low-quality products. The passage below illustrates how Starbucks

is perceived among coffee aficionados ;

We have them fortunately because if we haven’t, especially for Turkey but also in
the world, we didn’t have coffee as we know it. They have a significant part in the
story of coffee. We are a tea drinking country, 6 kilos per person. Coffee was
around 400-500 grams but now reached to a kilo, I guess. But If we didn’t have
Starbucks, coffee would not be so widespread. However, I have to say that they
make bad coffees, nothing can be done. I'm glad we have them, especially for
countries like Turkey, third world countries I mean, to make coffee culture more
popular. But their coffee is bad and other beverages are too unhealthy.

As Deniz strikingly voices, third wave coffee appreciates Starbucks and perceives it as a
school that formed a coffee market, taught its customers how to drink coffee and paved
the way for further development in coffee consumption. The company is seen as a pioneer
and a step in the evolutionary process of coffee consumption. As in Deniz’s case,
Starbucks is criticized for its poor quality coffee whereas its marketing strategy is not

questioned, even approved.

5.2.3. Coffeeshop as Spaces of Freedom

Anti-corporate discourses are not only limited to the field of consumption but prevalent in
the other fields of social life. Already politicized through their consumption practices, they
were politicized about the effects of corporate life in their personal lives. The last common
theme in the anti-corporate discourse is the erosive and delimiting effects of corporate life

and perception of unconventional entrepreneurship as a panacea.

If we are to examine the sample profile of coffee shop owners and roaster, all biographies
intertwined in a single moment in life when they decide on quitting their corporate jobs
and follow their dreams, opening up a coffee shop. However, this dream should be
analyzed in relation to political and economic context. Only such an inquiry would be

helpful to comprehend the attractiveness of entrepreneurship.
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In a warehouse located at the outskirts of Istanbul, I was surrounded by roasting machines
with various capacities, brewing tools and sacks of coffee beans waiting to be transferred.
Accompanied by the smell of freshly roasted coffee beans, Seving was telling me the story
of how she decided quitting her marketing and public relations job and got into coffee

business ;

I had a cup of coffee in US, I’m not really exaggerating it, | had a cup of coffee in
US, in a coffee shop in the West coast San Francisco, that espresso mad me feel
like I should do this business. Because I have never tasted something like that, I
had no clue that espresso could be something like that. After we get back, I
decided to, like in a second, end my corporate life and I left everything, all my
career, and started to work for peanuts as a barista. After a while, I had partnered
with a roaster but we couldn’t make it. The reason was that I had some moral
resolutions when I was leaving corporate life, like, it was about being more human
by getting away the brutality of corporate life. I decided not talk with anyone that
I don’t want to, for example. I don’t have to do that, to talk to someone or be in a
relationship because I have to.

Can you elaborate on the brutality of corporate life ?

I always say this, I started working in 2002 in a full time position . I guess we
caught the last period when business life was more decent. When I first started, I
was in marketing and public relations as I said. When I first started, when you do
your job in a decent way, I mean, with the right product in the right time with a
right marketing and public relations strategy, you could find yourself a place in
the market and you would be successful. But business changed as Turkey
changed. The conditions of business life has changed, we have more competition
now. Because a new generation of graduates has arrived, new global companies
entered the market, and the companies that we call multinational are acquired by
funds. And now, people have to struggle to stay where they are now. Because it is
not considered as reasonable to start in a company and stay there for 20-30 years
and then, retire. My husband works in human resources and when he’s reviewing
resumes, he says like it’s frowned upon if you are in the same company for 10
years. In this environment, as world and Turkey changes, people change as well.
They become more cruel and merciless. We have companies and business people
that take shape with the political conjuncture. Therefore, you are put in a position
where you have to stick by some actions that you would not do personally. For
example, Gezi protests was a huge turning point for me as it made me question my
position. I said like I’'m here and I’m there but what am I doing ? The things you
serve and stand against is the same thing and you are a part of this system. When
all things add up, corporate life transformed into something that cruel people were
hurting each other on purpose, they were shedding blood looking in my eyes.
Because the only way to be more successful, to make more money, to be better is
through hurting people, clean the floor up with and crush more people. Being
successful or performing a decent job does not make you good. You have to
respond the attack coming towards you in the same degree and tone. If you don’t
do this, you get hurt. At this point, you have to decide. You can stay in the system
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and become one of its parts. Or you can protect and pull yourself in here. I didn’t
want to be on the other side because it makes you more cruel and corrupt as time
goes by. I mean, you can’t feel anymore. Someone attacks you and you respond in
the same way and you find yourself doing it in a moment. This, if you have
something one your left side of your body, harms you and makes you physically
sick.

In Seving’s account where one can detect the effects of global and local contexts , a
pattern emerges that is common among informants. On the one hand, these consumers
develop a strong interest in coffee through a business trip abroad or a YouTube video on
brewing methods. The encounter with specialty coffee was followed by purchasing
necessary tools for home brewing and ordering coffee beans from different roasters. As
they get passionateabout coffee, competencies and knowledge are developed (Guercini
and Cova, 2018), which leads to innovation (Martin and Schouten, 2014). On the other
hand, informants get critical about ruthless conditions of work life, which should be

investigated under the hegemony of neoliberalism.

With an average age of 40, these people launched their careers around a time in which
neoliberal policies have resurged with the newly elected government. In a global political
context in which bureaucratic organization structure of past century were replaced by
more flexible and short-term oriented corporations who does not provide long-term job
security and trust among employees and between organization and employee (Sennett,
1998), they were disappointed with what they faced. As Jean Comaroff and John
Comaroff (2000) contend “neoliberalism aspires in its ideology and practice, to intensify
the abstractions inherent in capitalism itself; to separate labor power from its human
context, to replace society with the market, to build a universe out of aggregated
transactions”. In a context where the actions of individuals become market transactions,
these individuals challenge the alienation and potential of moral degradation caused by

neoliberal discourse.

As people who are passionate about coffee and disgusted by the effects of these ideologies
on them , they embarked on an unconventional entrepreneurship that connects
professional and personal lives by embedding passion that makes personal life more
meaningful into professional life (Guercini and Cova, 2018). They have created spaces of
freedom in these coffee shops where they perform and create something valuable for

them, have autonomy in their lives and avoid the ramifications of work life shaped by
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neoliberal discourse. Therefore, they have broken their routine by quitting their corporate

jobs as well as the routine in the practices of consumption that was brought by Starbucks.

5.3. The Logic of Social Entrepreneurship

The literature on social entrepreneurship has provided plethora of definitions the concept
within the last two decades. While the social entrepreneurship literature focused on how to
define the concept (Peredo & McLean, 2006) and how it distinguishes itself from other
forms of entreprencurship, a consensus could not be reached except that social
entrepreneurship has “an ability to leverage resources that address social problems”
(Dacin et al., 2010) While some definitions recognize the non-profit aspect of social
entrepreneurship (Lasprogata & Cotten, 2003 ; Dart, 2004), these definitions neglect the
economical resources that are necessary for creating social value. In the light of these

discussions, the definition of Hibbert et al. (2005) prove useful ;

Social entrepreneurship can be loosely defined as the use of entreprencurial
behavior for social ends rather than for profit objectives, or alternatively, that the
profits generated are used for the benefit of a specific disadvantaged group.

Their definition emphasizes generating economic resources to utilize these resources in
pursuing social motivations. In other words, social entrepreneurship sets itself apart from
conventional entrepreneurship by promoting social change as its primary goal while
utilizing business principles (Dacin et al.,2010). Within the actors involved in Third wave
coffee market, there are two different themes that resonate with the logic of social
entrepreneurship. The first one is leveraging bargaining power of farmers through

agricultural education, and the second is fair/direct trade as injustice alleviation.

5.3.1. The Bargaining Power of Farmers

To comprehend the role of farmer education in coffee industry, we need to understand the
quality coffee itself, how coffee trade occurs and the relationship between coffee and
farmers in the first place. First of all, the quality of coffee implies the significance of
particular inherent and external factors that shape the material attributes of coffee
(Daviron & Ponte, 2005). These attributes consist of coffee bean type (Arabica and
Robusta), climatic and geographical conditions, labor procedures (harvesting and

processing) and packaging. The inherent quality of specific coffee beans are protected
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through these external procedures like harvesting and processing. These material attributes

also generate the difference between commercial and specialty coffee.

Secondly, while the efforts of fair and direct trade bestow farmers a commercial advantage
in terms of coffee prices, an asymmetry in power relations producers and institutional
actors. Roasters in specialty coffee sector makes small scale purchases in line with their
business operation whereas most of the coffee beans are sold to big food companies and
coffee importers. Even though direct trade is a trending form of sourcing, coffee roasters,
except the ones with considerable economic capital, purchase green beans from global

north coffee importers that use direct trade as a method of transaction.

Finally, Hopkins and Wallerstein (1986) define commodity chains as “a network of labor
and production processes whose result in a finished commodity”. However, there is a
discrepancy in knowledge as the commodity partake in complex, long-distance flows
(Appadurai, 1986). Production and consumption are the two categories of knowledge
(Appadurai, 1986). Third Wave coffee brings together the knowledge of production
andknowledge of consumption, particularly for roasters. However, since coffee is not
consumed by most of the producers (Daviron & Ponte, 2005), there is a discrepancy in
knowledge of production and knowledge of consumption. Therefore, producers don’t have
much information about the transformation that coffee beans go through after they are
sold off. As green bean buyers, roasters, trainers hold both these sorts of knowledge,
coffee producers should be informed about how production and harvesting processes

could affect consumption.

Ceyda and Seving, two roasters located in Istanbul, frequently visit coffee origins. While
these visits can be related to coffee bean selection, it is also about education of farmers. In
May 2018, Ceyda posted a photograph on Instagram with Ethiopian farmers saying that
“As being AST (authorized trainer) and Q Grader, I also believe that we can help and
improve the skills of the producers, cuppers and our coffee partners by bringing the right
knowledge to the origin.”. Seving, her business partner, elaborates how these trainings

function in the interview ;

So what are we doing ? We try to go coffee origins as much as we can, with the

money we made from coffee, to the extent that we can afford. We train producers

and farmers about harvesting and methods of processing. I always give the same

example to everyone. You can’t explain a farmer in Turkey how to harvest. If he
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is producing nuts, he knows them much more than we do. He is the best. But in
Rwanda, this is not the case because they don’t drink coffee up there. Because he
has no idea what that product turn out to be in the hands of others. He doesn’t
know what coffee eventually will be. So, he just collects the product and sell them
to dealers. It is the white man who does the commercial business in Africa. It’s
not the villagers (...) They sell the coffee beans — pay like 30 cents per kilo and
sell them sometimes more than a couple hundred dollars if it’s a nice coffee bean.
But if you go there, to the farmers, and teach them the right way of harvesting
and right way of processing, you can increase their income. Indirectly, of course.
(...) So, if you can get good quality coffee bean, you can get better prices.

In a business environment in which specialty coffee is more expansive than commercial
coffee, producers lack knowledge of consumption and power in the conduct of business,
these trainings are crucial for social and economic well-being of producers as they
increase their earnings. However, such practices does not pose a threat to the existing
modes of trade relationships, nor does it embody a capacity for resistance. Nevertheless,
these people struggle to enact change through providing complimentary agricultural

education.

5.3.2. Fair / Direct Trade as Injustice Alleviation Method

Fair trade is an alternative approach through which producers are empowered by being
paid fair prices for their products and communities of these producers are socially,
economically and environmentally ameliorated (FLO, 2005). The formation of
international fair tradecoffee is brought on by the termination of International Coffee
Agreement’, which was called as neoliberalization of coffee by West (2010), formation of
oligopolies and loss of control of exporting countries (Lyon, 2006). While fair trade is
seen as a failure by some to bring social justice, direct trade proposed another mode of
relationship in which roasteries built direct relationships with farmers by eliminating
middlemen and certification systems that fair trade brought. Nevertheless, both methods
favor to pay higher prices to producers that will benefit the socioeconomic conditions in

these countries.

Most of the roasters and coffeeshop owners that I interviewed with work through direct
trade relations. These people visit coffee origins, build relationships with farmers and

engage in coffee selection process. However, as many have noted, direct trade necessitates

®International Coffee Agreement is signed first on 1962 between producing and consuming countries to
arrange coffee prices and national quotas.
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a considerable amount of economic capital. Roasters and coffeeshops that work through
direct trade makes regular visits to the origins and purchases in large batches. As a small
coffeeshop owner or a micro-roaster, direct trade is economically impossible for various
reasons. They usually make small scale purchases around 1 or 2 kilos per month and can’t
afford to visit geographically dispersed coffee origins. This does not mean that the logics
of commerce superseded the logics of social entreprencurship. These individuals, on
principle, work with importers and roasters that obtain coffee through direct trade.
Creating a social value through direct trade relations, or at least opt in by purchasing and
selling direct trade coffee, is the core principle. ilhan’s point on the role of third wave

coffee on the amelioration of social conditions provides a good example on the subject ;

I mean, if you are going to get industrial coffee beans, paying producers a dollar
for a kilo, defected, full of bugs, an unethical coffee, and if you are going to
package it in here, adding value to a dollar worth coffee bean and sell them for
200 dollars, this is commercial corruption. What we are trying to do in here is to
contribute the tragic conditions on producing countries. To pay it back in the first
place, and increase the quality of their life. (Ilhan)

In Ilhan’s narrative, ethical commerce is the pillar of third wave coffee. In this sense, third
wave coffee itself becomes a form of social entrepreneurship in which social value is
generated through business principles. Specialty coffee, then, becomes a commodity that
satisfies consumer demands and through which one can make a difference in producers’
lives. Therefore, direct trade coffee becomes an expression of political and ethical
judgments that is positioned against conventional business practices. Social value is
generated through engaging in direct trade relations aiming at improving poor conditions
ofproducing countries. However, the images of producing countries are created for those
who are not capable of directly experiencing these conditions. These images achieved
through “the particularization and personification of ‘the producer’; text which highlights
names, locales and specific practices; and the support of close-up images of individuals
and their apparent domestic and/or working environments.” (Adams and Raisborough,
2008). The following passage illustrates the role these images on mobilizing consumers

who are motivated through “psychic landscape of social class” (Reay, 2005) ;

If a farmer can earn 10 dollars more in the end, this is an important thing for me.
I’d prefer to purchase from someone that pays more. But I am not sure If I can
know that, right ? This is the reason probably why I work with these roasters in
the first place. I know there are roaster who get coffee beans from big importers
with big amounts and then roast them. But I prefer roaster with micro business
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operations. This is because they work with fair trade. I want farmer to earn more.
Ceyda makes frequent visits to coffee origins, for instance. They have just gone to
Rwanda, they’ve gone South America. She posted a video on Instagram, a video
with kids, which was amazing. They are so hungry and so poor that I couldn’t
believe it. So, I prefer to purchase coffee beans from these people and make
business with them.

The portrayal Deniz shares here is what Paige West (2012) called the virtual image of
primitive farmers which suggest that as she involved in a direct trade relation with
producers, more equitable living standards will be provided through engaging in political
consumption. Therefore, these consumers undertake a social mission whose objective is to
“dismantle the abuses of capitalism” through market breaking strategy (Hartmann, 2011)
and emancipatory political projects (Giddens, 1991) through utilizing direct trade

relations.

5.4. Decommodifiying Practices

Third wave coffee embodies practices of decommodification through the discourses of
artisanry, social entrepreneurship and anti-corporatism. These coffee aficionados form a
symbolic relationship with coffee and reverse the commodity logic of mainstream
coffeeshop in which coffee turned into fetishized commodity, in classical Marxian sense,
that conceals human labor required to produce it . These practices involve (1) forming a
connection with the food over their relationship with the farmers and (2) making coffee an

extension of him/herself.

Third wave coffee share some similarities with community supported agriculture (CSA)
consumers studies by Coskuner-Balli (2007) and Thompson in terms of practices of
decommodification. In their account, the most significant aspect of transaction, which is
encouraged by CSA ideology, is the relationship between customers, farms andfarmers.
While such an application would be impossible or limited in scope since a regular visit to
coffee farm would require a considerable amount of economic and cultural capital, coffee
roasters can act as customer proxies (Lyon, 2007) to build this kind of connection
between consumers and farmers. This does not mean that every coffee roaster is dedicated
to form that relationship. In the following passage, Firat describes his relationship with

food in general ;
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You witness the progress of coffee in some ways. I mean, through one-to-one
relationships. We enjoy forming a direct relationship. It is not only about coffee,
you can also do that for the things you purchase in the market. If you know the
producer of cheese, if you know the woman or men milking the cow, if you know
processes that cheese gone through, how it become cheese, how it is packaged and
delivered to you, then you can connect with the product or food. It will become
more than just food you consume. This gives me a great pleasure in everything
that I eat or drink. That’s what I’m trying to do in coffee, and all people in the
pursuit of quality coffee actually do this in a way.

Besides financially elevating farmers, direct trade has the advantage of eliminating the
separation of production and consumption. It can be in the form of visiting coffee origins,
contacting with farmers or cooperatives, and working with large green bean importers
who works through direct trade. Therefore, being familiar with the producers and how
coffee is produced in the farmyard makes coffee more than a commodity and facilitate a

profound relationship with the food one is consuming.

While direct trade from the producers facilitates the decommodification of coffee by
familiarizing consumers with the production side, identification tags on coffee packages
makes them emotionally attached to the producers. All specialty coffee packages involves
material information like country name, region, farm, name of the farmer, variety,
processing method, and cupping notes. However, some coffee roasters share the story of
the farmer and coffee bean with their clientele. The identification tag can show the picture
of the farmers and their story, in which conditions they are living in, family life, etc.,
which makes consumers and coffee shop owners establish an emotional attachment to the

producers through identification tags.

Third wave tells you a story actually. Look, this coffee is produced in that farm in
this decare by joe and his sons. And you are in this business and in a way you can
picture these images. For instance, probador gives with the cupping notes,
photographs of farmers and families. This is amazing, you can feel that so much
labor involved in this process. And when you think about trade relations in that
regions, especially exploitation in Africa, in what conditions they produce coffee.
I’'m impressed with these images since I’'m in the business, as someone who
drinkscoffee. But I don’t know how the others think. I’'m sure roaster feel it as
well, but the importer must be impressed.

While familiarity with the producer and emotional attachment with them are the practices
of decommodification that are conducted over their relationship with farmers, another
practice of decommodification making coffee one’s own through transforming purchase

into production. While coffee beans obviously collected and harvested by farmers,
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craftsmanship in roasting and brewing transform coffee bean into something else that
makes it distinctive from commercially produced coffee. Roasted coffee becomes an
embodiment of the knowledge, skills and previous experiences of the craftsman.
Therefore, it is detached from its commodity phase. This does not mean that the
commercial value of coffee is disregarded. It basically highlights the relationship between
roaster and coffee. As this relationship grows stronger, the quality of the outcome can get
better as the roaster put more effort, which reflects the economic value of coffee as it
reaches its potential. The recurrent metaphor that I came across in interviews I conduct
and workshops I attended that roasters embrace coffee like their babies. The following

passage illustrates this relationship ;

For example, when I get coffee as green bean, and turn it into something
drinkable, brew it in a cup, when I brew the coffee that I roasted, it’s an ineffable
joy for me. It’s like this ; let’s suppose you have something like a plantation, you
have planted some seed, harvested, etc. And you get your crops and eath them or
cook some food with them. Now, would it be the same if you get some packaged
food from the market ? That gives me pleasure.

5.5. The Logic of Commerce

A customer confused by the availability of coffee types. A coffee shop that opens at 11
am. An overpriced coffee and a muffin. “fly high with your dreams” as a Wi-Fi code. A
brewing session that takes too long. These were the images of Mcdonalds commercial that
caricatured third wave coffee shops. Hebdige (1979) asserts that the style of subcultures
celebrated and ridiculed. However, psychic mechanisms are not the only responses to

subcultures as they poses significant threat to hegemonic practices.

Third wave coffee movement initially formed around the logics of artisanry, anti-
corporatism and social entreprencurship, and therefore, ideologically challenged
standardized and mass-produced coffee which was acquired through exploitative
production relations. However, this does not mean that there are no challenging logics and
practices at work. As Polanyi argued economic relations are disembedded
throughconcealing the social relations in which products are produced. Third wave coffee,
however, disembedded through introducing fair and direct trade. While the logics
embedded in third wave coffee led to decommodification, a process of commodification
followed as the movement become popular. Therefore, the change in the third wave coffee

market will be analyzed in this section.
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Kronotrop began its career as small coffee shop on a side street in one of the historical
districts in Istanbul. The owner was performing one man show as he was roasting and
brewing. In a short period of time, the first specialty coffee of Turkey enjoyed a great
success and become “an essential Mecca for coffee enthusiast”. As an epitome of third
wave coffee shop where one can get unique coffee beans and taste profiles from a barista
who provides the story of the coffee bean, it would be unusual for Kronotrop not to be
noticed by entrepreneurs and investors. In a couple years after its inception, Kronotrop
was, first, partnered by Istanbul Food and Beverage Group and then fully acquired. After
4 years of its acquisition, Kronotrop transformed into a coffee shop with 8 branches
located in upscale neighborhoods and shopping malls and continue to expand its

operations through franchising and opening new stores in various cities.

Acquisition of Kronotrop and transforming it into a coffee shop chain is basically the co-
optation of third wave coffee movement. Co-optation theory proposes that countercultures
are symbolic forms of resistances that challenged the dominant culture and they are
incorporated into the mainstream by commodifying their practices (Hebdige, 1979, Clark,
2003). Rebellious meanings are stripped away through commodifications and co-opted
symbols that are depoliticized and trendy are left to be consumed (Clark, 2003 ; Schiele
and Venkatesh, 2016). Ilhan’s comments on the transformation of Kronotrop are as

follows ;

You see what happened to Kronotrop ? It’s like another Starbucks. They are
opening stores in shopping malls. It’s not something like that. They have franchise
system. It would be better to stick a bullet in my head to give franchises in
Turkey. This is an artisan business and you should stay small. As you grow, the
quality drops. You cannot control it. It is not an end-product for god’s sake, the
quality of barista determine everything. You should have the best barista and
equipment, but this is impossible. I assume the franchise model would be like this
; they will provide cheaper and less quality beans. They don’t want to get
expensive beans anyway, the guy who buys franchise. They are already roasting
bad coffee beans, and lots of industrial coffee beans. They will do the same in the
franchise system. And what ? People identify kronotrop with quality bean, that’s
what I’'m angry about. They will ruin it. It’s a different and big brand in Turkey.
They could have grown in a different way. I don’t say you shouldn’t earn some
money but it should not be grown as a culture that was pushed into the shopping
malls. So, I’'m against to have so many branches, to give franchise, and to open
them in the shopping malls. For instance, the small kronotrop was a historical
place. They closed itimmediately. It should have stayed but they don’t respect it
anyway. Let it stay there for 50-60 years, that’s the problem. They always want to
grow in a minute and they lose their quality. I don’t expect something like a
Japanese state of mind but it’s very bad in here.
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The cooptation of Kronotrop violated the logics of third wave coffee at multiple levels. On
the one hand, Franchise and branching are controversial issues in specialty coffee market
as one has to keep hold of ownership in order not to gain corporate identity and maintain
the standards offered in the original store. However, those who are acquiring franchise
coffee shops are financially motivated, which culminates in increasing side product
categories. Therefore, The quality of coffee was forsaken through engaging in franchise
relationships and offering low-quality beans by acting with the logic of commerce. On the
other hand, decommodified with the efforts of coffee aficionados, coffee once again
recommodified through situating it into shopping malls where third wave coffee shops
abstain from. Therefore, closing the original store, a small coffee shop located in an alley
where one can directly interact with the barista and roaster, becomes a symbolic attack to
the values and practices of third wave coffee. Yet another tenet of third wave coffee

eroded as the movement popularized.

I think quality coffee is much more accurate and agreeable description. Because it is really
coffee with quality. And the term comes from this ; when you say quality, it actually
describe the quality of the product. Because you get a quality product from farm. It also
define the commercial relationship between farmer and roaster. They engage in farming in
a quality manner, like in the processing methods, and a great product is delivered to us.
Also, the method of transaction has changed. We have direct trade now, like paying more
to the farmers. Some concepts of ethical commerce come into play. That’s what it is more

or less.

IThan provided me with this answer when I asked him a very generic question ; “How
would you define third wave coffee ? “ The response afforded two basic pillars of third
wave coffee ; (1) the quality of coffee bean that is produced through “proper” agricultural
methods, and (2) ethical commerce which enables consumers/producers to enact social
change through their business and consumption activities. The practices and logics of third
wave coffee bear a resemblance to slow food movement, which, for Labelle, would be a
start for delving into social issues and corporate resistance. In this sense, third wave coffee
possess countercultural values in its emphasis on artisanal and anti-corporate practices. As
mentioned before, these countercultural values are the rejection of mainstream and
perceived as a threat mainstream values. Therefore, countercultural values get through a
depoliticisation process. In the following passage, how the definition of third wave coffee

has changed can be seen ;
92



Coffee has indeed a culture, aroma from the earth and nature. And these are all
nice tastes and aromas. To uncover these aromas, these brewery methods come
out, what they called as third wave coffee. How do we penetrate these aromas into
the water ? that’s how they found new techniques. New method in pouring water,
or brewing units like v60, chemex, aeropress. These are all about transferring
aromas to the water. They call this process third wave coffee.

Berkay’s portrayal of third wave coffee is quite unsettling in that the role of direct trade as
a practice of citizen-consumer has been eliminated from its objectives. It is not the nature
of trade relations but the attitude towards direct trade has changed. Direct trade lost its
significance as a sociopolitical method and transformed into “the most expensive way of
purchasing”. Therefore, the political and social discourses in third wave coffee have been
undermined and it is reduced to a style or a practice that has no critical bearing. It seems
that West was quite right when she claimed that “the next decade will be the decade of
coffee accouterments” (West, 2012 :249). As the market grows and new actors penetrates,

social and political discourses have been replaced with more economic understandings.
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CHAPTER 6

CONCLUSION

In this section, I will briefly overview this study. This research aims to explicate the
marketplace logics operating in the field of third wave coffee in Turkey. Moreover, the
interaction between these logics and their hierarchical relationship is examined. The
connoisseurial consumption community organized around coffee have been investigated

through ethnographic method.

In the first chapter, as the motto of third wave coffee , seed to cup — implies, I presented
various practices involved in third wave coffee. Starting from farmers and ending with
consumers, third wave coffee values every practice involved in coffee production and
consumption. From harvesting to drinking, individuals and their practice shape
consumption experience. Even a single mistake or “improper” application in production
process, which is not limited to farmers but extended to baristas, has a severe effect on

the quality of coffee bean.

In the second chapter, I have outlined relevant researches conducted in Consumer Culture
Theory. This section provided literature that have focused only on market-level changes.
These studies have examined marketplace logics, the relationship between marketplaces
actors, consumer identity projects, subject-object relations, marketplace ideologies and
myth. While change is conceptualized in varying degrees in these studies — from
transformative to disruptive, the role of consumer in market-level changes can shift — from

being subject of change to being under the effect of institutional actors.

In third chapter, I have explained the ways of conducting this research. I have adopted
qualitative research technique in this study. A six month ethnography was conducted by
participating coffee festival, coffee workshops to understand the coffee consumption

practices proposed by third wave coffee. As the ethnographic part of the study was
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finished, 15 semi-structured interview has been conducted with coffee enthusiasts who

work as barista and roaster as well as own coffee houses.

In fourth chapter, I have provided details about the field as well as historical processes that
led to the emergence of third wave coffee. Third wave coffee has been embraced by
middleclasses who drew their consumption practices from western contexts. While
picking particular forms of consumption practices, these consumers were embedded in a
global consumer culture. The emergence of third wave coffee is also enabled through the
demands of consumer for quality and taste in coffee as well as changing production

processes and relations of power among marketplace actors.

In the last chapter, I have provided the institutional logic prevalent in the field of third
wave coffee. The logic of artisanry is composed of the motif of artisan owner who shapes
coffeeshop with his/her values and possess field-specific cultural capital, a paradoxical
outlook towards automation, and craftsmanry of roasters and baristas. The logic of anti-
corporatism includes the structuring effects of multinational companies on taste, changing
their exploitative business practices through fair trade, and embracing coffee shop as a
space of freedom. The logic of social entrepreneurship, on the other hand, endows farmers
with bargaining power over dealer and conceptualize fair and direct trade as poverty
alleviation method. While third wave coffee comprise of decommodifiying practices
thanks to these three institutional logics, market-level changes occur with the introduction
of new actor to the field. The logic of commerce is now more associated with third wave
coffee since it is co-opted by entrepreneurs, which not only led to commodification but
also shifted the emphasis of third wave coffee on ethical consumption practices to a bunch

of brewing methods.

Multiple parallels and contrasts can be drawn between the findings in this study and those
of Arsel and Thompson (2004). They have studied the local coffeeshop patrons who have
developed anti-corporate discourses with the political and aesthetic dimensions. The local
coffeeshop culture in their case offers an authentic servicescape that fosters a spontaneous
social and creative encounters among patrons as well as embodies countercultural values
with their product offerings and decoration. However, a key difference between these
studies is that while local coffee shop patrons were interested in an temporary social
experience through which one can draw creative and artistic inspirations, the findings in

this thesis shows that an enduring community is being formed between individuals who
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shares the same passion towards coffee and possess similar consumption patterns. The
community is organized around the proprietor who shapes the coffeeshop with his/her
aesthetic tastes. The study also extends the anti-corporate discourses articulated by Arsel
and Thompson (2004) by claiming that these coffeeshops have become spaces of freedom
in which proprietors reclaim their autonomy which has been captured by corporate

structures.

This study also highlights the role of uncontended consumers in the process of market
change. Scaraboto and Fischer (2013) examined the role of plus-sized consumers who
were demanding greater inclusion while lacking marketplace legitimacy. These consumers
applied institutional logics operating in the field of fashion, publicized their demands and
formed alliances with. Scaraboto and Fischer (2013) have argued that consumer
mobilization occurred through identification with other consumers as well as institutional
actors. While this thesis parallels with their study in that product related dissatisfaction
can lead to market change by the efforts of consumers, it is also claimed that products may
enable individuals to perform class-mediated practices. The market creation of third wave
coffee was not only initiated with the discomfort with the unhealthy and distasteful coffee
offerings, but it is also reinforced by the cultural alignment with the product that allows
self-expression and improvisation and identification with global consumption community

through tastes.

Moreover, this thesis provide insights on the role of consumer innovation on the formation
of new markets. Martin and Schouten (2014) theorize consumption driven market
emergence in which consumer innovation plays a fundamental role in the early stages.
They argued that consumers with particular skills and resources creatively engage with the
product and their practices have led to innovation, which, in the end, culminated in market
emergence. The thesis supports their claim in that brewing and roasting are innovations in
themselves. Each practice entails particular skills and knowledge which are acquired
through home-barista activities of consumers. Being consumers in the beginning, they
have gathered necessary tools and equipments for brewing. The idiosyncratic nature of
brewing and roasting enabled the growth of the market as they facilitated these consumers

to open coffeeshops.

In this thesis, I have examined the third wave coffee market formation in Turkey through

investigating the institutional logic operating in this field. Engaging in consumption
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practices in third wave coffee through ethnography, the dynamics of coffee consumption
have been studied. The initial process of third wave coffee formation occurred with the
efforts of uncontended consumers who were dissatisfied with the product offerings of
second wave coffee companies. As globally connected individuals, a novel form of
consumption practices has been picked up from the West. While thei discontent enabled
profit oriented entreprenecurial activities, it has been reinforced by the cultural alignment
with global coffee community. While coffee provided them a connoisseurial consumption
practice as well as a set of cultural consumption materials emphasizing aesthetics and
cosmopolitanism (Bourdieu 1984, Holt 1998), it have also granted them a way of
creatingan ethical self through consumption (Adams and Raisborough 2008) and solving

the ideological contradictions in their lives.

This thesis examined the third wave coffee market in Turkey through process-oriented
perspective. And questioned how and why it emerged and changed. The third wave coffee
market in Turkey emerged with the efforts of middle class individuals who were deeply
connected to Western consumption practices. While they performed class-mediated
consumption through and around coffee, they were also released from the bondages of
corporate capitalism, which not only create unequal trade relations between nations but
also shape these individual’s morality and restricts their autonomy. While the third wave
coffee market was formed around the logics that prioritize artisanry, anti-corporatism and
social entrepreneurship, the emergence of new actors in the field who were informed by
the logic of commerce shaped the marketplace by mitigating the significance of other

institutional logics.
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APPENDICES

A. INTERVIEW QUESTIONS

Interviewee background

a. Family education and occupation

b. Interviewee education and previous occupation
Interviewee relationship with coffee

a. How did s/he start coffee consumption ?

b. When and how did s/he meet third wave coffee ?

c. Coffeeshop opening process. How did s/he decide ?

d. What trainings did s/he attend ?
Opinions on third wave coffee

a. How it is defined for him/her ?

b. Do you consider yourself as third waver ?

c. Why do you think there is such an emphasis on the quality of coffee ?

d. Opinions on Starbucks, second wave coffee shops, coffee festivals
Coffeeshop

a. Consumer profile

b. How do you reach customersThe relationship with customers ?

c. Are you involved in consulting business ? If yes, elaborate.
Technical details on coffee consumption ?

a. Can you describe roasting, grinding, brewing processes ? How do these

processes enhance coffee drinking experience ?

b. Manuel and automated processes in coffee
Cupping ?

a. How are cupping notes prepared ?

b. How do they standardize cupping notes ? or Is cupping subjective ?
Procedurement?

a. Where do they get coffee beans ?

b. What factor do you consider while purchasing coffee beans ?

c. How do producers affect the quality of coffee?
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d. Opinions on fair and direct trade.
e. Why are particular coffee beans so expensive ?
8) Barista championships ?
a. Who evaluates their brewing ? What criterias do they take into account ?
b. Did you participate any local/global championships ?
c. When did you becoma a Barista ? Did you participate any certified
training program? Do you improve yourself or is it possible ?
9) Coffeeshop details ?
a. Who decided on the interior design ? Name, neighbourhood, music,menu.
b. Any regular activities organized in the coffee shop ? Workshops,
trainings, etc.
10) Expectations ...

a. Where do you think coffee business will go in the future ? Career plans
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C. TURKISH SUMMARY / TURKCE OZET

Bu c¢alisma, Ankara’da yapilan etnografi iizerinden {iglincii dalga kahve pazarinin kurulum
siirecini ve alandaki kurumsal mantiklar1 incelemektedir. Pazarlama arastirmalarinda
giincel bir teorik ¢ergeve olan kurumsal teoriyi ve Bourdieu’nun alan teorisini kullanarak,
lclincli dalga kahve alanindaki kurumsal mantiklari, bunlarin birbirleriyle olan
etkilesimlerini ve zaman igerisinde yeni aktorlerin katilimiyla nasil degisime ugradiklarini

incelemektedir.

Ucgiincii dalga adindan da anlasilacag: iizere kendinden &nceki kahve 6zelindeki tiiketim
pratikleriyle iliskilidir. Ancak kahve iizerine bir tiiketim calismasi yapilacaksa tarihsel
siirecte kahvenin yolculugunu detaylandirmak onemlidir. Kahvenin yolculugunu
incelemek igin Osmanli Imparatorlugu’nda kurulan ilk kahve diikkanlarma gidebiliriz.
Kahvenin bulunus 6ykiisii ¢esitli mitler icerse de genel olarak ilk kullanim alani dini
tarikatlar, daha da kesin olursak Sufiler, olmustur. Kahvenin dini ritiielleri yerine getirmek
icin sagladig fiziksel faydalarin yani sira sosyal ve keyfi faydalar1 da olmustur. Kahvenin
15. Yiizyilda Osmanl tiiketim {iriinleri arasinda girmesi ise yeni bir sosyal kurum olan
kahve diikkanlarinin dogmasina sebep olmustur (Hattox, 1996). Kahve diikkanlar1 daha
cok erkek egemen mekanlar olup kisilerin vakitlerinin ¢ogunu gecirdigi  bulusma
mekanlarina doniigsmiistiir. Ev, kamusal alan ve cami disinda bir ortam sundugu i¢in kahve
diikkanlar1 dérdiince mekan olarak sunulurken (Karababa ve Ger, 2010), Mikhail (2007)
kahve diikkanlarim erkeklerin misafirlerini agirladiklari mekanlar olarak goriip 6zel alanin
uzantist olarak goOrmiistiir. Kahve iizerine yapilan atdlyelerde kahve tarihinden
bahsedilirken Osmanli baglamindan sonra direkt olarak 20. Yiizyildaki kahve tiiketimine
gecilir. Dolayisiyla iiglincii dalga kahvenin sundugu tarihsel anlatida kahvenin kita
avrupasina ve amerika’ya yayilma siireci, kolonizasyon ve firetim siirecindeki giic

iligkileri yer almaz.

Kahvenin dalgalar seklindeki kategorilestirilmesi genellikle kahve kalitesi {izerinden
kararlagtirilir. Birinci dalga kahve diye adlandirilan tiiketim sekli donemsel olarak
1900’lerin bast ila 1980’ler arasindaki zaman dilimine tekabiil eder. Kahvenin Kuzey
Amerika kitasina yayilma siirecine odaklanan birinci dalga kahvenin onciileri Folgers ve
Maxwell House isimli sirketlerdir. Bunlar kahveyi seri iiretim siirecleriyle miisteriye

tedarik eder ve paketleme ve toz haline getirilmis kahve ile miisteriye kolaylik saglar.
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Ancak graniil kahve diye adlandirilan bu kahve tiiri kalite yoniinden g¢ok basarili
bulunmaz. Ikinci dalga kahvecilik kahve kalitesini biraz daha 6n plana ¢ikararak latte,
espresso gibi yeni kahve tiirlerini kahve liigatina dahil eder ve farkli kavurma profilleri
sunar. Ikinci dalga kahveciligin en biiyiik 6rnegi 1971 yilinda Seattle, Amerika’da kurulan
Starbucks’tir. Sirket Avrupai bir kahve diikkanini benimseyip ¢esitli kahve kategorilerini
icinde barindirarak milyarlarca dolarlik gelir elde etmistir. Ancak ikinci dalga kahvenin
problemi, her ne kadar kalite arayisi ile yola ¢iksa da kahve igmenin bir sosyal tecriibeye
doniismesi ve kahvenin ikinci plana atilmasi olmustur. Ugiincii dalga kahve de tam bu
noktada ortaya ¢ikmig ve kahvenin kendisinin takdir edilmesi gereken unsur oldugunu ve
kahvenin tipki sarap gibi karmasik bir iirlin oldugu ve iretilmesinin ve tiiketilmesinin
zanaatkarlik icerdigini iddia etmektedir. Ugiincii dalga kahvecilerin genellikle kullandig1
kahveye “saygi duymak” hem kahvenin biyolojik karmasikligini hem de iiretim
siireclerinde harcanan emegi takdir eder. Kalitenin yaninda ikinci dalgadan ayristig1 bir
diger nokta ise butik isletmeciliktir. Kisaca kendilerini aligveris merkezleri ya da ana
caddeler gibi tiiketim merkezli noktalarda konumlandirmak yerine hem ticari hem de
kiiltiirel kaygilarla daha tenha ve mahalli noktalarda yer alirlar. Butik mekanlar miisteri ve
barista arasinda daha rahat bir iletisim kurulmasini saglayarak farkli bir sosyallik de

kurmus olur.

Son donemlerki kahve tiiketimi Tirkiye’'nin 1980’lerde gecirdigi pazar liberallesmesi
sonucu ¢okuluslu sirketlerin Tiirkiye pazarinda yerini almasiyla yakinda iligkilidir. Kahve
baglaminda Starbucks 2000’lerin basinda {ist-orta sinifin ugrak mekanlarindan olan
Bagdat Caddesinde yerini almis ve kisa zaman igerisinde orta ve daha st smiflarin
tiiketim aliskanliklar1 arasia girmistir. Ugiincii dalga kahvecilik ise Tiirkiye’de ilk olarak
yine Istanbul’da Kronotrop adli diikkan ile 2012 yilinda pazara giris yapmistir. Kurumsal
girigsimci olarak adlandiralabilecek kisilerin kar odakli eforlar1 sayesinde baglayan market
kurulumu ayni1 zamanda orta smif olan bu kisilerin bati tiikketim kiiltiiriiyle olan
etkilesimlerinden bu tiiketim pratigini Tiirkiye baglamina tasimasi ve kiiresel kahve
toplulugu ile begeniler iizerinden 6zdeslesmesi sonucunda gergeklesmistir. Bourdieu’niin
iddia ettiginin aksine kahve begenisi erken toplumsallasma déneminin {iriinii degil daha
sonra edinilen bir begenidir (Manzo, 2010). Istanbul’da baslayan ve daha sonra Ankara’ya
yayilan tiglincii dalga kahvecilik ilk olarak Tunali ve Bahgelievler gibi bdlgelerde
kiimelenmistir. Giincel olarak ¢ogu {igiincii dalga kahve diikkani bu iki bolge disinda
Cayyolu ve Oran gibi yine tarihsel olarak orta sinif mensubu vatandaslarin yasadigi ve

cumhuriyetin kurulus asamasinda sehrin genisledigi bolgelerde yer almaktadir.
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Tarihsel olarak kahvenin biyografisinin incelenmesinin yaninda iigiincii dalga kahve
icerisindeki pratikler de diger dalgalardan farklilik gdstermesinden dolay1 incelenmeye
deger bir diger konudur. Ugiincii dalga kahvecilik tohumdan fincana sloganimi
benimseyerek kahve liretiminden tiiketimine kadar olan biitiin siiregleri dikkatlice inceler
ve Onemser. Bu siirecleri detaylandirmak hem kahve tiiketim pratigini anlamak hem de
tilketici motivasyonlarin1 ve kahveye atfedilen anlamlari anlamak i¢in dnemlidir. Kahve
iiretimindeki ilk pratik ¢ift¢inin ekecegi kahve tiiriine karar vermesidir. Arabica ya da
robusta tohumlar1 arasindan kahve pazari dinamiklerini ve yetistirdigi bdlgenin cografi
kosullarin1 dikkate alarak bir se¢im yapar. Ugiincii dalga kahvede genel olarak arabica
tohumlar tercih edilir. Tohum se¢iminin ardindan ekilen kahve tohumlari kaliteden 6diin
vermemek i¢in neredeyse miikemmeliyetci bir sekilde yetistirilir. Kahve hasati zaman
zaman makine yardimi ile gerceklestirilse de nitelikli kahve tohumlar elle hasat edilmesi
emek gerektiren bir siirectir. Makine yordamiyla toplanan meyveler her ne kadar
ciftcilerei kolaylik saglasa da ¢iiriik ve bocekli tohumlar1 saglikli tohumlardan ayirma
kabiliyeti gosteremedigi icin kaliteyi diigiirir. Hasat edilen kahve daha sonra islem
siirecinden geger. Nitelikli kahve c¢ekirdekleri genellikle 1slak ya da kuru olmak {iizere iki
tiir islem siirecinden gecer. Islak islem su gerektiren bir siire¢ olup her ne kadar daha
nitelikli kahve ¢ekirdekleri iiretilmesine katkida bulunsa da g¢evresel siirdiiriilebilirlik
acisindan daha verimsizdir. Islendikten sonra kahve ¢ekirdekleri adil ya da direkt ticaret
yoluyla kavurucularin eline gecer. Adil ticaret 1970’lerde birgok meta pazarinda
popiilerlesen ciftgilerin yasam kosullarini diizeltmek amaciyla yola ¢ikmis akternatif bir
ticaret agiyken direkt ticaret adil ticaretin getirdigi sertifikasyonlarin hantalligin1 ortadan
kaldirarak direkt olarak {iretici ile iliski kurup aracilar1 ortadan kaldirarak sistemi revize
etmigtir. Tipki adil ticarette oldugu gibi direkt ticaret de iireticilere metalar i¢in daha
yiiksek ticretler 6deyerek yasam kosullarimi iyilestirmektedir. Adil ya direkt ticaretle elde
edilen kahve cekirdeklerinin bir sonraki duragi kavurma odasidir. Kavurma basit bir
anlatimla tatsiz ve aromasiz kahve ¢ekirdeklerini lezzetli bir igecege doniistiirme sanatidir.
Kavurma siirecinin hakimi olan kavurucu belirli teknik ve bilimsel bilgilere hakim
olmakla beraber bir sanatgiin yaraticihigma da sahiptir. Ugilincii dalga kavurucuyu
elindeki malzemeden en iyisini ¢ikarmaya odakli bir zanaatkar olarak resmeder. Kavrulan
kahve cekirdekleri daha sonra sahip olduklar1 tadim profillerinin kesfedilmesi igin
sertifikali tadimcilarin eline geger. Kendi igerisinde belirli ritiielleri ve protokolleri olan
tadim etkinligi sadece belirli sertifika sahipleri tarafindan gergeklestirilir. Kahve
cekirdeginden alinan tatlar daha sonra kahve paketlerinin iistlerine yerlestirilecek tadim

notlarmi olusturur. Demleme tadimdan sonra gelen agamadir. Bu siirecte kahve sicak su
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ile bulusturulup igime hazirlanir. Kahveyi demleyen kisi olan barista da tipki kavurucu
gibi elinden gelenin en iyisini yapmakla yiikiimli, kahve c¢ekirdegini taniyan ve bunu
icenlere aktaran bir zanaatkardir. Ugiincii dalga kahvenin son asamasi olan miisteriler ise
kahve c¢ekirdeklerini arama pratigi de denilecebilecek olan sehirde ya da online
mecralarda c¢esitli kavuruculardan ya da baristalardan farkli kahveler kesfederek kahve

deneyimleri yasarlar.

Gida tiiketimi belirli bigimlerdeki pratikleri ve maddi detaylar1 gerektirse de gidanin
kendisi bu maddilik ve pratiklerle birlikte sosyal mesajlar tagimaktadir. Bu sebepten otiirii
Bauman ve Johnston’in (2015) dedigi gibi gidanin tiiketildigi ve fiiretildigi sosyal
durumlar1 aragtirmak gerekmektedir. Bu ¢alisma {igiincii dalga kahve pazarindaki
kurumsal mantiklar1 arastirma amaciyla baslamis ve yontem olarak etnografiyi
benimsemistir. Ekim 2017°de Ankara kahve festivalinde pilot bir arastirma ile basladiktan
sonra asil arastirma Aralikk 2017 yilinda baslamig ve Haziran 2018’de bitmistir.
Aragtirmaci daha 6nce kahveye dair herhangi bir bilgi sahibi olmadigi i¢in aragtirmanin ilk
safhasi kahve tiiketicilerinin dilini, pratiklerini ve kavramlarini 6grenmek ile ge¢cmistir. Bu
siire¢ igerisinde Ankara’daki bir¢ok kahve diikkaninda vakit gecirilmis, miisterilerle,
baristalarla, kahve diikkani sahipleri ile kahve {iizerine sohbet edilerek hem onlarin
kahveye olan disiinceleri Ogrenilmis hem de sahaya dair bilgi edinilmistir. Veri
toplanmast siirecinin ilk sathast Aralik 2017 ve Subat 2018 arasinda gerceklesmis olup bu
stire¢ icerisinde diizenli olarak kahve diikkanlar ziyaret edilmistir. Veri toplanmasi
siirecinin ikinci asamasi Mart-Haziran 2018 tarihlerinde gerceklemis ve arastirmaci
atolyelere katilmistir. Bu atolyeler genellikle {iglincii dalga kahvecilik ve demleme
iizerinedir. Bu atdlyeler kahve {iizerine bilgi saglamakla beraber miilakat yapilacak
kisilerin belirlenmesinde de yardimci olmustur. Veri toplanan bu iki siiregte toplamda 12
atolyeye ve 3 kahve festivaline katilinmigtir. Bu siiregleri derinlemesine miilakatlar
izlenmig ve toplamda 12 erkek 3 kadindan olusan katilimcilarla miilakatlar yapilmistir.
Miilakat yapilacak kisilerin segiminde dncelikle endiistriye yon veren isimler secilmistir.
Daha sonra bu kisilerin tanidiklar1 ve 6nerdikleri kisilerle miilakat gergeklestirilmistir. Son
olarak da anlik kararlarla miilakat olmay1 kabul eden katilimcilarla miilakat yapilmustir.
Bu ¢ teknigin kullanimi hem zengin bir veri toplanmasina yardimci olmus hem de
endiistrideki farkli aktorlerin bakis agilarmi tanima firsatt sunmustur. Miilakat yapilan
kisiler genel olarak 25-40 yas arasinda olup iiniversite egitimli ve yiiksek pozisyonlarda
calismislardir. Bu kisilerden 10’u Ankara’da ikamet etmekte olup 4 kisi ile yapilacak

goriisme icin Istanbul’a yolculuk yapilmustir. 1 kisi ise izmir’de yasamaktadir fakat
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Ankara’ya egitimler i¢in diizenli olarak gelmektedir. Miilakat sorular1 3 ana konudan
olusmaktadir. Ik asamada miilakat yapilan kisileri tanima amacgl ge¢mislerine dair okul,
aile, is bilgisi ile basladiktan sonra kahveye olan ilgileri hakkinda bilgi almir. Daha
sonraki asama lglincli dalga kahveye dair genel sorular katilimcilarm bakis agilarini
paylasmasina yardimci olur. Son asamada kahve i¢gmeye, demlemeyi ve kavurmaya dair
teknik detaylar ile ilgili sorular sorulur. Veri analizi i¢in miilakatlar ve saha notlari1 bir
araya toplanmis ve miilakatlarin ses kayitlari yaziya dokiilmiistiir. Ceviriler arastirmacinin
kendisi tarafindan yapilmis ve harfi harfine g¢evrilmistir. Aragtirmada etik kaygilar da
dikkate almmis ve katilimcilarin anonimliginin  saglanmasi ig¢in farkli isimler
kullanilmigtir. Bunun yani sira katilimcilarin hepsi arastirmaya goniillii katilim formunu

imzalamiglardir.

Tez, literatiir olarak tiiketimi sosyokiiltiirel bir bakis agisiyla inceleyen tiiketim kiiltiirii
teorisine katki sunmay1 amaglar. Tiiketim kiiltiirli teorisinin ve pazarlama arastirmalarinin
bir alt kategorisi olan pazar sistemi dinamikleri (Fischer ve Giesler, 2016) daha makro
diizeyde sorular sorup degisime odakli aragtirmalar yapilmasi gerektigini iddia eder.
Pazaryeri degisimlerini ve tiiketici pratiklerini incelemek iginse siire¢ teorizasyonu
kullanilir (Giesler ve Thompson, 2017). Metodolojik yontemleri de igeren bu olgu
degisime ii¢ ana kategoride bakar ; doniisiimsel, topolojik ve yikici. Bu degisimlerin
dogasi birbirinden farkliyken onlara sebebiyet veren aktorler de kendi iglersinde hiyerarsik
yapiya sahiptir. Baz1 degisimler tiiketicinin eylem kapasitesi ile gerceklesirken kimisi ise
pazardaki diger aktdrler ve kurumlarin sekillendirmesi ile gergeklesir. Bu c¢aligmaya
benzer igerige sahip bir galigmada Erimur ve Coskuner-Balli (2015) Amerika yoga
pazarinin kurulumu sirasinda pazardaki kurumsal mantiklar1 ortaya gikarmig ve bunlarin
kendi igerisinde zamanla nasil degistigini gostermistir. Bagka bir ¢alismada Scarabota ve
Fischer (2013) pazarda kendilerine yeteri kadar iiriin bulamayan biiyiik beden kadin
misterilerin pazar1 bagka alanlardan mantiklara bagvurarak, kendilerini kurumsal
girisimcilerle 6zdeslestirerek, mevcut kurumsal mantiklara itiraz edip alanda giiglii
aktorlerle igbirligine giderek pazarda kendilerine uygun ve daha fazla segenek
yaratilmasini sagladiklarini gostermistir. Yine pazar yaratiminda tliketicilerin roliinii
gosteren bir baska calismada Thompson ve Coskuner-Balli (2007) altkiiltiirel degerlern
iceren organik gida pazarmin kurumsal sirketler tarafindan kendi saflarina katilmasi
sonucunda ayni giicte karsi koyulan Pazar kurulumunu detaylandirmistir. Onlara gore
organk gida tiiketen miisteriler topluluk tarafindan desteklenen tarimcilik ile ge¢mige

doniil pratikler etrafinda toplanarak, metalasma karsiti pratiklerde bulunarak ve zanaatkar
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bir gida kiiltiirli olusturarak sermaye tarafindain ele gecirilien ve bozulan altkiiltiirel

organik gida degerlerini tekrar olusturmaktadirlar.

Kahve iizerine yapilan bir aragtirmada ise Karababa ve Ger (2010) Osmanli doneminde
kahvehanelerin kurulum asamasina ve osmanli tiiketicilerine bakar. Arastirmalarinda
kurumlar tarafindan ¢esitli sebeplerden yasaklanan kahvenin hem tiiketiciler hem de kahve
diikkan1 sahipleri ve pazarlamacilarin eforlar1 sayesinde osmanli pazarinda yer bulmasi
anlatilir. Osmanli’daki kahve pazar1 kurulumu miisteriler ve sermayedarlar kadar dini ve
siyasi kurumlar1 da igerir. Boylece Pazar kurulumunun sosyokiiltiirel oldugu kadar politik
ve ahlaki taraflar1 da gosterilmis olur. Kahveye dair birbaska ¢alisma ise daha giincel olan
Starbucks ve onun etrafinda kurulan tiikketim aligkanliklar1 {izerinedir. Arsel ve
Thompson’in (2004) Amerika’da yaptig1 calismada yerel kahve diikkanlarinin Starbucks’a
gore konumlandigr ve bu mekanlara giden miisterilerin kurumsallik karsit1 séylemler
gelistirdigini gosterir. Starbucks iizerine bir baska caligmada ise Thompson, Arsel ve
Rindfleisch (2006) Starbucks’in duygusal markalasma stratejisinin ikiz marka imajlari ile
zedelendigini gosterir. Aktivistler tarafindan olusturulan bu imajlar, Starbucks’in algilanan
otantikligine zarar vermektedir. Bu imaklara gore yerel kahve diikkanlar1 Starbucks’in
aksine hem tiiketicilere farkli kiiltiirel bir tecriibbe sunar hem de zanaatkar mal sahibi
motifi ile misterilerle daha samimi iletisim kuran ve belirli bir kiiltiirel sermayeye sahip
bireyler etrafinda kurulmustur. Bu arastirmalar 1si§inda bu tez kurumsal teoriyi ve
Bourdieu’den alan teorisini kullanarak kurumsal mantiklar1 ve Pazar degisimini
incelemektedir. Bu Pazar tiiketiciler, kahve diikkani sahipleri, kavurucular, baristalar ve
egitmenler gibi aktorleri icermektedir. Ancak katilimcilarin ¢ogunda oldugu gibi bu
aktorler birden fazla role sahiptirler. Aragtirma 4 farkli kurumsal mantik teshis etmistir ;

zanaatkarlik, kurumsallik karsitligi, sosyal girisimcilik ve ticaret.

Zanaatkarlik, Arsel ve Thompson’in (2004) sundugu zanaatkar mal sahibi motifi,
otomatizasyonun yarattigr ikilem, kavurucunun zanaatkarligi ve begeni rejimi
bilesenlerine sahiptir. Zanaatkar mal sahibi belirli degerler, tiikketim pratikleri ve begeniler
iizerinden kahve diikkaninda bir topluluk kurulmasina dikkat ¢eker. Burada zanaatkar mal
sahibi hem etrafinda belirli bir topluluk kuran hem de kendi degerleri ve begenileri ile bu
topluluktaki bireyleri kiiltiirel sermayesi aracilifiyla yonlendiren, egiten kisi
konumundadir. Kahve diikkan1 sahipleri kahveye dair altkiiltiirel sermaye (Thornton,
1996) sahibi kisilerdir. Belirli yetkinlikleri ve kabiliyetleri ¢esitli yontemler araciligi ile

edinmis ve miisterilerini ve kahve diikkan1 ¢evresinde kurulan toplulugu egitme
115



potansiyeline sahip olmuslardir. Ayn1 zamanda kahve diikkani ve miisteriler arasinda
kurulan samimiyete ve yakinliga dayali bu iliski ikinci dalga diye tabir edilen kahve
diikkkanlarindan farklidir. Buradaki zithik ikinci dalga kahve diikkanlarinda kisilerin
misteri olarak goriilmesiyken liclincli dalha kahve diikkanlarinda bu iligki ekonomik

kaygilardan 6te belirli zevklere ve begenilere sahip insanlarin bir araya gelmesidir.

Otomatizasyonun yarattigi ikilem ise insan emegine deger veren iigiincii dalga kahvenin
zanaatkarlik mantig1 igerisinde begeninin insan emeginin oniine gegcmesine tekabiil eder.
Buradaki  ikilem baristanin roli olan demlemenin makineler tarafindan
gerceklestirilmesinden yana olmaktir. Baristanin kahve demlemesi sirasindaki suyun
dokiiliis hizi, dokiilen yiikseklik, ya da el ve bilek hareketlerindeki tahmin edilememezlik
gibi degiskenler her demlemenin farkli tatlar ortaya c¢ikarmasina sebep olur. Bu bir
noktada siirekli farkli tatlar kesfettiklerinden kahve heveslileri i¢in poizitif bir durum
olarak diigiiniilse de baristanin dogasi geregi makineye kiyasla hataya daha yatkin olusu
optimal tadi almanin 6niinde engel olusturur. Bu nedenden otiirii, zanaatkarlik mantig1
cergevesinde teknolojik ilerlemeler neticesinde baristanin demleme siirecini makineye
birakip sadece kahve cekirdeginin hikayesini miisteriye aktaran bir iletisim aracisina

doniismesi beklenmektedir.

Bu calismada Sennett’in zanaatkarlik tanimi olan “bir isi baska bir sey i¢in degil sadece
kendisi i¢in yapmak” benimsenmistir (2009). Kahvenin tohumdan fincana olan biitiin
sireglerinde niteklikli {iriin {iretme amacinda olan ¢ift¢i, kavurucu ve barista bu tanim
1s18inda iyi kahve iiretmeye odaklanmis zanaatkarlardir. Ancak kendi iglerinde de bir
hiyerargik siralama var. Endistri ig¢erisinde en biiyiik zanaatkarlik mertebesi kavurucuya
bahsedilmistir. Bunun bir sebebi kavurucunun birden ¢ok g¢ekirdege hakimiyeti, kahve
cekirdeklerini ileri diizeyde tanimasi ve bunun igin harcadigi ¢abadir. Bunun yani sira
dogru ¢ekirdegi segmek de Onemlidir. Sadece kalite ¢ekirdek degil kahvenin kendi
kavurma profilinin kahve diikkkanindaki diger ¢ekirdeklerle ve miisterinin damak zevkiyle
olusturacagi uyum da Onemli parametrelerdendir. Ancak kavuruculara atfedilen
zanaatkarlik mertebesi sadece teknik bilgiyle sinirli degildir. Kavurucular ayni zamanda
sanatsal bir yaraticiliga sahiptir. Bu yaraticilik kahveyi kavurma sirasinda hangi tadin daha
optimal oldugunu bulma noktasinda ortaya c¢ikar. Kavurma siiresinde birgok kahve
cekirdegi deneme yanilma safhasindan geger ve belirli degerlerin birbiri ile uyum

icerisinde oldugu ve kahvenin duyusal olarak en fazla tatmin yaratacagi noktanin
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bulunmas: gerekmektedir. Iste bu duyusal yetenek ve teknik bilgi kavurucunun
zanaatkarliginin pargasidir.

Zanaatkarlik mantiginin son bileseni begeni rejimleridir (Arsel ve Bean, 2013). Bu
rejimler estetik ve pratigi birlestiren sdylemsel mekanizmalardir. Ugiincii dalga kahvedeki
begeni rejimleri zanaatkar mal sahibi tarafindan yayilir ve olusturulur. Bu rejimler genel
itibariyle kiiltlirel tiiketim pratikleri ile alakalidir. Bir taraftan organik ve saglikli
beslenmeyi 6ne ¢ikaran gida tiiketimi tesvik edilirken bir yandan da kahve diikkanlart
yaraticilik, uzmanlhk gerektiren ve dgrenmeye dayali tiiketim aktiviteleri sunmaktadir.
Kahve diikkanlar1 sadece kahve igilen mekanlar degil, jazz konserlerinin, komedi

sovlarinin, kil at6lyelerinin diizenlendigi mekanlardir.

Ucgiincii dalga pazarindaki bir diger mantik ise kurumsallik karsithgidir. Bu mantigin ilk
bileseni cokuluslu sirketlerin begeniler {izerindeki basatligidir. Burada bahsedilmek
istenen konu Starbucks ve Nestle gibi sirketlerin insanlara kahve adi altinda aslinda kahve
olmayan seyleri tekdiize bir lezzette satmasi ve insanlarin kahve algisini ve begenisini
sekillendirmesinin elestirisidir. Bunun karsisinda {igiincii dalga kahave ikinci dalga
kahvenin sundugu homojen ve sikici lezzetlerin aksine ¢ok fazla kahve ¢ekirdegi opsiyonu
sunarak kullanicilara kesif duygusunu sunar. Bir diger bilesen ise adil ticaretin Pazar
reformu (Jaffee, 2007 ) olarak kullanilmasidir. Burada bahsedilen ise kahve ticaretinin
cokuluslu sirketlerin tekelinde somiirilye dayali bir diizende islemesine karsi duyulan
rahatsizliktir. ikinci dalga kahve, ki bu akim neredeyse tamamen cokluluslu sirketler
iizerinden ilerlemektedir, ¢iftcilere daha az {icret 6deyerek onlar1 somiiriirken tigilincii
dalga kahve alternatif bir ticaret yontemi secerek adil ve direkt ticaret iizerinden pazarda
reform yaratma ¢abasi igerisindedirler. Bu yoOntemim sosyal boyutu oldugu kadar
pazardaki tretim iligkilerinde ve hiyerarsik yapida bir degisiklik c¢abasi da vardir.
Kurumsallik karsithiginin son bileseni ise kahve diikkanlarmin 6zgiirlik mekanlari
olmasidir. Katilimeilarin biiyiik bir kismu Tirkiye’nin 2000’lerin basinda gegirdigi
neoliberal doniisiim dalgasi sirasinda is hayatina baglamig ve karsilastiklart manzaradan
memnuniyetsizliklerini dile getirmiglerdir. Bu memnuniyetsizlik Guercini ve Cova’nin
(2017) sundugu alisilmamis girismeilik ile sonuglanir. Bu siiregte katlimcilarin kahveye
olan tutkulart bu alanda gerekli bilgi ve yetkinleri kazanmalari sonucunda yenilige
gitmeleri ile baglar. Bu yenilik kavurma ve demlemedir. Ancak sadece birey degil topluluk
da alistlmamis girimsimciligin ortaya ¢ikmasinda etkilir. En nihayetinde kahve diikkanlari
katilmcilara somiiriiye dayali , Ozerkliklerinin kisitlandigi kurumsal hayattan c¢ikip

Ozgiirliiklerini yasayacaklarimi mekanlar sunmustur. Kisaca, katilimcilar hem Starbucks
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gibi ¢okuluslu sirketlerin begeniler hem de bireylerin hayatlarindaki tahakkumu
yikmuiglardir.

Ugiincii dalga kahve alanindaki bir diger kurumsal mantik sosyal girisimciliktir. Burada
anlatilmak istenen ekonomik yarardan ziyade toplum igerisindeki dezavantajli gruplara
yardim etme amagh girisimlerdir. Bunun ilk yontemi ¢iftgilere hakkinda ¢ok az bilgi
sahibi olduklar1 tarimsal faaliyetler hakkinda bil vermektir. Bu sayede iireticiler ticari ve
nitelikli kahve arasindaki farki 6grenecek ve daha pahali olan nitelikli kahveyi {ireterek
gelirlerini, dolayisiyla yasam standartlarini yiikselteceklerdir. Bir diger yontem ise
iilkelerdeki sosyal durumu diizeltmek ve fakirligi azaltmak motivasyonuyla biitiin ticari
degisim yontemleri arasinda adil ve direkt ticareti segerek bu methodlar araciligryla ticaret

yapmaktir.

Son kurumsal mantik ise ticaret mantigidir. Esas olarak zanaatkarlik, kurumsallik
karsitlig1 ve sosyal girisimcilik 6zelinde kurulan {igiincii dalga kahve pazar1 yeni aktorlerin
pazara katilmasiyla daha ekonomik bir mantiga biirlinmiistiir. Bunun ilk kivilcimlart
Tiirkiye’deki ilk tiglincii dalga kahve diikkani olan Kronotrop’un sermaye tarafindan satin
almmas1 ve franchise olarak birgok sehirde aligveris merkezlerine agilmasi seklinde
olmustur. Bu faaliyet iki bakima {iciincii dalga kahve mantiklartyla uyusmaz. ilk olarak
franchise konsepti ekonomik olarak motive olmus kisiler tarafindan kullanildigi igin
ilerleyen donemlerde nitelikli kahve kullamiminin azalmasina ve kahveye olan saygimin
yitirilmesine sabep olmasindan dolayidir. ikinci sebep ise igerisinde metalasma karsiti
pratikler bulunduran igiincii dalga kahve diikkanlarmin tiiketime yonelik mekanlar olan
aligveris merkezlerine yerlestirilmesidir. Bu bir bakima kendi altkiiltiirel ve politik
degerleri olan ii¢iincii dalga kave akimimnin sermaye tarafindan depolitize edilierek kendi
saflarina katilmasi hikayesidir. Bu depolitizasyon ise TUgiincii dalga kahve tanimi
igerisindeki adil ve direkt ticaret gibi etik isletmecilik kavramlarinin sokiilmesi ve yerine

bu akimin birkag demleme metoduna indirgenmesi seklinde olur.

Ozetle bu tez Tiirkiye’de son donemde popiilerlesmekte olan iigiincii dalga kahve akimina
kurumsal teori ve alan teorisi ¢ercevesinde bakmis ve bu pazarin igerisindeki kurumsal
mantiklart ve bunlarin zamanlar nasil degistigini incelemistir. Kurulus asamasinda
zanaatkarlik, kurumsallik karsitlig1 ve sosyal girisimcilik temelleri {izerinde kurulu olan
liclincii dalga kahve pazar1 daha sonra sermayenin de girisimi ile daha ticari bir bakig
acisina sahip olmus ve diger mantiklarla ¢elisen ve onlar1 yok sayan pratikler icermeye

baslamustir.
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