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Gender and Service Work in Turkey’'s New Consumé&rcsinomy:
A Case Study at Three Café Chains

Turkey’'s embrace of neoliberal economic policiexsithe 1980s has given rise to both to an
urban consumer base and the retail industriecttat to it. The shopping centers, retail chains,
restaurants, and coffee shops proliferating all tive cities are more than simply sites of
consumption, however. They also constitute newj-geilic spaces where gender norms are
relatively unfixed, and therefore open for socahtestation.

Extending a literature that privileges the experenof women shoppers in renegotiating
acceptable public gendered behavior, this thesissies on the women workers who occupy an
ambivalent role within the servicescape. In a tabarket where women’s participation has
been historically low, these new service sectos joffer potential avenues for the public and
professional visibility of women. However, theyalso constrained by their position in an
employment relation that objectifies their subjeitiés and subsumes their emotional and
embodied labor in the company brand image.

Based on a case study of three café chains inbigkatiis thesis shows the multiple ways gender
norms are being structured and interpreted in Twskgrowing service sector. The potentials
and pitfalls of these processes are explored invtirels of the young women and men who
occupy positions in this fastest-growing sectothef Turkish labor market.



Atatirk ilkeleri veinkilap Tarihi Enstitiisi’'nde Yiiksek Lisans Deredeisi Zach Richer
tarafindarSubat 2011'de teslim edilen tezin kisa dzeti

Baghk: Turkiye’'nin Yeni Tuketim Ekonomisinde Toplumgainsiyet ve Hizmet Cajanlari:
Uc¢ Kahve Diikkani Zincirindénceleme

Tarkiye'nin 80 sonrasi donemde neoliberal politikebenimsemesi hem kentlerdeki tiketici
tabaninin artmasina, hem de bu ihtiyacsitayan mgazalarin artmasina sebep oldu. Fakat
sehrin her yerini saran alieris merkezleri, mgaza zincirleri, restoranlar ve kahve dikkanlari
yalnizca tiketim alanlari @&, ayni zamanda cinsiyet normlarinin tam belirlemg oldugu
yari-kamusal alanlari ofturuyorlar. Bu nedenle de bu normlar toplumsal nkégeya aciklar.

Toplumsal cinsiyete dayali kabul edilebilir davegamn yeniden belirlenmesinde 6zellikle kadin
misterilerin deneyimlerine 6ncelik veren literatirddatha ileriye giden bu tez, “hizmet-
alanlari’nda (servicescape) gtlak bir yere sahip kadiggilere odaklaniyor. Kadin katiliminin
tarihsel olarak dguk oldusu is glict piyasasinda, hizmet sektdriindeki bu ydei,ikadinlara
mesleki ve kamusal alanda gérunirlik kazanmalarialgsi bazi yollar gduyor. Fakat, bu
kadinlar ayni zamanda onlarin 6znelliklerini nekggten, ve duygusal ve fiziksel emeklerini
sirketin markasina hapseden iili skisiyle kisitlanmg oluyorlar.

Istanbul’da (i¢ kahve diikkani zincirinde gercgiden calsmalara dayanan bu tez, Tirkiye’'nin
blylyen hizmet sektoériinde cinsiyet normlarininlfagkillerde yapilandirildini ve
yorumlandgini gosteriyor. Bu sureclerdeki guclikler ve imkaml[Tlrkiye gucl piyasasinin en
hizli baylyen sektoérinde cgdn gencg kadin ve erkeklerin anlatilarinda inceleniy
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CHAPTER ONE: INTRODUCTION

GENDER AND SERVICE WORK

IN TURKEY'S NEW CONSUMERIST ECONOMY

Writing in 1972, Ernest Mandel coined a term “lagpitalism” that defined an era of
thinking among left-wing economists. “The basitirhark of late capitalism,” he said, is “the
phenomenon abver-capitalization or non-invested surplus capitals, set in motipthe secular
fall of the rate of profit.*At issue was the fear that the enormous gainsddymtivity in the
guarter-century after World War 1l had created ngweds than the market could afford to
absorb. “What the capitalist mode of productionrza do is to increase...consumption at the
same rate as the productivity of lab6iThe increasing top-heaviness of capitalism, tee

went, would lead to its eventual collapse.

Despite the recent Great Recession, this has nhabyee to pass. Rather, four decades

after Mandel, Yiannis Gabriel has cheekily desatitiee contemporary economyas “latte

! Mandel, E. 1975 (1972). Late Capitalism. Verso. New York. Page 387.
? |bid, page 398.



capitalism.® Far from the realization of underconsumptioréstrs that drove debates in the
1970s, consumption is now seen by many as thendriarce of the economy, and the creation
of economic value is increasingly derived from litgic of the coffee shop. The new political
economy of consumerism signals a break from thetpasrds a capitalismwhere servites
experience$ and enchantmehare the new commodities. Here, the Fordist statsdaf
rationalism and efficiency seem like quaint consepho longer saleable values. Instead, latte
capitalism has reached its triumph when “chargihgféy mark-up for a cup of frothy milk with
a shot of acqua sporca may seem to epitomize tiomade of value.’Goods may still be the
formal objects of consumption, but they are no &arits main allure. In the consumerist
economy, it is not the market price of the coffearnnfrom which the price of a latte is set, but
rather the complex arrangement of sensory experiergated in its presentation, atmospherics,

and imagined cultural content.

This shift of locus from the factory to the shogpmalf in political economy has been
accompanied by a shift in focus from the produodhé consumer in sociology. This has

breathed new life into the time-wearied methodaegf political economy and allowed a

* Gabriel, Y. 2009. “Conclusion—Latte Capitalism and Late Capitalism: Reflections on Fantasy and Care
as Part of the Service Triangle” in Korczynsky, M and Macdonald, C.L. (eds.) Service Work: Critical
Perspectives. Routledge. New York. Page 175.

* Sherry, J.F. 1998. Servicescapes: The Concept of Place in Contemporary Markets. NTC Business Books.
Chicago.

> Christensen, J. 2009. Global Experience Industries: The Business of the Experience Economy. Aarhus
University Press. Langelongsgade, Denmark.

®Ritzer, G. 2005. Enchanting a Disenchanted World: Continuity and Change in the Cathedrals of
Consumption 2/e. Pine Forge Press. Thousand Oaks, CA.

’ Gabriel, Page 175.

& Akcaoglu, A. 2008. “The Mallification of Urban Life in Ankara: The Case of ANKAmall.” MA Thesis
submitted to the Graduate School of the Social Sciences, Middle East Technical University. The
Department of Sociology.



deeper engagement across a broader range of dgoahics, including gender, ethnicity,
sexuality, and other forms of identities outsidelass’However, for all its potential in
expanding methodological scope, the sociology okomerism is in danger of making an
important oversight. After having been bloodiedtiiy marginalization of manufacturing in the
post-industrial West, the dissolution of labor powéexible" employment(and the
accompanying endemic high rates of unemploymeat)tyipified late capitalism, the worker has
been too often left for dead by the budding culttivaorists. Most treatments of the consumerist
economy are heavily influenced by the symbolic mpalation of objects, placing the consumer
in the center of a story surrounded only by abss@ms'%n all the excitement of “spectacular
consumption®!, “cathedrals of consumptiotf’ and the “new means of consumptith”
comparatively little attention is paid to the meavomen, from the elderly to the adolescent,

who make the consumption economy run. Where duesdrvice worker fit in the consumption

economy?

This thesis hopes to contribute towards answehigduestion, applying the analytics of
the growing literature on service work in the cansuist economy to the front line service work

in contemporary Istanbul. In doing so, it cautiguweccedes that there has begun, and continues

? Indeed, “intersectionality theory” shows how these social groupings are variously configured in
individuals, complicating their personal and social identities. See Collins, P.H. 1990. Black Feminist
Thought: Knowledge, Consciousness, and the Politics of Empowerment.

1% This bias is heavily influenced by the works of Baudrillard. See Baudrillard, J. 1998 (1970) (Eng.
Translation by C. Turner). The Consumer Society: Myths and Structures. SAGE Publications, Ltd. London.
"“Debord, G. 1994 (1967) (Eng. Translation by D. Nicholson-Smith). The Society of the Spectacle. Zone
Books. New York.

12 Fiske dissects this frequently quoted metaphor in Fiske, J. 2000. “Shopping for Pleasure: Malls,
Power, and Resistance” in Schor, J. and Holt, D. (eds.) The Consumer Society Reader. The New Press.
New York.

BRitzer, G. 2001. Explorations in the Sociology of Consumption: Fast Food, Credit Cards and Casinos.
SAGE Publications, Ltd. London.



to be, a qualitative shift in the regime of capaéatumulation away from production towards
consumption that argues for new approaches to stateting social dynamics both inside and
outside the workplace.As noted by a number of $tlogorists, both the nature and the objects of
consumption have changed from a preoccupationptijisical goods (traditional commodities)
to one of experiences (immaterial commoditleSuch analysis carries significant implications
for the labor market for service work, where cleaklabor theory continues to offer critical
insights, but is no longer sufficient.As the in@eaf “front line” service employment in the
consumption economy(that is, labor performed bgéhor whom customer interface is integral
to their job descriptiol?) places more and more workers at the site of sanabus production
and consumption, the logic of the latter bleeds the former. The (gendered) bodies and
“bodily dispositions*® of the service workers perform the aestiétind affectivé® labor that is
instrumental in adding value to the consumer expee.Put simply, the food court institutes
different systems of control (and opportunitiesresistance) than the shop floor. The labor

performed in today’s cathedrals of consumption aethan mere production in that it is also

" Hardt, M. and Negri, A. 2000. Empire. Harvard University Press. Cambridge, MA. Page 290.

1> See Korczynsky, M. 2009. “Understanding the Contradictory Lived Experience of sErvice Work: The
Consumer-Oriented Bureaucracy” in Korczynsky, M and Macdonald, C.L. (eds.) Service Work: Critical
Perspectives. Routledge. New York. Pages 73-90.

®Bourdieu, P. 1990 (1980). The Logic of Practice. Stanford University Press. Stanford, CA. Page 66.
Y Warhurst et al. Page 102.

® Hardt and Negri. Page 292.
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atmospheri¢? Its exploitation is less visible in that servare answerable to both customer and

manager’

In the following chapters, | will try to carve ospace for understanding the identities of
the front line service worker in the context ofrawing literature on the consumerist economy in
Turkey. The Turkish case provides an interestixap®le of the ambivalences of service work
in the consumerist economy in that the countryjsesglences with consumerism have been
relatively recent and incredibly rapid, closelydtiwith economic neoliberalization. In the past
decade—a time in which the total labor market imk€y actually contracted—the number of
jobs in wholesale and retail trade, hotel and teatat services has increased by over
50%2'Meanwhile, the number of shopping mall openingnfirst decade of the $Tentury
was more than five times greater than in the 1890stanbul now features the two largest
shopping centers in Eurafend there are currently 121 separate new malépt®jinderway in
that city alon€é* Often labeled agasam merkezleror “life centers”, these evermore
ostentatious cathedrals of consumptions have betigtuees of Istanbul’'s budding consumerist
economy. The novelty of the form and content afpghing malls—with their imported products

and intimations of foreign lifestyles—has captutieel imagination those in Istanbul aspiring for

19 An elaboration of how front line service workers are marketed as part of servicescapes will be given
below. See also Sherry, 1998 and Bitner, M.J. 1992. “Servicescapes: The Impact of Physical
Surroundings on Customers and Employees.” Journal of Marketing. Vol. 56, No. 2. Pages 57-71.
2% Korczynsky calls this the “customer-oriented bureaucracy”, which will also get further discussion
below.

2! Turkish Statistical Institute. Statistical Indicators 1923-2008.

22 Akcaoglu, 2008. Page 14.

23 |stanbul Cevabhir, built in 2005, was surpassed as Europe’s largest by the 2009 opening of Forum
Istanbul.

% Arslan, T.V.; Sezer, F.S.; and Isigicok, E. 2010. “Magnetism of Shopping Malls on Young Turkish
Consumers.” Young Consumers. Vol 11, No. 3. Page 179.
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any number of social change, and they are incrghsihe stage for negotiating new forms of

identity, based along distinctions of class, geraael modernity.

A fixture of these shopping centers is the coffeeps Istanbul, of course, has a long
history with coffee, and neighborhood-bagativehang as well as tea gardens continue to be
relevant sites of local socio-political activity.What the coffee shop has offered Istanbul’'s new
consumerist class, however, is something diffettean this. As an imported symbol of Western
hedonic sophistication, and imbued with the imagirsmopolitan allure of “coffee culture”,
the coffee shop is a new quasi-public urban spdmrevhe normative boundaries of cultural
inclusion have yet to be firmly drawn. Howeverither are they in any manntbula rasa—as
centrally-conceived and organized chain storey, lla@e been purposefully branded and
designed to engender a particular aesthetic, ot mheketing analysts call
“servicescapes>’And at the very heart of these negotiations—betwiercustomer and the

brand, the novel and the quotidian, and the costitap@and local—stands the service worker.

My field research considers the subjective expegerof the service workers of three
different café chains in Istanbul. All three ampplar and successful cafés, offering their
customers an array of different concoctions of@afimilk, and sugar in environments built for
the consumption of leisure. They have all comist@anbul within the last twelve years and have
since proliferated throughout the global city atagarming rate. Each, as well, presents a
different level of engagement with the imaginarynogolitan notion of “coffee culture”,

designing servicescapes to orient their brand€fiereint segments of Istanbul’s consumerist

%> For an interesting historical example of the (male) political venue of the tea house, see Houston, C.
2001. “The Brewing of Islamist Modernity: Tea Gardens and Public Space in Istanbul.” Theory, Culture,
and Society. Vol. 18, No. 6. Pages 77-97.

* Bitner, 1992.
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public. Integral to this design is the service kesr who is not only the customer’s primary
personal liaison with the coffee shop, but also/jares what Shermaf following Goffmarf®,

calls “service theater”: that critical element &periential affect that is the foundation for value
under latte capitalism. From demographic infororatjathered from employee surveys, as well
as from qualitative interviews from managers andess alike, this research sketches the

position of the service worker in Turkey’s growiognsumerist society.

In doing so, I train particular analytic focus amecespecially important aspect of identity
formation and exploitation within Turkey’s consumseeconomy, that of gender. This aspect
merits particular attention in Turkey due to thamoy’'s historically low levels of women’s
labor force participation generally, and their ilvement Turkey’s consumerist sectors in
particular. Though Turkish women have long engadgebe provision of professional services
such as law, medicine and public administratipthey currently hold fewer than 15% of all
positions in retail, restaurants, and hot@Rhis is at notable variance with international ten
as the consumerist sector is one of the most “fea@ili sectors of the economy. This also is
worthy of close attention because of the stronglgefocus within the literature on consumer
society, both internationally and in Turk&\that has nevertheless ignored how gender roles are

shaped by customer interaction with service worké&s stated above, the consumerist sector is

’Sherman, R. 2007. Class Acts: Service and Inequality in Luxury Hotels. The University of California
Press. Berkeley, CA. Pages 20-21.

?8 Goffman, Erving. 1959. The Presentation of Self in Everyday Life. Anchor Books. New York.

»Onci, Ayse 1981. “Turkish Women in the Professions: Why So Many?” in Abadan-Unat, Nermin (ed.)
Women in Turkish Society. E.). Brill. Leiden. Pages 181-193.

* Turkstat.

*Durakbasa, Ayse and Cindoglu, Dilek 2002. “Encounters at the Counter: Gender and the Shopping
Experience” in Kandiyoti, Deniz and Saktanber, Ayse (eds.) Fragments of Culture: The Everyday of
Modern Turkey. Rutgers University Press. New Brunswick, New Jersey. Pages 73-89.
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the fastest-growing in terms of employment in Tyrkand the 15% of those jobs currently held

by women act as important, visible representata@ngomen in the Turkish workforce.

As will be seen, the servicescape at each of tlee tbafé chains considered in my field
research features a workforce and division of latth very different gender compositions. A
major purpose of this study is to determine hove¢herands have conceptualized gender in the
consumer experience they hope to create for thistomers, and how both men and women
service workers at these coffee shops understathéLifll these roles. The questionnaire and

interviews were designed to address the followingstjons:

* How are gender identities formed and exploitecoéfiee shops in Istanbul's new

consumerist economy?

* How are perceived differences in local and foreggnder norms mobilized in

structuring and performing service work?

* How do men and women in the service industry viewkmng together in a highly

sex-segregated sector?

MAPPING THE SERVICESCAPES IN TURKEY’'S CONSUMERISTCONOMY:

SITES AND METHODOLOGY

Because this thesis is couched in and at the samectitical of the existing theoretical
approaches towards consumption in contemporaryelikwill be useful to provide some

initial context of the field and show what exaathy research hopes to contribute to it. A fuller

14



exegesis of the growing literature on Turkey’s aonerist economy is provided in Chapter 3;

the remainder of the present chapter is intend@atitoduce in brief the theoretical framework in
which the subsequent chapters are to be approadfiesd, | provide a rationale for why the

coffee shop is an appropriate site for the studseo¥ice work in Turkey’s consumerist

economy. This section will analyze the extent tock the servicescapes of café chains are
meant to be understood as representative instansabf the kinds of opportunities and
constraints forming the experiences of service wrgkhroughout the consumerist economy as a
whole, and how my approach might be applicableeroplaces of service work. It also offers

a preliminary introduction to the three café chaihesen for my field study, as well as my

rationale for doing so.

Secondly, I explain the methodological approachigiged in targeting, collecting, and
analyzing data. This will provide the reader vathinterpretive lens through which to view the
findings laid out in Chapter 4, as well as idenpfyssible limitations and shortcomings.
Together, these two sections lay out the critigggroach, and contribution | hope to make
through the rest of this study. Finally, the origation of the remainder of the thesis is outlined

in a plan of chapters.

Sites of the Study

In seeking to instantiate how the dynamics of gerahd front line service work are
played out within the broader consumerist econaminirkey, the decision of research site was
an important one. The coffee shop became appasehe ideal venue for such fieldwork for a

number of reasons. Coffee shops are reliableréstwithin the cathedrals of consumption that

15



are the backbone of the consumerist economy, leytldtk the generality of the shopping mall.
Rather than the solipsistic hedonism of consumaastities that take place in retail shops and
boutiques, coffee shops evince a more other-dudeststhetic. Whereas the food court is the
frenetic epicenter of the mall-in-motion, coffe@ph are self-contained oases designed to
promote the conspicuous indulgence in leisure.s&lignamics allow for the longest sustained
period of social posturing within the cathedrals€ohsumption while also creating the
conditions for both substantive and imagined irdgoas with the service worker. This social
feature of the coffee shop may somewhat subvettethporal logic of consumerist economy
based on constant motion, but it simultaneouslypeces its greatest commodity: The coffee
shop more than any other place in the mall offsrsustomers the sensation of having had an

experience.

This feature of the coffee shop best capturespivé of the consumerist economy. Just
as Gabriel explained how in latte capitalism, vatuderived from creating a sensation of
enchantment to the quotidi¥nmarketing specialists claim that experience & bagendered
through the construction and manipulation of se&stapes: “the ability of the physical

environment to influence behaviors and to creatierage.>

As Christenson says,
“experienced values arise whenever companies ergyegemers in a personal, memorable
way...Companies offer experiences to customers whienuse services as the stage and goods

as props to engage an individu#l."Of course, one key ingredient has been left digervices

are the stage and goods are the props, serviceergaake certainly the actors.

32 Gabriel, 175.
33 Bitner, 57.
% Christenson, 25.
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Coffee shops, as “lifestyle enclav&s"are excellent sites to explore the dynamics ef th
service work within the consumerist economy becadusie servicescapes encourage frequent
interaction between consumers and producers. tkeBsays, “because the service generally is
produced and consumed simultaneously, the consisrtierthe factory.®® What's more, the
server’s identity represents such value-addedddital product, it is difficult to distinguish

which exactly is being consumed.

Thompson and Arsel claim that the coffee shopstrguexemplifies a feature of the
consumerist economy wherein the servicescapesiidiual café chains are formed in relation
to a dominant template, what they call a “hegembnéndscape” or “a cultural system of
servicescapes that are linked together and stectty discursive, symbolic, and competitive
relationships to a dominant (market-driving) expetial brand.?” In the case of coffee shops,
Thompson and Arsel claim that all café chains mdiuieilk servicescapes in response to the
hegemonic brandscape developed by Starbucks. h@ikisertainly been the case in Turkey,
where the similarities to the Seattle-based gieshat only discernible in the design and menus,
but are constantly and purposefully evoked by bloghmanagers and employees in each of the

three considered café chains.

Indeed, each of the café chains in this surveyahasen for the particular orientation of
its servicescapes to the hegemonic brandscapaxdifusks. However, the similarities among

these three café chains should not be exaggeratedill be shown at length, each projects its

> Thompson, Craig J. and Arsel, Zeynep 2004. “The Starbucks Brandscape and Consumers’
(Anticorporate) Experiences of Glocalization.” The Journal of Consumer Research. Vol. 31, No. 3. Page
639.

36 Bitner, 57.

¥ Thompson and Arsel, page 632.
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own desired associations with the imagined cosnii@polcoffee culture” of Starbucks and a
more “traditional” aesthetic, differences that eelected not only in their menu items and
design concept, but importantly also in their lgrtecisions and their gendered devisions of
labor. Rather than as a strict descriptivist tiedcribing the governing logic of all coffee shop
servicescapes, then, the hegemonic brandscapkenalbproached for the purposes of this study
as a useful heuristic to understand the differemhétions of servicescapes in the three café

chains under consideration.

Crucially, it must be pointed out that the differstrategies employed by the café chains
to engender certain kinds of consumer behavioroofnbe partially successful. As Thompson
and Aresl concede, the most they can do is “proaidenstellation of objectified meanings (i.e.,
discourses, material goods, and servicescape alrosg) that consumers can incorporate into
their worldviews and put to a wide variety of inteetive and identity-constructive uses.”
Conflicts and contestations of the enforced belralimorms of the hegemonic brandscape are
played out on the café floor. It is exactly thpsecesses between expectation and imagination

that shape the subjectivities of the service warkethese café chains.

To what extent can an analysis of coffee shopaksfzethe various forms of service work
within the consumerist economy? At this poinisitmportant to make the causal ordering of
theoretical approach explicit. In choosing theeazfain as the site of my field research, it is
with recognition that no coffee shop can be a stantiation of all the complex dynamics
determining the constraints and opportunities ofise workers in the consumerist economy.
Inductive generalizations drawn from this studyl wé only minimally useful in understanding

the position of service workers in other spectacsites of mass consumption, such as clothing

%8 | bid.
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stores, resort hotels, and thematic restaurdniather, this study is intended to show the new
kinds of platforms for social negotiation that tbgic of consumerist ideology creates,
engenders, and informs. In an economy in whichevsderives from the commodification of
spectacle, enchantment, and experience, servicesealbalwaysconfigure service work in
ways that market their brand and service workelisbsiforced to reconcile their subjectivities
with these objectifications. Because of the paléigties of the coffee shop—its relative
temporal fixity, its emphasis on social display dlirthtion, and the integral position of the
service worker in the generation of commodity vahieprovided ideal conditions for measuring

these dynamics.

Methodology

As stated above, each of the three café chairggrstirvey has attempted to orient its
brand to greater or lesser degree in relationdarttaginary cosmopolitan notion of “coffee

culture™®

, and each was chosen specifically according todtiierion. Beyond this, they share
a great deal of similarities, forming a reasondialsis for comparison. All are table-service

oriented, with products served on quality platesigside metal cutlery. All are sit-down cafés
where leisure is a tacitly expected component efctbtnsumed product. All occupy sites in the

city which are largely coterminous, with a repreaéwe of each chain within walking distance

of another. Most shopping malls contain at least coffee shop from among these chains, and

% On this latter topic, see the fascinating discussion of the Camlica Restaurant in Cinar, Alev 2005.
Modernity, Islam and Secularism in Turkey: Bodies, Places and Time. The University of Minnesota Press.
Minneapolis. Pages 127-133..

* The associations related to this trope are explained more fully in the context of my findings in Chapter
4,
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many contain two or three. Consistent with therapens of latte capitalism, each has an

expansive menu that (perhaps by design) pricea gutat proportion of the city.

The key operational distinction between them i tthiéferentiated consumer
orientations of their servicescape. While theséirtitions reflect a prior subjective judgment on
the part of the researcher, in speaking with mamagée and employees these distinctions were
actively reinforced and can be said to reflectraantional branding strategy. Under the
stipulations conditioned by their participationtlms research project, | have renamed each of
them. Reflecting their different brandscapes auelgration of gender, elaborated at length in
the study itself (Chapter 4), these names are G®Baae Coffee (GGC), Modern Home Coffee

(MHC), and Paterfamilias Pastry Café (PPC).

There are a some relevant differences in ownegstgbmanagement structure that are
worth mentioning. Global Gaze Coffee, the cafértleansidered here that is most closely
aligned along the standards of Starbucks, is fareigned. Modern Home Coffee began as a
single café that was founded in Istanbul almostu#isneously with the importation of
Starbucks, and can be claimed to represent aadteshative formed in its image. The potential
for that market proved to be great, and it hasesexpanded to dozens of branches throughout
Turkey’s largest cities, all centrally-owned andirénistered. Paterfamilias Pastry Café is
somewhat different in that it began as a singleespastry shop in an Anatolian city many
decades ago. However, it fits within the critexiaur other coffee shops in that it did not open
its second branch until nearly 15 years ago, ated ahodernizing” its image and updating its
menu, has flowered all over Turkey—including overianches in Istanbul alone. This
successful expansion was made possible throudledkang of franchises out to independent

management, much like is done by McDonald’s andrdtilghly-standardized fast food chains in
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the United States and elsewhere. The producti@tl @6 menu items still takes place in the city
of its foundation and the design and brand temglate centrally-conceived. However, the
company only maintained one centrally-managed bramt¢stanbul as of the time of research
collection. This branch was included in the sunasd was a key resource for gathering the

participation of other branches within the caféicha

Preliminary contacts with each chain began in thrgex of 2009-2010 at the corporate
level, where human resources departments weremefthiof some of the general research goals
of the project and data was collected about theeggdge employee profile for all Istanbul
branches. The purposes of gathering this infoonatias to attempt to measure the hiring
practices of each café chain, and to provide a esatpe rubric for the data gathered from the
guestionnaire. The management at GGC and MHC gererally forthcoming with the
information, while PPC—uwith only limited statistidgaformation about their individual
franchises—provided me with annualized numbersgileyees trained. While lacking in
concrete information, they were the most generatts their time and engagement, reaching out
to franchises to encourage their participation, prodessing a great deal of curiosity about my

findings.

Locations were scouted where at a branch fromaat lvo of the three café chains were
in walking proximity to control for potential digtt variations within the city. GGC, true to its
international origins and orientation, maintaing amportant geographic dissimilarity from its
peers in its ubiquity at airport concourses. Thstinction is certainly intentional, and projects
the cosmopolitan associations of the GGC branatoestic and international travelers in
Turkey alike. However, it also operates alongfeedent hiring model from the GGC branches

in the city center. For purposes of comparisorginmort branches were considered in this
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research. All visited branches were in upper-naddcome or wealthy neighborhoods, and most
were in shopping malls and along the popular shappoulevards ofstiklal Caddesi and

Bagdat Caddesi.

All told, contact was made at 28 different coffbess, 21 of which were visited multiple
times. Branch contacts generally began with 30dtaito one-hour semi-structured interviews
with the branch manager, when available, about ffeception of the company’s consumer
orientation, the important characteristics of sssbd employees, and their role in the hiring
process. With managerial permission, a 38-queegtipnnaire asking demographic
information, brand identification, and the distiiion of work tasks (see Appendix B on page
138 for the questionnaire, in Turkish) was distrdzliamong the employees and filled out on-

site.

The final step was qualitative semi-structuredmiews with volunteer employees with
more pointed questions about the characteristitisesf employer, as well as their thoughts on
the gendered associations of the workplace. Timseriews usually took place with the
permission of management, usually but not alwaykeatvorkplace. All precautions were made
to ensure privacy of responses, and interviews weneduled at non-peak hours during the day
and evening to assure the service worker the marismmount of time possible for participation.
Interviews were of variable length dependent upenititerest and volubility of the interviewee.

The shortest such interview was five minutes, kevegl stretched to half an hour or more.

It should be said that as a foreign male with irfgerTurkish, my difference from my
interview subjects was always immediately visibléis led to curiosity from a number of

respondents, including managers, with a frequegte#eof counter-interviewing. For the
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majority of the interviews, | was accompanied bluakish-national woman, who eased
gendered and cultural suspicions, and attenuate@a@ential global performance bias on the
part of the respondents. Working with voluntegeiviewees under the sanction of their
managers also helped to relieve the reticencdk@bmut private attitudes to their working
environments, and only in the rare case of a hogd?PiPC manager did the respondents betray

any feelings of discomfort.

Men and women were not discriminated against irdikibution of surveys, but where
possible extra effort was made to speak with woeraployees who were generally fewer in
number. A total of 132 questionnaires were conapléttl from GGC, 44 from MHC, and 47
from PPC) and in-depth interviews conducted witbtal of 21 employees and managers. The
percentage of questionnaires filled out by womesaat of these three café chains was 36.4% at
Global Gaze Coffee, 43.2% at Modern Home Coffed, 1% at Paterfamilias Pastry Café. In
each of these cases, my sample contains a highearpage of women than is registered as

employed in the Istanbul-wide data provided bydbmporate offices.

Information from these questionnaires, as welhasapen-ended responses to the face-
to-face interviews, provide the material for botragtitative and qualitative analyses. In both
creating an aggregate statistical profile of thgkyment rolls for each of these café chains and
in probing individual workers on their attitudesvierds their company brand and role identity, it
is hoped that differences in how gender is perckarad utilized at differentially-oriented coffee
shops within Istanbul’'s consumerist economy willeege. As discussed above, similar
operational dynamics within the consumerist econantiynot always yield identical outcomes
in each consumer interaction, and as the fieldarekewill show, identity roles inhabited by
service employees will differ according to the sezgcape promoted by their employer.
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However, what | hope to provide is a set of corecextamples of how gender norms are
differentially coordinated and interpreted in tipases organized around consumerist ideology.
The formation of gender subjectivities under thgotifying intentions of the servicescape are a
necessary supplement to the growing literatureamsemption in Turkey, while the fact that the
consumerist economy (and the front line servics fhlat sustain it) continue increase will have

important impacts on the gendered labor market.
Plan of Chapters

Chapter twodiscusses the development of the ideartgfumerism from a social
phenomenon, to a pillar of economic growth, andlfjnto a system of creating new forms
ofcommodified value. This chapter first touchesmphe conditions of capitalist accumulation
that allowed consumerism to thrive in industriadiz®untries, both to orient the theory in its
material history and to provide backdrop for rel@wdifferences in the economic position of
consumerism in Turkey. However, the primary foctithe chapter will be in discussing the
theoretical literature on the unique structuratdeas of consumerist ideology and itsimplications
for subjectivities. The tension between these twdyat Michel de Certeau called the
hegemonic “strategies” of producer-structures &edaigential “tactics” of consuméts-is most
apparent in the service worker, and the chapteriges a theoretical review of existent
approaches to service work within the consumedshemy thatproperly take this ambivalent

position into consideration.

Chapter three describes the contours of Turkegsnedevelopment of a consumerist

economy, with attention towards important differesmavith North America and Europe that

*Certeau, Michel de. 1984. The Practice of Everyday Life. The University of California Press. Berkeley,
CA.

24



affect the Turkish service worker. It then looksiaumber of publications on consumerist
ideology in Turkey. Rooted in the specificitiesTafrkish social politics, these studies provide
key context about how consumerism is mobilized¢ddefine spatial and practical boundaries
of gender, class, and modernity within contempofiarkey’s cities. As valuable as much of
this literature is, there has been a tendency witlto concentrate on how customers inhabit and
interact with the new spaces and practices of timsumerist economy, and generally focus with
how subjects posit new identities through consuomptil will argue that this ignores a critical
dynamic of the consumption process. As will hagerbmade clear, much of the value-added to
the price and allure of the consumed good is peréorthrough service theatrfésnd gender
positioning staged on behalf of the service wofkethe consumption of the customer. In this
sense, the service work, and indeed the serveohimerself, becomes indistinguishable from the
product/experience consumed.Adding the criticagpective of service worker subjectivities in
the process of value-production in the consumedshomy, | offer what hopes to be a

necessarycontribution to how consumerism is transfgg the social landscape of Turkish cities.

Chapter four presents the findings of my researchesvice workers in three café chains
in Istanbul’'s consumerist economy. By giving voicghe men and women who constitute the
various servicescapes of coffee shops, this chaplieshow how gender subjectivities are
partially circumscribed by their employees for tneation of a consumerist aesthetic, but also
how they are perceived and embodied by the wotkersselves. It will be followed by
concluding remarks that hope to point towards fielaborations of service workers that could

broaden our understanding of the social changésgaitace in Turkey’'s consumerist economy.

2 Sherman, Pages 20-21.
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Before beginning, it is worth emphasizing that sachclusions are only directed
towards one particular segment of the Turkish eoondhat which is generated by the ideology
of consumerism. The research to support thesmslaias conducted exclusively in some of the
most densely consumeristic spaces in the courfindscial and cultural capital, Istanbul. The
broader economy of Turkey is considerably lessnaeffiby consumerism, and it bears mention
that the majority of workers both in Istanbul ahdbuughout the country are engaged in less
spectacle-oriented employments in agriculture, $hguand public services. It should not be
forgotten that much of the consumption that takasepoutside of Turkey’s privileged circles

serves purely alimentary purposes.

However, it is equally important to note that wivatethe limitations of access to direct
participation Istanbul’'s consumerist economy, ththedrals of consumption have become
important social factories for the production ofwidentities and mechanisms of exclusion that
implicate the Turkish population at large. Throaghthe country, as consumerist ideology
becomes circulated through images in the populsgmpromoted through advertising strategies,
and glamorized in celebrity culture, new normsagfial behavior are becoming culturally
hegemonic at the same time that they are reseictithose without adequate money and
cultural capital. Itis this inherently (and paps purposefully) exclusionary aspect of
consumption practices, and their instrumentalitgansolidating class identity, that make the
subject worthy of sociological inquiry. This the$iopes to contribute to this field of study,
adding the too-often overlooked fact that the majaf the service workers laboring at the
city’s ostentatious boutiques, life centers, aniflieeoshops are of different socioeconomic
origins than the affluent customers for whom sulelcgs are designed. Their ambivalent

inclusionin these exclusive spaces, and theirstesgg project the perhaps conflicting cultural
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and gender norms expected of them by both manageciwsstomer, make theposition of the

service worker in the consumerist economy all tleeencrucial to consider.
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CHAPTER TWO

THE CONSUMERIST TURN IN POLITICAL ECONOMY:

THEORETICAL IMPLICATIONS FOR SERVICE WORK

Latte capitalism could only exist in a society ohsumers. It defines the ultimate
expression of a consumerist economy, in which pcbdn takes place in front of the consumer's
eyes and at his or her bidding. Perhaps not sumgty, the consumer has been relatively well-
represented in the theoretical literature on thesamerist ideology. This thesis in general hopes
to lay a foundation for applying this theory to theerallconsumerist economwhich in
addition to the consumer, would implicate new stites of the employment of service workers.
This chapter in particular aims to discuss thetamdgheoretical studies that analyze service
work in this vein. Already the leading employmeattor in the post-industrial West, the
amount of men and women laboring in front line 8@r\wccupations are continuing to grow
wherever the consumerist economy takes root, imoduich Turkey. To better understand the
features and functions of the consumerist econammyll be necessary to explore its historical

origins and theoretical foundations in consumeststiety.

It cannot be over-emphasized that the material itiond necessary to support a

consumerist society, and the social and cultuestizations that followed it, first arose and
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proliferated in Western Europe and North Ameri¢he formation of what was to be called a
‘consumer society’ was not only a historically-dagent effect of political economy, but also a
creative process that helped shape and eventugdtyteit. By the time consumerist ideology
reached Turkey, as one of the many changes broadhirkish society following the adoption
of neoliberal economic policies in the 1980s, itiea with it a number of structural rigidities
borne from its specific historical origins that dittoned the socio-economic meanings
constructed by its new host country. These diffees will be remarked upon at the beginning
of the next chapter. For the present, the stracad composition of the consumerist ideology
underlying latte capitalism, and its implicatios front line service workers will be discussed

in its original context.

The chapter is organized into three sections. fifsieexplores theorizations of
consumerism in different class contexts in Northefice. and Western Europe, specifically how
the idea of a consumer society emerged from tlaiveldemocratization of wealth and
rationalized system of production. This brief bigtal section provides context to how social
theorists came to understand consumption in the ¥eleveling class distinctions. Secondly, |
review theorizations of the contemporary consurhegsnomy and its major defining quality:
enchantment and atmospherics as the rationaleafoeyproduction. This will lead directly into
the final section, which shows how service workeage been integrated into the theoretical
literature and how their position within the greasgeonomy has changed from the simple

provision of the commodity to a role in the actaadation of value.

Through reviewing many authors’ studies of consusnein Turkey, the next chapter

will make clear that even as many of the dominhebties of consumerist ideology enhance our
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understanding of its implementation that countng, tonsumerist economy in Turkey has highly

distinctive gender and class dimensions that diffgally structure its dynamics.
Consumption from Social Phenomena to Economic latiyer

Arjun Appadurai notes, that “like breathing, congtion is a self-effacing habit that
becomes noticeable only when contextually ostemiat?® True to this dictum, consumption
was mostly overlooked in classic political econoamygl sociology. The first major theoretical
treatment of the subject, Thorstein Veblefte Theory of the Leisure Classained its focus
exclusively on those aspects of consumption thaewely “contextually ostentatious.” Indeed,
Veblen offered the critical insight that this wagosefully done so. The author’s designation
of the meaning of consumption was categorical: €’pbssession of wealth confers honor; it is
an invidious distinction. Nothing equally cogeanhde said for the consumption of goods, nor
for any other conceivable incentive to acquisitiang especially not for any incentive to the

accumulation of wealth?*

A number of interesting conclusions can be extrateol from this definition. First,
Veblen’s understanding of consumption sets Appaduramark on its head, asserting that much
consumer activity, at least among those who haduthey to do so, was mobilized specifically
with the intent of becoming anything but self-effa That Veblen called his observation of
consumption by the leisure class “conspicuous” testhis overt and socially-directed
orientation of the, in Appadurai’s terms, “habit3econdly, because consumption is “honorific”

and an “invidious distinction” it is highly strayihg, and intentionally so.

* Appadurai, A. 1996. Modernity at Large: Cultural Dimensions of Globalization. University of
Minnesota Press. Minneapolis. Page 66.
* Veblen, T. 1953 (1899). The Theory of the Leisure Class. Mentor Books. New York. Page 35.
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Thirdly, while “conspicuous consumptiof’served an important function in demarcating
social position in an economy of extreme dispagitrewealth, the extent to which Veblen is
discussing economic relations at all is rathertkehi It is worth remarking that the “leisure
class” of Veblen'’s title is not quite a class &t ial the Marxian sense that dominated political
economy (i.e. membership to the leisure classt€ofined to individuals united in their
relation to the means of production). Indeed} asas composed in large part of landlords and
dynastic families of “unearned” (that is to sayprtoductive) wealth, the leisure class need not
have any relation to capitalism at all. For tl@ason, it may be more appropriate to, following
Turner, label Veblen’s unit of analysis a “statusup” rather than a clad. As Lipset notes, for
Veblen

The function of conspicuous consumption—that isemaphasis on pragmatically useless

styles of consumption that take many years to leavas to prevent mobility and to

institutionalize the privileges of those who hagkn to the top in previous years or
epochs. Status groups are therefore identifiaplsplecific styles of lifé’

In this first major theorization of consumptioneth it emerges assacial practice
intentionally made visible through a particulardiof lifestyle for the purposes of exclusivity. It
is primarily focused on the preservation of poveard is thus inherently conservative in nature.
These conceptual features of conspicuous consumpkiough rooted in the rococo fashions of
Veblen's late-18 century environment, emphasize an impetus in eoinactivity that is not
particularly economic in origin. This marking @¢ésis through consumption was, and continues

to be, of great relevance in societies typifiedexie disparities in wealth and will be returned to

*> See Veblen Pages 60-80 for a full explication of this concept.

*® Turner, B. 1988. Status. The University of Minnesota Press. Minneapolis. Pages 5-8.

* From Lipset, S.M. 1968. “Social Stratification, Social Class” in International Encyclopedia of Social
Sciences. Crowell Collier and Macmillan. New York. Pages 296-316. Quoted in Turner, page 8, where
the author also implicates Weber in this same conceptual orientation.
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below. However it is first necessary to expliddte next development in the theorization of
consumption, one that was interpreted through tia¢ytics of political economy and under very
different social conditions than those considengéblen. This second side of the coin
conjoins the critical conceptual pairing of constimmas a social phenomenon with a practice

of great importance to the function and growthhaf €conomy.

Murmurings of a nascent “consumer society” in thetéd States and Western Europe
began in the decades following World War II. Asvisll known, the incredible amount of labor
mobilization necessary to power the war economieduhe United States decisively out of the
lingering effects of the Great Depression. Howethex conditions for sustained growth once the

War had ended were not completely ensured.

According to David Harvey “there were two major iegiiments to the spread of Fordism
in the inter-war years!® One was the reconfiguration of class relationsréate workers willing
to submit to the particular demands of Fordist patidn, a problem that was differentially
reconciled according to country-specific positiofisabor. The other was the manipulation of
the wage regime to ensure there was enough mortag imands of consumers to absorb this glut
in production’® As Harvey has noted elsewhere, during this pefisdal and monetary policies
usually dubbed 'Keynesian' were widely deployedampen business cycles and to ensure

reasonably full employment®

*®Harvey, David 1989. The Condition of Post-Modernity: An Enquiry into the Origins of Cultural Change.
Blackwell. Cambridge, Massachusetts. Pages 127-128.

* Recall Mandel's fears, explained at the beginning of chapter one, that this had collapsed by the mid-
1970s. See Mandel, 1975, for a lengthy elaboration of this.
**Harvey, David. 2005. A Brief History of Neoliberalism. Oxford University Press. Oxford. Page 10.
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This was the height of the national economy, antlethe state regimes instituted in
Western Europe and North America were of variosslgial, liberal, or Christian democratic
character, all were broadly wedded to the ideapadtice of dirigismé' This created large
domestic markets for consuming the flood of effithg-manufactured goods coming from
highly productive assembly lines. This geminatdfowering prices of mass-produced goods
with the relative strength of wages allowed thditgttio consume to be spread to a wider
percentage of the population. This led to a rewmkefweus on consumption that took many

interesting forms distinct from the social approaftfiered by Veblen.

First, a fundamental illogic underlying the seenhyrftappy marriage between Fordism
and Keynesianism began drawing criticism from aew@ray of commentators. The economist
John Kenneth Galbraith, certainly no Marxist, ushead a famous critique of postwar
consumerism that is in many ways consistent wighpitreoccupations of the more radical
Frankfurt school about the creation of “false ne€dsDescribing what he called “the
dependence effect”, Galbraith said in his influainti958 bookrhe Affluent Society“So it is
that if production creates the wants it seeks tisfyaor if the wants emerggari passuwith the
production, then the urgency of the wants can ngdo be used to defend the urgency of the

production. Production only fills a void that ithiself created>

> This was much more true for Europe in the midst of reconstruction, with the United States actively
aiding that development as the creation of a necessary market for American goods. See also Harvey
2008, 5-12)

>2 On false needs, see Marcuse, H. 1964. One-Dimensional Man: Studies in the Ideology of Advanced
Industrialized Society. Online version at
http://www.marxists.org/reference/archive/marcuse/index.htm. Accessed on October 30, 2010. Pages
3-4.

>3 Galbraith, John Kenneth. 1998 (1958). The Affluent Society: 40" Anniversary Edition. Houghton-
Mifflin Trade and Reference. Boston. Page 125.
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Galbraith’s colorful example of this seems ratheaigt and innocent by contemporary
standards but nevertheless signals the recogrifiardecisive paradigm shift in the rationale of
material acquisition: “Yesterday the man with a imial but increasing real income was reaping
the satisfactions which came from a decent dietaarabf that no longer leaked water on his
face. Today, after a large increase in his incdmedias extended his consumption to include

cable television and eccentric loafers.”

Galbraith was careful not to attribute this riseamsumerist ideology solely to the
increased general level of affluence in societywds not enough to assure the perpetuated
growth of the postwar economy based on the straktigidities of Fordism to simply supply
laborers with the material means to consume, agjyrisvels of worker affluence might inspire
cries for shorter workweeks. Rather, this wealt to be directed towards formulating desires
for consuming particular types of goods that amepced for the market. Here, Galbraith saw
the critical role played by marketing, perhapsfttet example of a service-oriented industry that

is actually designed to create value:

The even more direct link between production andts/& provided by the institutions of
modern advertising and salesmanship. These caeneicbnciled with the notion of
independently determined desires, for their cerfitrattion is to create desires to bring
into being wants that previously did not exist.isTis accomplished by the producer of
the goods or at his behest. A broad empiricaligeiahip exists between what is spent on
production of consumer goods and what is spengnthgsizing the desires for that
production®®

In this passage, we see a key inversion of whabhr@igh called the “conventional

wisdom” of mainstream economics in that, with théity of Fordism to produce goods cheaply

>* Ibid, page 121.
> |bid, page 127.
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and in great quantities so long as the design @lic¢cihnange, it became more profitable to have
the consumer respond to the supply of existent goodhe market than for the producers to
manufacture goods desired by consumers. Thidoesdtip, along with the increase in sheer
scale of both production and consumption, had majpfications for North America and
Western Europe. Returning to Harvey, “Postwar Bonchas to be seen, therefore, less as a
mere system of mass production and more as awatabf life. Mass production meant
standardization of product as well as mass consommnd that meant a whole new aesthetic

and commodification of culture®

This new “way of life” was very different from ttféfestyles” discussed by Veblen half
a century before the end of the War. The developmia new regime of capital accumulation
created new social dynamics at great odds witmttien of status protection of a non-
industrious “leisure class” during periods of vas@alth polarization that defined the context for
which Veblen's theory of conspicuous consumptigoliad. “Invidious distinction” became a
more challenging objective in a world where neargryone had access to the “cable television
and eccentric loafers” that defined the fantasticaits of available consumer goods. Indeed, the
uniformity of products manufactured in the highbmrtralized system of Fordism, coupled with
the relative democratization of consumption throlglynesian wage and employment supports,
caused a number of social theorists to worry tbasamption had gotten so widespread as to
become prosaic. A number of authors began totdinea attention towards a perceived threat

to high culture rather than class divisions.

Daniel Bell is an egregious example, and@istural Contradictions of Capitalisroften

reads as a lament of the bygone days of Veblenaarichy. Bell claimed that beginning in the

*® Harvey, 1989, page 135.
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1950s, “a consumption society was emerging, witerhiphasis on spending and material
possessions, and it was undermining the traditiealale system, with its emphasis on thrift,

frugality, self-control, and impulse renunciatiotf.”

This was a novel approach in that it claimed tloaiscmerism was threatening to the
very viability of capitalist production, rooted the Weberian deferment of gratification and
reinvestment of wealth in productivity. Howevénvas a particular sort of consumerism that
was really at issue, about which Bell was unequal:d@ he cultural transformation of modern
society is duesingularly, to the rise of mass consumption, or the diffusibwhat were once
considered luxuries to the middle and lower clagsesciety.®® Where Veblen had observed a
form of economy where consumption was meant to di@sial distinctions, Bell saw the
consumerism of the Fordist era as engenderingiallyostagnant homogeneity. According to
Bell, the proliferation of popular arts ensurect thurgeois culture ha[d] been shatter&d”

while society at large was led “from the Protesgthic to the psychedelic bazaé?.”

While there is a considerable amount of this sameblsish sentiment in Baudrillard, who
claimed that “a great democratic wind has blowotigh the heavenly Jerusalem of culture and
art” creating a “lowest common cultufé” his most enduring influence is in decisively shij
the debate about consumption away from a soci@hkyin interpersonally-)oriented analysis to
one of interpretations of images and objects. @bdming from a different political orientation

than Bell, Baudrillard’s theorization of consumptifmllows a similar train of thought to a

*" Bell, 64-65.

*% Bell. Page 65. Emphasis mine.

> Bell, 41.

% Bell, D. 1976. The Cultural Contradictions of Capitalism. Basic Books. New York. Page 54.

®1 Baudrillard, J. 1998 (1970) (Eng. Translation by C. Turner). The Consumer Society: Myths and
Structures. SAGE Publications, Ltd. London. Page 106.
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radical conclusion. The social, other-directedradsgeblen’s era of consumption was
completely obsolete—consumption was now undersésaa solipsistic pursuit. Note the willful

disappearance of people in the very first paragodphs 1970 booK'he Consumer Society

There is all around us today a kind of fantastiespicuousness of consumption and
abundance, constituted by the multiplication ofeabs, services and material goods, and
this represents something of a fundamental mutatidine ecology of the human species.
Strictly speaking, the humans of the age of affteeare surrounded not so much by other
human beings, as they were in all previous agdd$yobjects Their daily dealings are
now not so much with their fellow men, but rathem-sorising statistical curve—with

the reception and manipulation of goods and mes$age

Baudrillard’s usage of “conspicuous consumptioniraat be coincidental here, but
without an audience, to whom is consumption meabetconspicuous? This is the very
dilemma which Baudrillard sought to elaborate. YWhmhas done here is to take Veblen’s
theory of conspicuous consumption and generalitmetiie point that it no longer performs any
particular social function. Zygmunt Bauman makagalar point when, in another direct
reference to Veblen, who believed that consumptiaa always mobilized in competition to
one’s neighbors, he claimed “No particular ‘Jonke#sr a reference point for one’s own
successful life; a society of consumers is onendfarsal comparison—and the sky is the only

limit.” 63

Baudrillard identified this general form of congpatis consumption, simultaneously
unanimous and anonymous, as the “universal dig&triilar to Bell, the root problem was the

expansion of access to material wealth. With #g@atratization of consumption complete,

®2 Baudrillard, J. 1998 (1970) (Eng. Translation by C. Turner). The Consumer Society: Myths and
Structures. SAGE Publications, Ltd. London. Page 26, emphasis in the original.
% Bauman, 2000. Page 76.
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where “everyone has (or will have) the same washiaghine and buys the same paperbaéks”
Baudrillard believed the grounds for social diffeiation defined by accumulation and
ownership were ceasing to exist. This was tantamuthe passing of social life altogether,

which presumably only arose out of such great disps:

The substance of life unified in this way, in thisiversal digest, can no longer have in it
any meaning: what constituted the dreamwork, therlaf poetry and of meaning—in
other words, the grand schemata of displacementamndensation, the great figures of
metaphor and contradiction, which are based offitimg interconnection of distinct
elements—is no longer possible.The eternal sulistitowf homogeneous elements now
reigns unchallenged.

If such curious lamentations for the era of sodistrimination based on exclusive
consumption practices seem strange now, they comedanide hearing in an age and context
where the objective conditions for Veblenian thesmf consumption (the aristocratic
polarization of wealth) were becoming distant mae®r Followers of Baudrillard, including
Mike Featherstone, extended this tendency intexitsemities, anticipating a bizarre future

where class obsolescence is the epitome of dystopia

We are moving towards a society without fixed stagtoups in which the adoption of
styles of life (manifest in choice of clothes, leis activities, consumer goods, bodily
dispositions) which are fixed to specific groupsédneen surpassed. This apparent
movement towards a post-modern consumer culturedbszson a profusion of
information and proliferation of images which cahhe ultimately stabilized or
hierarchized into a system which correlates todigecial divisions, would further
suggest the irrelevance of social divisions aninaltely the end of the social as a
significant reference poifif.

® Ibid. Page 60.

® |bid. Page 31

% Featherstone, M. 1987. “Life-style and Consumer Culture.” Theory, Culture, and Society, Volume 4.
Pages 55-56. Quoted in Turner, page 75.
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This final pronouncement illustrates well the ldrggto which social theory had departed
from previous considerations of the role of constiompin Western European and North
American societies, from a form of “invidious digttion” made by wealthy groups for purposes
of social exclusion to a habit supposedly so muadard solipsistic as to rob humanity of all its
vitality. But for all the attempts of post-modesocial theorists to mourn the supposed passing
of class stratification, it is important to remembeat this nascent form of consumer society
featured dynamics that were very much contingenhupe era in which it developed. First,
consumerist ideology was born out of the necessispp up excessive production under
Fordism, which was a highly centralized and strrediform of manufacturing. Production
maintained primacy in determining the commoditiegtte markets, while consumers were still
relegated to the role of purchasing what was oaerdffence the need, as Galbraith identified, for

“the producer of the goods” to “create desires"tfmse goods).

The second key historical particularity of the pest consumer society was that it
emerged in the context of rising median incomesthadyreater democratization of consuming
what had previously been considered luxury gogsisthe mass-manufacturing model of Fordist
production was unable to provide consumers withhmmaore than “cable television and
eccentric loafers” to spend their money on, satiabry began analyzing how strata were either
formed in communication with objects and symbolsgisappeared completely. Even as the
mostly national economy that fostered the growtthif nascent consumer society came
unraveled during the period of neoliberal econoaxipansion, as will be discussed in the next
section, much of the theoretical contributionshoé era discussed above—particularly the
preeminence of symbolic manipulation at the exp@f$eiman interaction—remains influential

in discussing dynamics in the consumerist economy.
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Consumption as Imagination, and the ImplicationsService Work

The previous section described how consumer soaiasytheorized as a system of mass
accumulation, in which ‘mass’ is critically operatiin two distinct respects. One that the sheer
guantity of durable goods consumed was unprecedeiitee second was that such consumption
was taking place in increasingly widespread seaibtse population. Though large-scale
consumption has always been the privilege of tHaaft elites everywhere, for most of thé™20
century both of these features were uniquely asa#nd the industrialized countries of North
America and Western Europe. As was discussed imeyabove, they coexisted as products of,
and contributors to, a system of political econdraged on the Fordist model of standardized
mass production and a debt-financed wage regirpeotoote effective demand in internal

markets.

However, while this had created the basis in thestrialized West for a consumer
society, it had yet to develop into a full-fledgeneumeriseconomy As noted by Galbraith,
consumer society was formed from a system of matwifag that was too inflexible to respond
to demands from consumers and hence needed tde'aesires” for its products. The cultural
malaise felt by Bell and Baudrillard, among othees somewhat charitably be understood as
the spiritual condition where “eccentric loafergitionly define the upper limit of desire, but
become universally attainable. Following thesetizations, Zygmunt Bauman provides a pithy
diagnosis of this problem while also signaling aywat: “The history of consumerism is the
story of breaking down and discarding the successwnlid’ obstacles which limit the free flight

of fantasy.®’

® Bauman, Z. 2000. Liquid Modernity. Polity Press. Cambridge. Page 75.
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Harvey saw the consumerist ideology and the ecomegstem that bore it were
constrained by the same obstacles. Consumptibloith America and Western Europe had
become banal and uninspiring with few remainingatycdistinctive ways to consume. This
led to the simultaneous collapse of the two piltefrthe relatively nationally-bound economy
that had created the consumer society: Fordistymtazh and Keynesian wage and employment
supports. Consumerist ideology demanded a lessfarctarer-mandated form of production
capable of servicing (and fostering) consumer dssiwvhile the destruction of the labor regime
necessary to sustain centralized production méaneffective demand had to be outsourced
beyond national borders. The circumvention of atsts to Bauman’s “free flight of [consumer]

fantasy” was thus accompanied by the neoliberaugeaof national economic planning.

According to Harvey, the neoliberal regime of flaikty (in the sense of deregulating
labor markets, the subcontracting of manufacturd,the encouragement of fair trade, among
other things) “has been accompanied on the consomgitle...by a much greater attention to
quick-changing fashions and the mobilization oftladl artifices of need inducement and cultural
transformation that this implie§® The ascension of consumerism from a “way of life”
sustaining Fordist production as described abovtkegrimary engine of capitalist growth is
seen as the pivotal moment in the developmentcohaumerist economy, or the point at which,
as Juliet Schor says, “consumption shifted fronmépai functional appendage of production to its

antithesis.?°

One of the most important features of the conswshedonomy is understood by Harvey

almost as an unintended consequence of this sydtaotumulation: “The need to accelerate

68 Harvey, 1989. Page 156.
% Schor.
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turnover time in consumption has led to a shiftmwiphasis from production of goods (most of
which, like knives and forks, have a substantfetilne) to the production of events (such as
spectacles that have an almost instantaneous ®irtiowe).”® This notion of spectacle, while
not without theoretical antecedents, has becomechstone for the theorizations of value in the

consumerist economy.

Channeling Weberian trepidation with the increasatgnalization of modern society,
George Ritzer sees the primacy of the spectadleeiconsumerist economy as a form of “re-
enchantment” of the shopping experiefiée response to the disenchantment in which consume
society is mired, as expressed in Bell, Bauman,Badrillard above. What Ritzer called the
“new means of consumption’—“the almost dizzyinglifevation of settings that allow,
encourage and even compel us to consume so madg gad service$*—functioned
according to exactly this dialectic between theoretlity of productive systems and the desire of
consumers to feel enchantment, or as Ritzer puggtiéending his metaphor to capture the

“magical thinking™®

Baudrillard saw as key to fostering continued gtoim consumerism, “the
challenge for today’s cathedrals of consumptiorfdaseligious cathedrals), is how to maintain

enchantment in the face of increasing rationatirat/*

These new settings of consumer society, includiegshopping mall, tourist hotel, and

the coffee shop, relied on presenting an atmosphatdostered a sensation of experience,

7% |bid. Page 157.

"1 See Ritzer, G. 2005. Enchanting a Disenchanted World: Continuity and Change in the Cathedrals of
Consumption 2/e.

72 Ritzer, 2001. Page 108.

3 Baudrillard,

74 Ritzer, enchant
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achieved through the conscious presentation oftaplec Much as Debord had before Him,
Ritzer claims that “the spectacle is used to ovaeethe liabilities, especially the
disenchantment, associated with highly rationaliggstems.®Baudrillard saw premonitions of
this trend as he walked through the newly-estabtishdoor shopping centers of Paris in the
1960s, describing the now-familiar in novel terms:
The unprecedented comfort of strolling among shwpsse tempting wares are openly
displayed on the mall, without even a shop-windowef screen, the mall itself being a
combination of the rue de la Paix and the Champgségls. Adorned with fountains,
artificial trees, pavilions and benches, it is whaxempt from changes of season or bad

weather: an exceptional system of climate contegjuiring 13 kilometres of air-
conditioning ducts, makes for perpetual springtife.

This passage reveals a transformation of the shgmpiperience to one of the utilitarian
servicing of needs to one of having an experieMdach attention is paid to physical
sensations—the comfort of the climate, the easdeisirely mobility, but above all the emphasis
is placed on the visual, with nothing (not eveniadew!) to impede the invasion of eyes on
both the goods and atmospherics. While Baudriliiddnot define it in such terms, this
elevation of the gaze on consumerist activities $iethe heart of the spectacle, which in its
etymological roots implies looking (John Fiske sdlie cathedrals of consumption a “visual

178)

feast””). This voyeuristic notion of enchantment by laakhas important implications for the

labor of service workers, especially in the heagi#yndered performance of what Witz,

7> Debord, 1967. The Society of the Spectacle.
’® Ritzer, 2001. Page 133.

77 Baudrillard. Page 30.

’® Fiske. Page 322.
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Warhurst, and Nixon call “aesthetic labdt."This theme will be returned to momentarily, but
for now notice how Baudrillard gazed at the watle,fountains, fake trees and benches, but

somehow neglected to mention the bodies.

Onekey element to the success of the cathedralsnsumption that is underemphasized
in Ritzer is the ability to make the spectaculatravagant, and enchanted simultaneously
guotidian.The sprawling atria of shopping mallsr§pg seasonal sales and, increasingly since
Baudrillard’s day, amusement park rides,are desigoelo exactly that. Needless to say, few
things are quite as habitual as one’s daily cupoffee, and the coffee shops offering ever-new
blends of coffee, sugar, and milk to be consumearthaginary cosmopolitan environments are

another example of making a public display of dagjavior.

The position of people within the cathedrals ofssamption, be they consumers or
service workers, is rather unexamined in Ritzemskywhich assumes a structural approach
towards analyzing the enchantment and identifiectlation of spectacle as the primary, and
perhaps only technique invigorating the otherwissdane activity of shopping. However,
while spectacle emphasizes the gaze, it also is\plssivity. It is the task of the means of
consumption to present would-be consumers withrasistible performance that they cannot

afford to miss, and their response to this is tdkemgranted.

Other theorists have stressed the importance géstilities in enchanting the shopping
experience. Much of this is inspired by Michel@ertau’s attempts to reassert the power
agency in social theory, by focusing on types eistance to the supposed mandates of

structures. In analyzing the grid-like rigidity miodern urban design, Certau observed that the

Witz, A.; Warhurst, C.; and Nickson, D. 2003 “The Labor of Aesthetics and the Aesthetics of
Organization.” Organization. Vol. 10, No. 1. Pages 33-54.
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movements of individuals “remain unpredictable witthe space ordered by the organizing
techniques of system&” By implementing agential “tactics"—shortcuts fdient sets of pace,
and even loitering on city streets—in defiancehef attempts of structural “strategies” to control
them, pedestrians “remain heterogeneous to theragdiey infiltrate and in which they sketch
out the guileful ruses of different interests aegices. They circulate, come and go, overflow
and drift over an imposed terrain, like the snowaves of the sea slipping in among the rocks

and defiles of an established ord&t.”

John Fiske appropriates Certau’s concepts formusigei shopping mall, adding the
critical insight that the structures of the catlasiof consumption are not a hegemonic power, as
might be emphasized by Ritzer, but are instead itapbsites of contestation and the

reconfiguration of social identities:

Shopping malls and the cultural practices...that f@kee within them are key arenas of
struggle, at both economic and ideological levelsveen those with the power of
ideological practice, hegemony, or strategy andeéheshose construction as subjects in
ideology is never complete, whose resistance misatfegemony can never fully relax
in victory, and whose tactics inflict a runningissrof wounds upon the strategic
power??

Fiske provides the additional service of analyziogv gender subjectivities are formed in
the shopping malls that try in every way to objigotvomen. While acknowledging that the
cathedrals of consumption truck in spectacle, catvie calls “the gendered politics of
looking”®®, Fiske sees how women have asserted a publicme e the shopping mall as a way

of asserting participation in the male-dominateadmeof “progress.” Even so, as will be

& Certau. Page 35.
* Ibid.

8 Fiske. Page 307.
® Fiske. Page 322.
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discussed anon, the limitation of Fiske’s readmthe untethered movements of the woman
consumer ignores the tighter structural grip onsihigjectivities of women service workers, who,
not incidentally, occupy a tense position embodyaoth the structural “strategy” of voyeuristic

spectacle and the agential “tactics” of resistabjexts.

Still other theorists of subjective identities hetconsumerist economy see consumers as
less oppositional than as instrumental in sustginonsumerist ideology. Bauman, quoting from
Harvie Ferguson’s framework, traces the genealdgposumerism from the satisfaction of
needs (in the Marxian sense of providing the simpéans for reproducing the laborer for the
working day§* to desire (which is competitive and socially-dtesl in the Veblenian sense), to,
finally, the wish:

Where the facilitation of desire was founded upomparison, vanity, envy and the

‘need’ for self-approbation, nothing underlies timenediacy of the wish. The purchase

is casual, unexpected and spontaneous. It hasaadjuality of both expressing and
fulfilling a wish, and like all wishes, is insin@eand childish #

As Baudrillard had before, Bauman sees contempa@@mgumption as being essentially
asocial. However, rather than dwell on the medsaoi the manipulation of the symbols of
objects, Bauman focuses on how the consumer cagtitaube motivated to engage in consumer
practices. This ascension of the wish requiredaage in the realignment of moral, ethical and

above all practical values. In a passage thatiseBall’s foreboding a quarter-century earlier

8 On this process see Marx’s Capital in Tucker, R.C (ed. 1978) The Marx-Engels Reader, Second Edition.
W.W. Norton and Company. New York. Pages 361-364.

¥ Ferguson, H. 1992. “Watching the World Go Round: Atrium Culture and the Psychology of Shopping”
in Shield, R. (ed.) Lifestyle Shopping: The Subject of Consumption. Routledge. London. Quoted in
Bauman, 2000. Page 76.
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that the consumer society was undermining the Btarie Ethi€®, Bauman claims that “the
consumerist cultural syndrome consists above dii@emphatic denial of the virtue of
procrastination and of the proprietyand desirgbditthe delay of satisfaction — those

twoaxiological pillars of the society of producented by the productivistsyndromé&’”

For Bauman, the wish signals the destruction omalbef consumers of the “obstacles
which limit the free flight of fantasy” as discusisat the beginning of this secti&h.This
concept is very similar to the approach taken bpadurai, who, just as Bauman saw
consumption to have transitioned from needs tareége$o wishes, believed that “all socially

organized forms of consumption seem to revolverat@aome combination of the following

three patterns: interdiction, sumptuary law, arshian.’®

As an anthropologist, Appadurai’s theorizationsconsumption are more comparative
than many of the other theorists discussed insision. Appadurai believes that interdiction,
or the social taboos that proscribe all manneretfalvior (including consumption), only
continues to exist in cultural contexts that hawtinternalized market logic, the “small-scale,
low-tech, ritually oriented societie$” Consumerist economies, or what he somewhat
confusingly calls “late industrial society”, arisat of a “consumer revolution” which he
describes as “a cluster of events whose key fe&wgeneralizedshift from the reign of

sumptuary law to the reign of fashiot.”

% Weber, M. 2003 (1905). The Protestant Ethic and the Spirit of Capitalism. Dover Publications, Inc.
Minneola, NY.

¥ Bauman, Z. 2007. Consuming Life. Polity Press. Cambridge. Page 85.

& Bauman, 2007. Page 75.

¥ Appadurai. Page 71.

% |bid.

! Appadurai. Page 72. Emphasis in the original.
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Sumptuary law, as might be surmised from its nasnne fiscal prudence to reinvest in
the future, drawing, as had Bauman and Bell, froenWeberian historiography of capitalist
development. Appadurai’s understanding of the gomes revolution to a “reign of fashion”,
however, offers a deeper explanation on the subgentle of the consumer in enchanting the
otherwise mundane practice of consumption tharivieh” explored by Ferguson and Bauman.
While “wishing” suggests, and Ferguson confirm&asual” and “spontaneous” engagement of
the consumer with a purchase, Appadurai sees fasisi@engendering a more sustained role of
consumer attitudes. He calls this “the peculiav f@rce to the imagination in social life today”
permitting and perhaps demanding that consumerssider a wider set of possible lives than

ever before

Significantly, Appadurai does not consider suchsterations to be pure fantasy, or
perhaps a “spontaneous wish”, but rather, in awnesist economy where consumption is the
motor of growth, he sees the imagination as a foirfabor: “Consumption has become the
principle work of late industrial society...The heaf this work is the social discipline of the
imagination, the discipline of learning to link fasy and nostalgia to the desire for new bundles
of commodities.*®* The consumerist economy, of course, eases thigiimative leap—creating
all sorts of commodities that themselves are fufhatasy and nostalgia, and, as we will see in

the next chapter, an air of cosmopolitanism.

While Appadurai provides a much-needed theoripatiosubjective responses within the
“cathedrals of consumption” in the consumerist @toy, it is strange to see him limiting the

role of the imagination to the desire for physitaindles of commodities.” As Ritzer, among

*2 |bid. Page 53.
» Appadurai. Page 82.
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many others, has shown, the commodification of tsoée and experience accounts for much of
the creation of value in the consumerist econoingeed, Appadurai’s (as well as Bauman’s
and Fiske’s) concepts should be seen as complen@eRitzer’s analysis of the new means of
consumption. The voyeurism encouraged by the cafifroation of spectacle, the spontaneous
generation and ephemeral satisfaction of consumishgs”, the struggle of subjectivities to
express themselves in objectifying structures,theexpanded (and conditioned) necessity of
imagining other lives all contribute in importanays in describing the dynamics organized
within the shopping malls, tourist resorts, ande®fshops in the contemporary consumerist

economy.

The Objectified Subjectivities of Service Workarghe Consumerist Economy

“In twentieth century capitalism,” says Ritzer,"“tfeeus shifted increasingly from
production to consumption, resulting in a paradlaft from control and exploitation of workers
to that of consumers* This is part of what Ritzer believed to be thiorsalization of
consumerism, or what he more famously called it®btaldization, and the dehumanizing logic
that creates the need for the more enchanting édadlfs of consumption” to be devised.
Contemporary consumer society, in his view, funiaccording to the dialectic between a
service industry based on “an increase in effigiepeedictability, calculability and controf
and the “enchantment” and “sense of unity” creatietthe new means of consumptiSnwhile

Ritzer develops this dialectic through analysishefsettingsof consumerist ideology, such as in

% Ritzer, 2001. Pages 111-112.

*Ritzer, G. 1997. The McDonaldization Thesis: Explorations and Extensions. Sage Publications.
Thousand Oaks, CA.. Page vii.

% Ritzer, 2001. Page 184.
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his work on the calculated extravagance of Las ¥egainos, he devotes very little attention to

the role ofservice workersn the consumerist economy.

As can be seen in the quotation opening this sedin@re is only increasing rationality—
and no enchantment—in the service industry. “Tisgamer is the laborer” in the consumer
society in the sense that they “create value irtdbBks they perform for McDonaldized
systems®’ such as filling their own drinks and bussing tfwin tables. While this insight helps
us understand how such companies make profit-eamaore efficient, they do little to explain
the values created by the service workers themselMete Ritzer's use of the definitive article,
where customers atke laborers, as if the people sweating behind thatador minimum

wage do not exist!

Indeed, when Ritzer does speak of the service welikehis consumer society, he
focuses on how the rationalized (or McDonaldized}ems of production in the cathedrals of
consumption “dehumanize” service work “through shéstitution of non-human for human
technology.®® This mechanization of the service task is extdrzyond the actual machines
utilized in the provision of services to the veature of service interactions. These “human

% or “norpeople*®Wwith their proscribed service behaviors can onlgagre in “scripted,

robots
dehumanized relationship§* with customers. For Ritzer, the value providedtsyservice

worker in the consumerist economy is only instrutaknvhile the subjectivity of service

%7 Ritzer, 1997. Page 64-65.

% Ritzer, 2001. Page 112.

*Ritzer, G. 2011. The McDonaldization of Society, 6th Edition. Pine Forge Press. Thousand Oaks, CA.
Page 108.

1% gee Ritzer, G. 2007. The Globalization of Nothing 2. Pine Forge Press. Thousand Oaks, CA. Pages 78-
83.
10%pitzer, G. 2007.Page 82.
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workers is so thoroughly and successfully contcobig their employers that their personhood is
even drawn into question. “Of course)@person is a person,” Ritzer concedes, but one who
does not act as if he or she is a person, doasteoact with others as a person, and perhaps

more important is not treated by others as a per¥6n

There is an apparent deficiency here in Ritzersight, where he acknowledges that the
overly-rationalized settings of consumption aredoeing enchanted in the consumerist
economy, but the service worker is condemnetbtpersonhood. Certainly those working in
the heavily-enchanted cathedrals of consumptioress@me of that sheen.Meanwhile, the
preeminence of spectacle in contemporary shoppeilsntourist resorts, and coffee shops

cannot help to have trained some of its gaze ogé¢heered bodies that work in them.

These aspects of the consumerist economy are ainvasiably ignored by dominant
theorizations of consumerism, even those who atjaefit significance to the creation of value
through spectacle, sensations and experiencegsedn®itzer is relatively rare in that he devotes
any time at all to analyzing the role of servicerkess, while other theorists have generally
focused on the exoticism of settings and objettss analytic bias overlooks how changing
patterns, places, and presentation of consumpttvitaes directly implicates the front line
service worker in a number of ways.Ritzer’s treattnécusing exclusively on the
instrumentality of the service exchange, is clearbdequate for the purposes of this thesis. As
the sites of economic growth are increasingly foumthe “cathedrals of consumption” such as
shopping malls, tourist resorts, and coffee shapgeat deal of the value added to what is

consumed is produced through the on-site labdnetervice worker. As Bitner says, “the

102 Ritzer, nothing 79
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consumer is ‘in the factory'®® while as Sherman points out “the productconsistsarying

extents, of the interaction between workers antbooers.*%*

As with any ‘factory’—industrial or consumerist—as attempt to manage the
production of their saleable commodities. Markgtaxperts realize that it is equally important
for companies within the consumerist economy toagarthe experience produced for the
consumer. As was discussed in brief in chapter g do this through manipulation of the
servicescapeor “the ability of the physical environment tdluence behaviors and to create an
image.”® Through the marketing of a brand image througregtisement and the creation of
atmospherics at the physical sites of retail, firmhe consumerist economy “manufacture” an
aesthetic sensation associated with the consuneett®f The service worker is integrally
situated within the intentional structure of thevegescape, not merely for the purposes of
control or the functional provision of goods, aszRr said of rationalized service settings, the
service worker in the servicescapes of the consgteronomy perform far more important, and

far more varied, value-adding roles.

One unsubtle critique of Ritzer’s rather one-sidedception of the service worker as the
automaton of his or her employer comes from Korskynwho argues that “even at
McDonald’s, there can be a not insignificant degregocial embeddedness in the service
encounter.*®” Furthermore, for Korczynsky, the more interactive nature of the service work,

the more conflictive the demands between the ralibing mandate of his or her employer and

193 Bitner. Page 57.

1%% Sherman. Page 22.
105 Bitner, 57.
1% gee also Christensen, and the discussion of servicescapes on pages 9-12 above.

197 Korczynski. Page 75.
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the more open-ended expectations of the custoiiie.service worker occupies a difficult

position in this “customer-oriented bureaucraty}.”

While Korczynsky would certainly not argue thatvées workers are always treated with
appropriate respect by the customers to whom theguwbservient by design, he does dispute
that service workers are “not treated by others psrson.” As he makes clear, “the ideal-type
of the customer-oriented bureaucracy contains wittthe dual logics of rationalization, and
orientation to the formally irrational aspects astomers.*®® That is, service workers are often

expected to compensate for what Ritzer calls “traionality of rationality™*°

created in many
service environments. Customers wishing to devrata the rules of the service environment,
by perhaps taking more items into the changing rtwan is allowed by store policy or by
requesting their Starbucks coffee in a ceramic roftgn appeal to human ability to “override”

such formalities. This places strain on the serworker whose job follows the maxim “the

customer is always right” but who ultimately sera¢s$he pleasure of the employer.

Korczynsky highlights an important tension of timeb@died producer in the consumer
factory, and it is a worthwhile objection to Ritzédowever, it still fails to extend past the
functional aspects of the service relationshipprgrg the greater role the service worker has in
actually creating the value for the product beiaegyed. Never forgetting that the sole purpose
of the service worker is to gain profit for the prmwner, Warhurst, Thompson, and Nixon
eloquently show how the exploitative employmenatiehship demands two simultaneous

functions of the service worker in the consumerinomy:

1%8 see Korczynsky, M. 2009. “Understanding the Contradictory Lived Experience of Service Work: The
Consumer-Oriented Bureaucracy” in Korczynsky, M and Macdonald, C.L. (eds.) Service Work: Critical
Perspectives. Routledge. New York. Pages 73-90.

199 Korczynski. Page 80.

19 Ritzer, 2011. Pages 16-18.
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There are two principle ways in which the capitadiseks to ensure a profit from
(interactive) service labor. First, this is und&dn by seeking to remove as much of the
indeterminacy as possible. As this labor is siamdbusly produced and consumed, the
most likely means is to impose standardized scaptsverbal or aesthetic recipes.
Second, management is compelled to seek a moresimgeutilization of labor power.

For example, it not only seeks to appropriate aaalsimute workers' knowledgeaut

also workers' feelings and bodiés.

This first principle should be familiar, and itessentially no different in Warhurst, et al.
than as described by Ritzer (with a helpful extem&y Korczynsky). The “indeterminacy”
referred to here echoes the four principles of Me@ldized structures referred to above as
“efficiency, predictability, calculability and cami.”**? These all emphasize the very functional
role of the service worker to simply deliver thesided good or service to a customer unable or
unwilling to do so for him or herself. In this pest, the corporal aspect of service workers truly
is incidental, and their replacement with mechashigteuctures would not be seen as problematic

and might even be welcomed.

This second aspect of the service worker’s jold isodesser importance, however,
especially in those consumerist industries—sudh@se that promote luxury, leisure, or
imagination—for which the functions of service werk by definition cannot be replicated by
machines. Arlie Hochschild understood this welher ethnography of flight attendants
published in her 1988he Managed Heart: The Commercialization of Humaglfag In this

book, Hochschild coined the influential term “enooi@l labor” which “requires one [i.e. the
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service worker] tonduce or suppress feeling order to sustain the outward countenance

thaproduces the proper state of mind in others

Hochschild’s definition of emotional labor highlightwo critical components to the jobs
in the service industry. One is that flight attants, more than just purveyors of peanuts and
cocktails, are regarded as producers. Signifiganthat they produce is intangible: it is the
“proper state of mind” in the customers. The valtesated for consumption lies primarily in this
production rather than in providing service per Secondly, this production is not done by
manual labor, nor through innovation. Ratherhfligttendants must manipulate their own

feelings in order to produce the value for whiceytlvere hired.

This criteria for hiring service workers based adatg to their perceived ability to
project the desired emotional sensation on thegdahte consumer has obvious gender
implications, and Hochschild’'s analysis of flighteandants captured the role of the service
industry in proscribing femininity. Since Hochdd's work was published, her framework has
been adopted and expanded beyond the gender dongmgiluding an intersectional approach
integrating how the different ages, sexualitiebnetties, and class backgrounds of service
workers determine their prospects in employmesenvice industries using just the right bodies
to create a particular emotional effect. Of paitc interest is how the inherently self-denying
productivity of “emotional labor” in the consumereconomy has strengthened class hierarchies

between service workers and consumers. As Sheshwmed for‘luxury settings in particular,

Hochschild, A. 1983. The Managed Heart: Commercialization of Human Feeling. The University of

California Press. Berkeley, CA. Page 7. My emphasis.
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thisinteractive product is more than ‘service vatemile’; it is, rather,recognition of the

customer’s limitless entitiement to the worker'diindualizingattention and effort:*

Macdonald and Merrill call this trained supplicafdss of service workers the
“emotional proletariat**°This contribution to forming a class analysis & tonsumerist
economy adds critical depth to theories which, athewve seen, been mired in the illusion
popular within the consumerist literature of staggsiality. Needless to say, such important
dynamics of gender and class conditioning serviogkwelationships within the consumerist
economy go completely unexamined in analyses twatsf purely on the functional role of

service provision.

Hochschild’'s greatest accomplishment in acknowleglgheproductivevalue of
services, then, is in offering a fundamentally eliéint basis of labor exploitation of service
workers within the consumerist economy. WheredaseRand Korczynsky conceived of the
classic “hard exploitation” that comes from emplsyexercising direct control of the actions of
service workers, either through the mechanizatidheservice relationship by scripting
exchanges (as in Ritzer) or as utilizing the serworker as a sort of human apologia for the
inflexibility of the service environment (as in Kaynsky), Hochschild saw “a managed

heart’—the exploitation of the worker’s very emaiso

"% Sherman. Pages 5-6.

113 Macdonald, C.L. and Merrill, D. 2009. “Intersectionality in the Emotional Proletariat: A New Lens on
Employment Discrimination in Service Work” in Korczynsky, M and Macdonald, C.L. (eds.) Service Work:
Critical Perspectives. Routledge. New York. Pages 113-134.

56



This corporeal metaphor is taken quite literallyHardt and Negri, who draw on the
Foucauldian concept of biopower, or the integratibthe body into systems of controf.
Hardt and Negri claim that biopower is of even ggeanportance in a post-industrial
consumerist economy staffed by “immaterial labtgt which “results in no material and
durable good” but rather "produces an immaterialdgsuch as a service, a cultural product,
knowledge, or communicatiort?” Ritzer felt service workers were turned immrpeople,
showing how labor is affeetl by rational systems, while Hardt and Negri claattfront line
service work is “affed¢ve” in that it is primarily intended to produce valirethe consumer
sensation. Far from being dehumanized, in thewsoesist economy the humanity inherent in
front line service work is a potent productive frc‘the instrumental action of economic

production has been united with the communicatat®a of human relations-*?

However, as Witz et al argue, the body is implidateservice work in ways beyond the
production of emotion and affect described abovis.Tdie is fundamentally physical rather than
psychical, and constitutes what they call the awiization of labor: “the stylization of
workplace performances and particularly the wayshich new modes of workplace

embodiment are currently being produced and vadriz'°

118 See Foucault, M. 1990 (1976). The History of Sexuality, Volume 1: An Introduction. Vintage Books.
New York. Pages 140-141.

7 see Hardt, M. and Negri, A. 2000. Empire. Harvard University Press. Cambridge, MA. Pages 289-
294,

8 Hardt and Negri. Page 293.

OWitz, A.; Warhurst, C.; and Nickson, D. 2003 “The Labor of Aesthetics and the Aesthetics of
Organization.” Organization. Vol. 10, No. 1. Page 34.
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In an obvious reference to Bourdt&l Witz et al claim that workplaces in the
consumerist economy aim to capitalize on the “bodigpositions” of service workers in the
creation of a particular aesthetic they wish tmasge with their brand. Using the
organizational language of “hardware”’—*marketingtemel, product design and the physical
environment of workspace$*—and “software—the mobile means to operate theesystWitz
et al describe the recent changes in the serviagarship: “Employees are increasingly seen
not simply as ‘software’, but as ‘hardware’, in gEnse that they too can be corporately molded

to portray the organizational aesthetit?”

This conception most clearly implicates the roléhaf service worker in the servicescape,
which has highly visual connotations. Places efcsacle command a gaze, and many qualitative
studies have noted the strategic display of badieseant to attract the eyes of consumers.

Much as “emotional labor” played on perceived geedeualities of feminine care, “aesthetic
labor” produces value through the placement ofrdbi gendered bodies throughout the site of
consumption. As one study of service workersBititish cathedral to consumption found, this
relationship was a conscious and cynical strategghe part of the management, and the sexual
aggression it purposefully promoted was simply gbing to be dealt with: “sexual harassment
was expected from the customers and managemeniragea women workers to ‘laugh it off’

as it was just ‘part of the job*

120 5ee Bourdieu, P. 1990 (1980). The Logic of Practice. Stanford University Press. Stanford, CA. Pages
66-79.

21 Witz et al. 42.

22 |hid. Page 33.

123 aAdkins, L. 2002. “Sexual Servicing and the Labor Market” in Jackson, S. and Scott. S. (eds.) Gender: A
Sociological Reader. Routledge. London. Pages 199-200.
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Such sexually-charged aestheticization of the wladepis not reserved for the sex
industry, but has become an integral part of timetion of the overall consumerist economy, as
Witz et al aver: “This labor of aesthetics is noder an occasional initiative of sometimes
idiosyncratic or exotic organizations, or even gnmising individuals, but a deliberate,
managerially determined characteristic of an enmmgrguibsector within services that involve

face-to-face, voice-to-voice interaction betweerpkyee and customef?*

The emphasis on the “stylization of workplgmformancé so prominent in aesthetic
labor is echoed in Sherman’s concept of “servieatdr.” Borrowing from Goffman$he
Presentation of Self in Everyday Lifgherman sees the service worker engaging inesssr
emotional, aesthetic, and class acts designedsean expression of inner identity than as a
projection of perceived expectatitfiAs Sherman says, “a major similarity between theise
theater and the dramatic theateris the importahoganingful performance. Actors take on
roles,which they may or may not be comfortable akag. Performance isguided by learning

done outside the theater as well as by norms withiti°

This learning process is an important point to aers as it highlights how subjectivities
are molded by the objectifying structures in whicly work, while at the same time hinting at
the possibility for the expression of individualityhis is expressed through work by Karla
Erikson, who noted that in addition to value fog 8hop owner, service workers create value for

themselves by “producing familiarit}?” with their customers. Not destined to be the mere

24 Witz et al. Page 50.

125> Goffman, Erving. 1959. The Presentation of Self in Everyday Life. Anchor Books. New York.
126 Sherman, 20-21.
27 Erikson, K. 2009. The Hungry Cowboy: Service and Community in a Neighborhood Restaurant. The

University Press of Mississippi. Jackson, MS. Page 26.
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emotional slave of their employers, service workars left to choose to invest or detatd{”
from their customer interactions. They can formdthrough the service relationship that defy
the commanding logic of their proscribed rolesakkshing personal contacts with regulars, or

perhaps even denying friendliness to unwanted ma&t®

As Erikson notes, “Servers aredrawn into emoti@aesformances through multiple
routes—not only managerial strategies but alsa thenh sense of craft and the
collaborativeconstruction of a sense of communifyThis use of the word “strategies” takes us
back to the language used by Certau (and adaptee tmonsumerist literature by Fiske) to

describe the structural constraints against whidividuals resist through agential “tactics®

This last addition to the complex identity formatiand role performance that defines the
opportunities and constraints of the service wonkéhe consumerist economy provides a much-
needed corrective to a literature heavily focusedansumers alone. Theories of consumerism,
having grown out of a context of conspicuous digplaf wealth to a blindness to social
difference in favor of symbolic objects, have higtally tended to emphasize the consumer.
Rather than treating consumerist ideology as adiad,sign of cultural degeneration, it is
important to acknowledge the role that consumehasicome to take in the overall economy.
This has also changed the nature of service waikhas thrust the service worker into a number
of contradictory positions. Service workers donérely staff the consumerist economy, the

generate value within it. They are thus, as Wastheiral say, “central to employers' generation

128 |bid. Page 57.
129 |bid. Page 60.

130

See Certau, pages 34-35.
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of profit and reveal why workers' feelings and lesdare being commodified and therefore why

the employment relationship matters?

The roles of service workers are largely proscribgdhe controlling servicescapes of
their employers, while they often face conflictiomnstraints from the customers. Service
workers are not just provisioners of goods, butpaoelucers of emotion, affect, aesthetics, and
familiarity while simultaneously acting out identperformances of class and gender. Through
all these systems of objectification, however, gerworkers never cease to be subjects, and

they implement a number of tactics to attach irdiiglized meanings to their social positions.

B Warhurst et al. Page 107.
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CHAPTER THREE

THE CONSUMERIST ECONOMY IN TURKEY:

NEW BOUNDARIES OF CLASS, STATUS, AND GENDER

The consumerist economy that has developed in Ygkee the 1980s differs in many
important ways from that in the Western Europeathdarth American contexts discussed in the
previous chapter. While Baudrillard and Bell bemedthe “democratization” of consumption
from the broadening middle classes of France aadUthited States in the 1960s and 70s, Turkey
spent those decades largely walled off from thddweconomy in the attempt of creating an
industrial base. This import-substitution regiregarsed almost overnight following the military
coup on September 11, 1980 as the country begiheapnomic liberalization®? While the
stated purpose was to increase national exportatiedt foreign capital investments, the world

economy to which Turkey opened its borders wasdirerery much in progress.

For the most part, Turkey was welcomed with opensarfor, as George Ritzer has

noted, the contemporary consumerist economy “mustentrate on creating ever-larger

132 The specific processes of this historic transition are beyond the focus of this thesis, but a good

foundation for the transitions of this period can be found in Onis, Ziya 1998. “The State and Economic
Development in Contemporary Turkey: Etatism to Neoliberalism and Beyond” in Onis, Ziya (ed.) The
Political Economy of Turkey in Comparative Perspective. Bogazici University Press. Pages 455-476.
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numbers of people in more and more parts of thédweaitling, even eager, to consume the
products being produced. Thus, capitalism is @miregly as much about producing consumers
and consumer culture as it is about creating prisdared services-> In this sense, for a
country such as Turkey, in which imports had loegrbrestricted, the principal import was not
any particular good from the West, but rather wtestlie Sklair calls the “culture-ideology of
consumerism”: “the value-system that has been swstessfully put in place for the transition

to capitalist modernization and subsequently chgitglobalization.***

Just as Bauman had seen the neoliberal collags®tctionist borders simultaneously

destroying “obstacles which limit the free flightfantasy™*

among consumers, Turkey’s
previously closed internal market became openrtoraber of imported European goods and
services previously known only by reputation. Bpectacular display of these goods unleashed

what Appadurai called the consumer imaginatiortherability to “consider a wider set of

possible lives than ever beforE®

However, these imaginary cosmopolitan lifestyleseneot value-neutral, much less were
they easily accessible by all. Indeed, contrarydw it developed in North America and
Western Europe, consumerism was not borne outroébelle époquef high employment,
middle class growth, and the distribution of wealBather, consumerist ideology arrived in

Turkey alongside the economically and socially pelag tumult of neoliberal deregulation,

133 Ritzer, 2007. Pages 169-170.
13% Sklair, L. 2002. Globalization: Capitalism and Its Alternatives. Oxford University Press. New York.
Page 164.

135 Bauman, Z. 2000. Liquid Modernity. Polity Press. Cambridge. Page 75.

136

Appadurai. Page 53.
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structural adjustment, and austefity. The depth and rapidity of these changes hadaglir
disrupting effect on the Turkish population, eninghsome and displacing many. This period is

aptly expressed in few sentences by Deniz Kandiyoti

In time, rapid urbanization and the influx of rupapulations into the cities created a
bewildering array of styles and subcultures. Nevdesoof dress and consumption
became complex signifiers of class, gender, pl&cgigin, and, more recently,
ideological predilection. The boundaries of thelifianal and the modern became open
to both multiple interpretations and contestatibimese interpretations are constructed
through the perspectives of social actors who #ferently located with respect to class,
status, gender, ethnicity, and residehiée.

As Kandiyoti makes clear, those who could affor@xperiment with the imaginary
cosmopolitan lifestyles newly available for consuimp utilized this opportunity to draw new
lines of “invidious distinction**° This mobilization of consumer goods and expesgsrfor the
demarcation of class identities hearkens back twsthin Veblen’s notion of “conspicuous
consumption**® which as was shown in the last chapter, hadémibre egalitarian post-war
era become seen as an obsolete obsession witmdlohgiaristocracy. In the Turkish context,
however, high levels of income disparity and a easconsumer society coexist in a deeply

stratifying manner.

137 An excellent, many-sided volume of the social changes in this neoliberal era can be found in Balkan,

Nesecan and Savran, Sungur (eds.) The Ravages of Neo-Liberalism: Economy, Society, and Gender and
Turkey. Nova Science Publishers, Inc. Hauppague, New York.. For a perspective on gender and
employment, see Cagatay, Nilifer and Berik, Glinseli 1990. “Transition to Export-Led Growth in Turkey:
Is there a Feminization of Employment?” Review of Radical Economics. Vol. 22, No. 1. Pages 115-134.
B¥andiyoti, Deniz 1997. “Gendering the Modern: On Missing Dimensions in the Study of Turkish
Modernity” in Bozdogan, S. and Kasaba, R. Rethinking Modernity and National Identity in Turkey. The
University of Washington Press. Page 118.

139 yeblen. Page 35.

19 1hid. Page 60.
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The construction of newlassdivisions in Turkey through consumerism was peshap
inevitable, considering how access to consumettipeacis so exclusionary. However, as
Kandiyoti points out, class was one of severaliti@thl lines of social demarcation that were
reopened for contestation in the socially tumulthef neoliberal era. These forms of identity, of
which gender will be of primary interest in thistathe following chapter, became renegotiated
at the quintessential public fora of the consun@i®nomy—the shopping malls, tourist resorts,
and coffee shops that constitute the new “cathedfatonsumption.” This normative dialogue
implicated more than just the shoppers browsingspieetacular goods and imaginary lifestyles
on display, it also engaged the service workemsleéd, the growth of Turkey’s consumerist
economy has meant an explosion of front line sersector employment, now accounting for
25% of the total labor market. This chapter wiplre the growth of the consumerist economy
in Turkey, with attention towards developing a rfadeservice workers in the social
environment. The results from my field study ie tiext and final chapter are meant to

contribute towards including this perspective.

The Structural Formation of Istanbul's ConsumeEsbnomy: The City, Retail Growth, and

Gendered Service Work

The rapid transition from an insular, nationalre@mmy to a more neoliberal international
economy was accompanied by a significant shifhenlocus of public expenditure from the
central government to the cities. As Keyder andishowed, the share of total tax revenues
distributed to local governments more than doubleiveen 1983 and 1985, allowing Istanbul to

expand its budget from simple municipal adminigtrato major infrastructural
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development$?! Meanwhile, the state government developed the Massing Administration
(TOKI) 1984 in order to exert more government cohtver building projects, including the
authority to reclaim occupied land for redeveloptrtéh The Istanbul municipality, suddenly
flush with tax receipts and with the ability to nilate TOKI for claiming domain, quickly
became attractive to public investors abroad, whaled out over a billion US dollars in loans
to the city from 1983 to 19893 Private capital, too, flooded into Istanbul. \éHiefore 1983,
there had only been four buildings with 20 floorsywre, by the end of the decade five times as
many more again were constructé. The urban rejuvenation continued through the $986

the municipality and state government raced topmitd each other in preparing for the TOKI-
sponsored UN Habitat Il conferent®&The city government alone spent over $5 million,
embarking on a series of beautification project @juvenating historical neighborhoods that it
deemed had fallen into disrepafrand setting to work cobbling roads and lining@wden

Horn with promenades, remaking the city “underdtubal gaze. ™’

The changes during this era, however, were far bpositive. This massive
reallocation of public wealth in Turkey’s largeieg was mirrored by growing disparities of
wealth among private individuals. Particularlydhait were agricultural workers, who after the

collapse of state subsidies and price-support progy saw a decline in the intersectoral terms of

141

Keyder, Caglar and Oncii, Ayse 1997. Istanbul and the Concept of World Cities. Friedrich Ebert
Foundation. Istanbul. Pages 21-22.

“2keyder, Caglar 1999¢. “The Housing Market from Informal to Global” in Keyder, Caglar (ed.) Istanbul:
Between the Global and the Local. Rowman and Littlefield Publishers, Inc. New York. Pages 143-159.
“3keyder and Oncii, 1997. Page 22.

% Ibid. Page 28.

%> Cinar, Alev 2005. Modernity, Islam and Secularism in Turkey: Bodies, Places and Time. The
University of Minnesota Press. Minneapolis. Pages 118-127.

¢ Onci, 1997.

Y7 Cinar, Alev 2005. Page 118.
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trade greater than 40% in the decade following 19tch led to sustained urban flightt. For
their part, the mostly urbanized manufacturing tab®were prohibited from participating in
union activities during the prolonged state dediareof martial law**® As a result, real wages
dropped by nearly 40% between 1980 and 1988, agariwhich real profits almost doubled.

Wages did not return to 1980 levels until 19%6.

Not surprisingly, the simultaneous rise of investinin urban consumerism and the
growing polarization of wealth created a numbeeainomic contradictions. For one thing, the
declines in wages slackened demand for the impgeds and services on which the
consumerist economy depended. As Tokatli and Boyated of the factors necessary for
sustained private investment, a “large scale ietpdecame a viable option for large
corporations when urban populations started toigeoketailers with a large,steady and
consistent demand for products. At thesame tindystrial production together with

importliberalizations made it possible to havergéa steadyand consistent supply of godds.”

As discussed above, this latter condition had lecoonsolidated through the enactment
of an export-oriented industrialization regime do¥ing the military coup of 1980. As for
generating the necessary levels of demand, Erkantixlhas shown how the Turkish banking

sector began aggressively promoting consumer bangpthrough the development of a credit

%8 pamuk, 2008. Page 288.

S7ircher, Erik Jan 2004. Turkey: A Modern History. 1.B. Tauris & Co. Ltd. New York. Page 306.
3zar, Semsa and Ercan, Fuat 2002. “Labor Markets in Turkey: Maladjustment or Integration?” in
Balkan, Nesecan and Savran, Sungur (eds.) The Ravages of Neo-Liberalism: Economy, Society, and
Gender and Turkey. Nova Science Publishers, Inc. Hauppague, New York. Page 167.

! Tokatli and Boyaci. Page 349.
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card industry>® This process began with the liberalization o&finial markets in 1988 and the
shifting focus of banks from investing in statejpots to direct lending to consumers on
credit’® This banking innovation introduced the concepgpénding unseen, and as yet
unearned, money to a raft of would-be Turkish caomens. As noted by Odemis, “most of the
[credit] applications were made for purchasing Bleaonsumer goods” rather than for
investments in education or money-earning actiiti@ The number of people gaining access to
these consumer credits skyrocketed from their doftieeir initial offering, going from 195,312

in 1989 to 5.8 million in 2008>°

With capital mobilized for investment and privateass to consumer credit assured, all
the ingredients were in place for what Appadurdiedsaconsumer revolutigror the “shift from
the reign of sumptuary law to the reign of fasHidi. It is not a coincidence, then, that the
international retail sector that thrives in a canstist economy began to take off at exactly this
time. Tokatli and Boyaci’s report on the Turkighail sector found that while “small-scale,
capital-weak, independent, and family-ownedretai[ead] dominated the tradé® throughout
the Turkey’s history, “in fast-food retailing, thé&Scompanies McDonalds, Kentucky Fried

Chicken andPizza Hut entered into the market inatee1980s,and Subway and Burger King in

132 3demis, Erkin. 2009. The Financialization of Consumption in Turkey: The Emergence of Consumer
Credits (1988-2008). MA thesis submitted to the Atatirk Institute for Modern Turkish History. Bogazici
University.

33 |bid. Page 61.

% |bid. Page 67.

> |bid. Page 2.

156 Appadurai. Page 72. Emphasis in the original.

7 Tokatli, N. and Boyaci, Y. 1998. “The Changing Retail Industry and Retail Landscapes: The Case of

Post-1980 Turkey.” Cities. Vol. 15, No. 5. Page 346.
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the 1990s” while the first Turkish outpost of imtationalhaute coutureame in the form of

Marks and Spencer in 199%

The first cathedrals of consumption emerged atibthos time in the form of ever-
expansive hypermarkets. Almost exclusively an nilzenomena, and with Istanbul leading
Turkish cities in both consumer clout and retaggbilities, these shopping centers introduced
those who had means, or who were able to borrom,theea mass proliferation of consumer

options previously unavailable to them at smalghbbrhood markets:

Figure 3.1: The Growth of Cathedrals of Consumptia in Groceries

Hypermarkets + Large supermarkets Small supermarket: Larze markets 400 - Small markets 100 -

1500 m* 1200 - 2500 m* 500 - 1200 m* 500 m* 400 m*
1990 0 15 i k] 1005
1991 0 bl 11 o 1195
1992 1 26 18 il 121
1843 16 30 15 n 1407
1894 1 3 il 117 1630
1893 15 -4 4 157 1003
1094 41 0 4 5 4
1997 55 8 T8 01 1678

Source: Tokatli and Boyaci, 1998. Page 355.

A Turkish retail trade journafrasta(ironically named after an Ottoman-era bazaar),
aptly captures this transition (Figure 3.2), witakkal Amcathe neighborhood store owner,
dismayed at the changes in the retail sector. tpnsingly, the magazine is sponsored by a

major credit card in Turkey, and includes the aaptiTraditional Retail is Modernizing”:

8 |bid. Page 347.
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Figure 3.2: Turkish Retail Trade Journal: “Tradit ional Retail is Modernizing”
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Source:Aligveris Merkezleri ve Perakendeciler Degne www.ampd.org

Of course, the retail boom was not limited to fastd chains and hypermarkets. The
first shopping mall came to Turkey in 1988 and established a retail sector that has become
synonymous with consumerist economic life in corgerary Istanbul. As of early 2010,
Istanbul had 71 fully-completed shopping malls]Juding the two largest in Europe, with a
further 121 mall projects under construction oplianning stage¥® These evermore
ostentatious shopping centers are typically anchbydarge international companies that make
no attempt to hide the exoticism of their origimgéed, the more upper-end malls have actively
branded their global aspirations through the usddgenglish names and advertising slogans. A
standard feature of these cathedrals of consumptsnanother international consumer import

that came to Turkey in the late-1990s: the imagiasmopolitan coffee shop. Those who enter

% Akcaoglu, 2008. Page 13.
180 Arslan, T.V.; Sezer, F.S.; and Isigicok, E. 2010. “Magnetism of Shopping Malls on Young Turkish

Consumers.” Young Consumers. Vol 11, No. 3. Page 179.
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most shopping centers now have a choice to constiae on outlet from one, and often two or

three, of the café chains considered in this study.

These changes in the retail landscape and thetlyivthe consumerist economic base
were accompanied by a deep structural change taraécomposition of the Turkish labor
market. In recent decades, a legion of laborefoimt line service work—those jobs requiring
face-to-face customer interaction and the in-hqueduction of affecf’ and aestheti¢& as
described in chapter two—has cropped up to feedrwdit- and imagination-driven appetites of
Turkish consumers in the late 1990s. As showrignré 3.3, Turkey’s consumerist economy
only begins to show signs of development around®;1B8fore exploding during the retail boom
at about the turn of the millennium. The subsectbthe overall service economy specializing
in retail, hotels, and restaurants (including ceféops) has now become the largest single

sector of Turkey’s labor force, accounting for mgarquarter of all jobs:

Figure 3.3: Employment in Wholesale and Retail Trde, Restaurants and Hotels, %
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Source: Turkish Statistical Institute (TSIptatistical Indicators 1923-2006.

'®! Hardt and Negri. Pages 289-294.
162 5ee Witz, et al. See also a discussion of service work in the consumerist economy in chapter two,
supra.
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What is perhaps most interesting about this devedop of a consumerist economy is
how drastically it deviates from the material cdiudis that engendered the growth of
consumerism in North America and Western Eurogeen1960s. When John Kenneth
Galbraith published@he Affluent Societyn 1958, he was not referring to the consumption
behaviors of a particular elite class (as Veblem Iefore him), he was describing the affluence
of societyat large Cultural elitists like Daniel Bell declared tHaburgeois culture has been
shattered*®® and that “the cultural transformation of modernisty is due, singularly, to the rise
of mass consumption, or the diffusion of what wamee considered luxuries to the middle and
lower classes in society® High wages and low unemployment had permittedatiest

worker to engage in consumption standards prewdusbwn only to Veblen’s leisure class.

The consumerist economy in Turkey, by contrast,dmasrged under opposite
socioeconomic conditions. Not only were unionkéml and wages rolled back, but
unemployment also shot up during a successiomahfial crises. Figure 3.4 shows how the
crisis in production in the Turkish manufacturirgnter has led to the explosion of job growth in

front line service work even when the labor markas shedding jobs overall.

In the first eight years of this decade, the overaiber of people employed in Turkey
has contracted by 300,000, while the number oftflioe service workers in the retail, restaurant
and hotel sector increased by nearly 1.4 millioA3% jump. This drastic restructuring of the
labor market has had an enormous impact on howahgumerist economy has taken shape

within Turkish society in ways that were not witsed in North American and Western Europe.

163 Bell. Page 41.
%% |bid. Page 65.
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Figure 3.4: Service Work Continues to Rise as Tot&mployment Drops
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Source: TSI, Turkey’s Statistical Yearbo&008.

In the first eight years of this decade, the overainber of people employed in Turkey
has contracted by 300,000, while the number oftfliae service workers in the retail, restaurant
and hotel sector increased by nearly 1.4 millioA3% jump. This drastic restructuring of the
labor market has had an enormous impact on howahgumerist economy has taken shape

within Turkish society in ways that were not witsed in North American and Western Europe.

Before moving on to considering some of the sampalsequences of this transformation,
it is important to note that this segment of frimé service work in Turkey is incredibly
gendered. While the urban population of womenurk&y have historically had very low levels

of participation in the labor market, this has bespecially so in the services sector. While for
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generations, women have maintained relatively keghls of participation in the so-called
professional servicé® (women currently compose nearly two-thirds ofemfiployment in

public health and legal servicé$ Figure 3.5 shows that women make up a paltry 148Bpdbs

in retail, restaurants, and hotels. This secttliesnumber one employer of men (where 25% of
all men work), while it is thelargest sector for working women (only 12% of wanfiad

jobs in retail, restaurants and hotels). This atnoertainly reflects how a still-substantial
number of retail businesses are family-owh&dHowever, as was seen in the last chapter, the
provision of affective and aesthetic labor, withhieavily gendered connotations, constitutes a
high percentage of value within the consumerisheany. Each of the three café chains has a

much higher rate of women'’s participation thanrbé&onal average.

Figure 3.5: Gendered Participation in Service Work Other Sectors

TOTAL
Agriculture
Allnon-agriculture
Community, Social, and Personal Services
Finance, Insurance, Real Estate, Business...
Manufacturing
Wholesale and Retail...
Transportation, Communication and Storage
Electric, Gas, Water
Construction

Mining and Quarrying

B Men Employees W Women Employees

Source: TSI, Turkey’s Statistical Yearbook 2006.

185 For an early analysis of this phenomenon, see Oncii, Ayse 1981. “Turkish Women in the Professions:

Why So Many?” in Abadan-Unat, Nermin (ed.) Women in Turkish Society. E.J. Brill. Leiden. Pages 181-
193.

1% Arat, 2010. Page 169.

167 see Caliskan, Sebnem 2008. “Overview of Family Business Relevant Issues: Country Fiche Turkey.”
Report Prepared for the European Commission. Page 1.
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The gendered employment relations in Turkey’s aorexist economy add a second
structural dynamic in which Turkey differs from NorAmerica and Western Europe. The
emergence of new fragmented class realities ansi@d gender possibilities in Turkey’s
consumerist economy has had a dramatic impacteoadbtial meanings attached to
consumption. The following section elaboratesfthims of identity definition and role

renegotiation that have taken shape in contempdnakey’s cathedrals of consumption.

Consumerism as a Social Practice at Istanbul’'s €dthls of Consumption

In explaining the rise in popularity of the shogpmall in Turkey’s neoliberal era,
Feyzan Erkip said that “given that they are exptisgtbbal products relatively late, Turkish
people areeager to consume international brand$iappingmalls, as they have seen in
Hollywood movies andin foreign countrie®® While this statement clearly recalls Appadurai’s
claim that the rise of a consumerist economy igatiriby the imagination of other ways of
living,**® neither the capability to consume these prodnctisthe meanings attached to these
practices are uniform in the Turkish context. Téeeptivity of Istanbullites to the imported
oddities found at the shopping malls, and theilitgtib afford to consume them, differed

according to their social position within the urbeexus.

As has been discussed, the gulfs between the lsedigided groups in Istanbul were
considerably widened by the same neoliberal fotleagssupplied the consumption choices that

demarcated them. Turkey’s integration into glabatkets and the “new channels of

1%8 Erkip, F. 2005. “The Rise of the Shopping Mall in Turkey: The Use and Appeal of a Mall in Ankara.”
Cities. Vol. 22, No. 2. Page 90.
1%% Appadurai, 1996. Page 53.
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accumulation and upward mobilityhad given birth to a new category of rich in Istalib’® and
those who had benefited were free to define theraselnew through purchase and practice. To
return to Keyder, “The spectrum of available sexgiand consumer goods became much wider,
and the disparities in consumption between thatapthe rest too visible. A two-tier system
emerged and the two spheres grew apart whenegstyliés and consumption patterns could be

segregated™*

This “growing apart” is not meant to be taken fafively. There was and is an explicitly
spatial component to the differentiation betweerigd@roups, and the fault lines were largely
drawn along a sense of belonging to the city. Tharticularly visible in recent trends in urban
architecture, as gated communitistd) have erected physical walls separating Istanbul’s
moneyed crowds from the working class “squattangjuasi-legal housing developments
(gecekondu As Keyder says, these “new complexes builtlierglobalizers were landscaped,
expensive, inaccessible, and forbidding to theidetsopulation.*’AVhereas thgecekondpin
its haphazard sprawl and opportunistic organizadidand, was the picture of rural
backwardness, thate was the triumph of order—with the structural apdtgal uniformity
signifying common consumption abilities and prefiees. In the words of Ag Onci, the target

demographic fosite developers were those

This physical separation of Istanbul's upper @assided by the requisite private
automobile, afforded them to lbéthe city while noin the city. Their target demographic was

those “desiring to escape the pollution of the: @iy pollution, traffic pollution, noise pollution

70 Onci, 1999. Page 110.
71 Keyder, Caglar 1999a. “The Setting” in Keyder, Caglar (ed.) Istanbul: Between the Global and the

Local. Rowman and Littlefield Publishers, Inc. New York. Page 24.
72 Keyder, 1999a. Page 24.
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and, most importantultural pollution.””® This differentiated consumption of space aimed to
put the maximum amount of physical distance betwbkese with the means to live what they
understood as the global lifestyle and those talsareminders of Anatolia’s embarrassing

cultural backwardness.

However, as Giil Ozyn points out, what could be kept physically segted in
domestic life became increasingly difficult to segia in urban public places. The continuous
“occupation” of Istanbul over the previous half-tey by migrants, drawn to the same
economic opportunities from which the establishiedses had earned their wealth, had made
them “an increasingly indispensable part of middkess existence, [as] the middle class came to
define itself in contradistinction to the peasaritaleed, the contact between these groups gave
rise to intensified forms of boundary-defining aittes.”’* That is to say, what could not be
kept apart through the consumption of space becamparable through consumerist behavior;
just the “globalizers” found “boundary-defining”gaes to live in thsite in the shopping mall

they found new and distinguishing ways to spend theney.

John Fiske saw the shopping experience as beingfasueial assertion, with identities
that had ossified in older contexts being activelyegotiated in the public spaces of the new
“cathedrals of consumptiort” In the Turkish context, too, it is more than tmeduct itself that

defines the orientation of consumption, but theadowrms obtaining in its purchasing venue.To

7 Oncii, 1997. Page 65. Emphasis in the original.

7% Ozyegin, Gil, 2002. “The Doorkeeper, the Maid, and the Tenant: Troubling Encounters in the Turkish
Urban Landscape” in Kandiyoti, Deniz and Saktanber, Ayse (eds.) Fragments of Culture: The Everyday of
Modern Turkey. Rutgers University Press. New Brunswick, New Jersey. Page 47.

17> See Fiske, J. 2000. “Shopping for Pleasure: Malls, Power, and Resistance” in Schor, J. and Holt, D.
(eds.) The Consumer Society Reader. The New Press. New York. Pages 306-330. A further discussion of
Fiske’s approach can be found in chapter 2.
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guote Kandiyoti again, “new modes of dress and waipgion became complex signifiers of

class, gender, place of origin, and, more receitgglogical predilection®®

From a gendered perspective,sdyDurakbga and Dilek Cindglu describe the shopping

experience at Istanbul’s vast and proliferatingogiiog centers as potentially liberating:

Women use the shopping mall as a tool to involv&huads more in the daily upkeep of
the family and homemaking practices. Also, throtaghily shopping trips women have
acquired the power of choice over much of whabisdit, and to have access to their
husband’s income. On the weekend shopping tripallyswomen fill the basket and men
pay the money’’

The shopping mall is described here in contrathedraditional shopping arcadesisi)
of old Istanbul, “a predominantly male domain inigvhsellers and buyers are mostly
men.”"®As the authors describe, tharsi is almost universally outdoors, and is both aalamd
transportation hub, and as such exposes womere l¢inents of anonymity and male gaze.
The shopping center, by contrast is a deliberaaeespnclosed by walls and patrolled by security
guards. Its spacious corridors, at once more catious than the streets and confined from the
outside, allow for women to move about in a marbwth supervised and free. This supposed
liberation is derived not only from the structudaisign of the shopping mall, but through its
imaginary cosmopolitan contents that signal pgréiton in others’ lives. In Durakkaand
Cindaglu’'s words, “the mall has afforded, especially "aomen of the middle and upper classes,

the opportunity for a ‘fictive’ global experiencadthe freedom of a wanderer in a public

7®andiyoti, Deniz 1997. Page 118.

’Durakbasa, Ayse and Cindoglu, Dilek 2002. “Encounters at the Counter: Gender and the Shopping
Experience” in Kandiyoti, Deniz and Saktanber, Ayse (eds.) Fragments of Culture: The Everyday of
Modern Turkey. Rutgers University Press. New Brunswick, New Jersey. Page 81.

|bid, Page 75.
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place."®Away from the status signifiers and dubious safétihe street and amidst the
unfamiliarity of global goods, the authors clairone can magically shed a social identity and

take on a universal oné®

Just as Fiske had done before, Duraéland Cindglu find the mall as a liberating place
where women can assert their public presence antext free of any objectifying power. The
shopping experience, then, is a form of sociaktasce precisely because it is lacking in social

content: at the shopping mall “there is intensegyndispersed into objects of desire rather than

interpersonal contact and interactidfi™” However, the women who pass through the anonymity

of the shopping center with the supposed ease wd@aire’sflaneur®? do much more than
consume foreign goods; they also consume gendeirdsrpreted through the global gaze.
Indeed, with the importation of Western goods slij#es, and habits, gender—in a highly
sexualized form—went on sale. Oncl expresseshstarinundation with this global gender

consumption in eminently quotable eloquence:

“Sexuality as a form of consumption—decoupled fitsreproductive focus and
associated with leisure and pleasure—had hithex¢m lconfined to specific sites or
quarters of Istanbul, identified as centers of dejpy and immorality. Now, images of
sensuality and sexuality were everywhere boldlpldiged—on billboards lining the
thoroughfares of the city, on commercial televissoreens in the domestic setting of the
home, on covers of glossy magazines sold in steeter racks, or the Sunday
supplements of the largest-circulating dailies.dAvhat was opened to the gaze soon
became available to buy in a multiplicity of ma&éforms and price range&®

7 Ibid, 86

180 1hid. Page 83.

81 |bid. Page 82.

182 5ee Harvey, David 2003. Paris, Capital of Modernity. Routledge. New York. Page 14.

30nci, Ayse 2002. “Global Consumerism, Sexuality as Public Spectacle, and the Cultural Remapping of
Istanbul in the 1990s” in Kandiyoti, Deniz and Saktanber, Ayse (eds.) Fragments of Culture: The Everyday
of Modern Turkey. Rutgers University Press. New Brunswick, New Jersey. Page 179.
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This emphasis on the gaze again evokes the priofegpectacle as the foundation of
value in the consumerist economy, which extendsl®of the service worker as well.
Aesthetic and emotional performances of “servieatér”, the sexualized images observed by
Onci take living form in the sales clerk and barisin Istanbul’'s growing shopping centers,
where the products for consumption are indistingalde from the people who serve them, the
“objects of desire” imagined by Duraldaaand Cindglu are also human bodies. The shopping
experience within Turkey’s consumerist economyasthe denial of “interpersonal contact and

interaction”, it is the embodiment of them.

A couple of noteworthy exchanges between the sewirker and mall ustf are
observable in Akcaoglu’s excellent ethnographyhef ANKAmall, the largest shopping mall in
Turkey’s capital city of Ankara. Each is illusikeg of the service worker dynamic in the
Turkish cultural context. The first involves tlientity politics of an unexpected encounter. In
his study, Akcaoglu provides a typology of differ@atrons of the shopping mall, analyzing how
those of various socioeconomic backgrounds engad#ferent usages of the mall’s “restrictive
but inclusive quasi-public space’$™ Young, mostly newly urbanized men from the wogkin
class, who are unable to participate in the pecymispects of consumption but are nevertheless
drawn in by its spectacle, add a new dimensiomtietstanding “window shopping” at the
ANKAmall. The window shopper is a regular featofehe shopping mall, mingling as much
with the social identities on display as the prdddor sale in the shops. As he passes through

the mall, browsing through people and objects, ‘@nedow shopper complains about the

184 Erkip makes this designation of “user” rather than “customer” to capture the fact that not everyone

is drawn into the shopping mall with the intention to shop. Indeed, in his 2005 survey of 427 “users” at
the Bilkent Shopping Mall in Ankara, he found that “Almost half of the visitors using the mall without
doing any shopping.” See Erkip, page 102.

18> Akcaoglu, 2008. Page 50.
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judgmental gaze of the salespersons, whom he esaklork for a minimal salary and live in
gecekondyurban shantytown] areas just like himself. Funthere, he thinks that the
salespersons claim superiority:

The salespersons of the mall see themselves as@upene. They are cold and arrogant

toward me. | am disturbed by their judgmental g&¥ben | enter the store, they behave

as if | do not exist*2°

This sad and touching moment of recognition melweéjection indicates one way in
which consumerist ideology distorts previously igggaable forms of identity and potential
solidarity. As Erikson noted, front line servicenkers exert agency through “investing” or
“detaching” from patrons of the workplat®. The service workers here, in the mind of the
window shopper, have used their position as empl®yéthin the shopping mall to draw
boundaries of belonging to the imaginary cosmogaplaesthetic they promote. The window
shopper knows he is excluded from fully engaginthenconsumption splendor of the
ANKAmall, but it is ultimately this sense of deniegtognition that most unnerves him. The
spaces of the consumerist economy—the shopping raadl life centers, boutiques and coffee
shops—provide for a number of such encounters, evidentities of socioeconomic class and
claims of cosmopolitan belonging intersect in adigmg ways.

But the aestheticization of labor as a marketingtsgy as discussed in Wurtz, €3l
makes shopping malls also sites of sexual playrevpeople are as much on display as goods,
and where proscribed gender norms that obtaindriteeir walls are potentially more

negotiable within them. As one recent male migtalit Akcaoglu, “In my first days in Ankara,

188 |bid, 95. The interviewee is identified as a 29-year-old “lower class” male. | have made some minor

alterations of the author’s translation from Turkish into English.
¥7Erikson, 2009. Page 60.
¥Witz, et al 2003.

81



| visited ANKAmall with my friends only to see betiful girls.”**® One might expect as much
in sites oriented towards spectacle and hedoniEms underscores much of the rationale
guiding the gender norms in the spaces of conssmes logic that no doubt informs the labor
markets that function within them. The second enter of Akcaoglu’s consumers with the

service workers of the ANKAmall is not unexpectbdt quite an intentional one:

One of my friends found a girlfriend from the shoggpmall. The girl was a salesperson
in one of the stores. For a period of time, wéetisthe shopping mall only to see that
girl. After our third visit to the store they sted dating:*°

These two encounters at the ANKAmall, one unexpukeatel the other intentional,
felicitously (if unwittingly) reveal some of thertsions experienced by the contemporary service
worker occupying this ambivalent position in Turleegonsumerist economy. Placed
uncomfortably between allegiance to the cosmopolitzaginary of their work environment and
their ascribed social identity, the service workets new criteria for belonging. At the same
time, the semi-social service interactions thaetalace in these new spaces of indefinite gender

norms provide service workers with the opportutityormulate and live out new fantasies.

It should not, incidentally, pass without noticattencounters of both these sorts are
perfectly suited towards the capitalist impulsethef shop owner, who no doubt nodded in
approval at the service worker who shooed awawihdow-shopping riffraff, and cashed in on
the repeat business of the suitor courting higiauemployee. Such outcomes are anticipated
in the logic of the consumerist economy, wherehihhese always wins. Nor is it clear from these

exchanges the amount of disdain with which thesafft members of the consumer classes treat

189 Akcaoglu, 2008. Page 42.
9 1bid.
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their younger and poorer counterparts employe@teesthem, and it is highly unlikely that all
sexual play at the workplace is invited or apprecia These brief encounters are two of many
that take place throughout the working day of serwiorkers in Turkey’s consumerist economy,

the rest of which are seldom heard.

The primary objective of my field research is tmtthute to the efforts of Akcaoglu and
others in describing the changing consumption aardigr relations in Turkey, adding the critical
perspectives of service workers.Istanbul's newezhtis of consumption, the luxury hotels,
shopping malls, life centers, and indeed coffeg@shbat lie at the heart of the city's burgeoning
service industry, are also the critical factoriésarcial positioning that draw new “invidious

distinctions™®*

of status and class, while providing opportunite@esontest and reshape gendered
identities. But this is not a process limitedhe tnteraction between customers and objects, as
conceived by Baudrillard and others. Crucially tathedrals of consumption are staffed and
run by service workers who in their embodiment Baide with the customers generate value
through representation of brand aesthetic, theymtoah of affect, and the imagination of new
sensibilities. These are foundations of the “latipitalism”, as a good deal of the saleable value
is produced through the labor of the service warkeabor in the consumerist economy
constitutes a different form of exploitation, in sk the subjectivity of the service worker is

objectified for the purpose of producing experienfoe the customer and income for the shop

owner.

The following pages will discuss findings from rasgh conducted on three chains of
cafés well-integrated into the consumerist econofmgtanbul, with each orienting their

servicescape, and the labor within it, in the cgsotitan imaginary notion of “coffee culture.”

1yeblen. Page 36.
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As will be shown in questionnaire data and formé&tiiviews with managers and staff,
companies within the consumerist economy activehstruct and promote the experiences of
their customers through mobilizing gender expeatetiand possibilities in different ways.
These practices not only provide the structurakteap of the cathedrals of consumption where
new forms of social interaction are negotiatedy th@&ve direct bearing on the employment
relationship experienced among the service wonkéis now make up the largest sector of
labors in Turkey's economy. It is hoped that th@usion of voices from service workers in the
precarious position between structure and subjeittes consumerist economy will contribute to

the broader understanding of social changes inélyskneoliberal era.
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CHAPTER FOUR

GENDER AND SERVICE WORK IN ISTANBUL'S CONSUMERISTEONOMY:

A SURVEY OF ISTANBUL COFFEE SHOPS

The previous chapter discussed the developmemtohsumerist economy in Turkey
visible in the changing urban landscape, the tansdtion of the labor market towards
consumerist services, and the adoption of consemai a method to contest and redefine social
identities. In this it differed remarkably frometigrowth of consumerist economies in North
America and Western Europe, which had occurrechdurmmes of relatively even economic
growth and a democratization of consumption. Whileh of the theories of consumerist
societies arose out of the perceived disappear@dass differences, the wealth-polarizing

effects of neoliberalism made consumerism intogallyistratifying social act.

Similarly, the importance given to spectacle atttathedrals of consumption”, centered
around service workers’ production of experienékechand aesthetics, has striking implications
in a highly-gendered Turkish labor market in whietv women work. These dynamics
condition the forms of social interaction that tgltace in the consumerist economy, as well as

the position of service workers within it.
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After a brief introduction to the three sites aftfield research in terms of how they
relate to the imaginary cosmopolitan trope of “eeftulture”, this chapter describes the
mobilization of gendered identities at three cdfaigs in Istanbul. This section, relying on the
results of a 38-query questionnaire completed ®/sk8vice workers?, shows how the labor of
men and women is differentially apportioned andgsented to signal particular kinds of
experiences meant to be associated with that brahd.following section discusses how service
workers perceive their own positions in the sergeetor, with regard to brand-identification and
gender expectations. The responses to questicesl o qualitative interviews reveal private
attitudes towards the “service theater” performanmoandated in the contemporary consumerist

economy.

Of course, as one of the hallmark features ofrswmerist society lies in the production
of a brand-specific aesthetic meant to producequéat sensations in customers (what marketers
call the “servicescap&™), the gendered behaviors of service workers vaiturally vary among
the different shops within the cathedrals of constiom. The shapes of gendered service work
at the three café chains considered in this sedtiem, cannot be said to indicate the position of
all service workers throughout the consumerist engn Rather, they are separate instantiations
of how service workers are implemented to produceramodified consumer experience. These
illustrations reveal new forms of labor exploitatiavithin what is now Turkey’s largest sector of
employment, as well as reveal some of the strulcivags subjectivities are presented for

consumption within important new public spacesaxfial life in Turkey.

192 The questionnaire (in Turkish) can be seen in Appendix B to this thesis. For a full methodological

account of the data gathering and interview process, see Chapter One above.
%35ee Bitner 1992 and Sherry 1998.
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Mapping the Servicescapes: The Imaginary Cosmapohlotion of “Coffee Culture”

Baudrillard claims that in the consumerist econotagnsumption is governed by a form
of magical thinking'** Bauman said that consumerist ideology has brdkem the “obstacles
which limit the free flight of fantasy*®> As Ritzer has it, the “new means of consumptioave
“enchanted a disenchanted world® Compared to the magic, fantasy, and enchantni¢hese
theorists, Appadurai’s analysis of the new so@# pf the imagination in the consumerist
economy seems rather prosaic. However, it besaegathe cachet achieved by “coffee culture”
in contemporary Turkey. For Appadurai, the consush@nagination is the ability to “consider
a wider set of possible lives than ever befbtesnd to “link fantasy...to the desire for new
bundles of commodities:® Visiting one of the coffee shop chains that hexeloded on the
consumerist scene over the last decade in Turkene@nt to evoke access to a rarefied

experience of cosmopolitan sophistication, whahstaffee shops aggressively market as

“coffee culture.”

While such imaginary cosmopolitan coffee shopsnase to Turkey, coffee itself is
decidedly not. Coffee consumption in Turkey prexseis importation to Western Europe by
centuries, and the beverage that came to be krlwsva adjectivally as Turkish coffee—a short
and strong cup brewed with pulverized coffee graunda long-handled metal ladle-shaped pot
(cezve—is still in wide currency in Istanbul and through the country as a whole. However,

the hegemony of foreign methods of coffee prepamdtas challenged the primacy of Turkish

194

Baudrillard, 1998. Page 31. Emphasis in the original.
195 Bauman, 2000. Page 75.

1% Ritzer, 2005.

97 Appadurai, 1996. Page 53.

% |bid. Page 82.
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coffee as the national beverage of choice. Sicpnifily, it now carries the national qualifier even

in the language of its originFirk kahvesi

The reinvention of Turkish coffee as somethingidctfrom the global template has
taken place over decades. As an example of thes, Ginar dissects the “construction of
authenticity” of the Camlica Restaurant, an eatimsigned in classic Ottoman style by the
Istanbul municipality and overlooking the most plapuourist destinations in the old city. “The
city administration’s primary goal was to displénete what theybelieved to be authentic Turkish

culture,™%°

adorning the marbled floors with rugs, the wallth®Ottoman calligraphy and
paintings, and lining stools along low tables. Tmgsic was classical Ottoman, while the food
was made up of traditional favorites. In deferetacthe supposed Islamic foundations of
Turkish culture, alcohol was prohibited, as wendoaated drinks associated with the West. In
the repurposed “Ottoman Coffee House” appendeldeodstaurant, however, one conspicuous
anachorisrff® could be found: the menu included instant coffe¢drge board placed near the
counter in the garden listed the beverages availdlile bottom line read, in capital letters,

“NESCAFE,” which is a brand name but has becomegtireeric term for instant coffee in

Turkey?%!

Compared to instant coffee, which has long beeaith&nticated” in Turkish gastronomy,
the filter coffee that is the staple of the cofééep carries the connotation of imaginary
cosmopolitan consumption (and perhaps decadereelliscussed in chapter one, individual
café chains are formed in relation to a dominamiplate, what Thompson and Arsel call a

“hegemonic brandscape” or “a cultural system o¥isescapes that are linked together and

% Cinar, Alev. Page 129.
200§ ., the state of something being “out of place.” Cresswell, 2004. Page 103.
%% Cinar, Alev. Pages 131-132.
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structured by discursive, symbolic, and competitelationships to a dominant (market-driving)
experiential brand®? This template was originally created in the imafjStarbucks, which

occupies a premiere position in the Turkish coffeep market.

The position of Starbucks in the popular imagima@s the epitome of cosmopolitan
coffee shop (it is constantly evoked as such innterviews below) imbues “coffee culture”
with highly-charged normative assumptions of modgysophistication, and Westernism.
“Coffee culture” is a way of defining a particuldnd of consumption that exceeds its object and
signifies instead a lifestyle pregnant with clasd atatus distinctions. As Kandiyoti argues, the
importation of these consumerist norms to the ®irkiontext “implied not simply a
refashioning of tastes but also a hierarchy of Wit Rather than simply supply a caffeine fix,
the “conspicuous consumption” of coffee signifiésse and status—the ability to pay and the

desire to be seen.

While each of the three café chains in this suhaytheir own distinct brand identities,
their management is highly conscious of their refato the imaginary cosmopolitan template.
This orientation of the servicescapes is refleateitie products for consumption, the
atmospherics of design, and the aesthetics projdutéts service workers. Before attending to
this latter aspect of the servicescapes of theetbaée chains, it will be useful to consider some

of the general branding characteristics of eadhern.

Global Gaze CoffeeGGC) as the name suggé&isis the site most readily identifiable

with producing the “modern” and “global” aesthetassociated with the cosmopolitan

292 Thompson and Arsel, page 632.

23 Kandiyoti, 1997. Page 119.
2%% This name comes from Cinar, 2005, who claimed that post-1980s Turkey was designed “in the global
gaze.” See pages 118-125.
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imaginary. It is the only one of the three caféink considered in this research to be
internationally-owned, with its first Istanbul Id@an founded in 1999. Its cosmopolitan
orientation is visible in all aspects of its designd by its unabashed utilization of English ie th
names of its products. Of the three café chains also the one most explicitly self-identifying
with the imaginary cosmopolitan notion of “coffedtare”—with those words being spoken
repeatedly among their management and staff. disibbal Gaze concept, coffee means the
filter coffee popular in North America and Greatit8in, though a number of sugary (and
enormously price¥® coffee confections are on offer, as well as Eaeopstyle espresso.
Turkish coffee is also on the menu, but withoubar@sponding photo display and isolated from
the marquee coffee options in the way a kid’s maght be on the menu of a fancy restaurant
(needless to say, instant coffee is not for sdleYerms of design, variations among branches are
minimal and each location offers a choice betweepgr chairs and plush lounge chairs
separated by low tables. The music is multi-caltand of ambiguous origin, sung mostly in
English but with frequent songs sung in SpanishRortiuguese and with a fondness for the
Latin American and African rhythms that are assecdavith “world music.” Aside from the
atmosphere, and the worldly leisure it promoteffeeas the main attraction for consumption.
A number of light foods, such as cold cuts andifpreheese on hard rolls alongside elaborate

salads, suggest a deli-style lunch—another unfanglbncept in Turkey.

Modern Home Coffee(MHC) is a Turkish-owned and operated companyithat
nevertheless clearly designed in the cosmopolitaffée culture” imaginary. Opening its first
location in the mid-2000s, in the wake of the foathah of a number of internationally-owned

coffee shops including GGC and Starbucks, MHC Hak@accouterments of the global chain:

2% For a size small of one of these chilled coffee drinks, the price is 9.75 TL (over $6). At ten to twenty

times the cost of tea at any number of tea gardens, this certainly constitutes a luxury.
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a uniform design template that is rigorously praoml of its brand, a specialized line of retail
products bearing its trademark, and the casuaktgeite art concept that has come to be
associated with café chains everywhere. Indegdyriginal Turkish name betrays its universal
self-image and aspirations. However, as was stdaspeatedly in interviews, MHC regards
itself as Turkish in origin and orientation, andeed heavily promotes Turkish coffee as the
“primary product” on its menu marquee and on ithsve. This point of pride is somewhat
attenuated by the conspicuous, decorative pres#riaege burlap sacks filled with coffee beans
from Kenya, Guatemala, Ethiopia and other leadinddvproducers. The coffee is served to
large clusters of semi-casual chairs ringed ar@uodffee table structured to accommodate large
groups of friends, co-workers, and (particularbnilies. Alongside coffee, MHC has a parallel
line of chocolate products for immediate in-stos@asumption or for take-home purchase. It
hosts a number of retail counters where its chéesland store-made pastries are sold, and
where one (significantly) can find MHC’s own braoidinstant coffee for sale. It earns its name,
as will be discussed at further length below, teron-site production, large and gendered
division of labor with a keen sense of what is “wanis work”, and the non-self-consciously
hybrid “authenticity” of its atmosphere. Despitasely a decade in existence, MHC has
proliferated incredibly rapidly in Istanbul on batldes of the Bosphorus, as well as in Izmir and
Ankara, and in a smattering of smaller Anatolianre and cities. It is by no coincidence that it
has become a sponsor of the European Union’s deggrof Istanbul as the 2010 European
Capital of Culture. The EU program’s logo is praemtly displayed at MHC branches and on
the aprons of its servers as the seal of Europgaroaal, signifying MHC'’s legitimacy to be the

European face of Turkish coffee culture.

91



Paterfamilias Pastry Café(PPC) is the café chain most dissimilar from tegdmonic
brandscape of the coffee shop set by Starbuckeugfthe management pointedly mentioned
the presence of espresso and cappuccino on the itespecialty items are a number of
traditional Turkish and imported European dessaéffgh its emphasis on Turkish
traditionalism, here also Turkish coffee is thefeefbeverage of choice, though this distinction
is not taken to be self-defining as it is with MH&d in effect tea is consumed at least as often.
PPC is also distinct from the other cafés in thiténses franchise rights outside of the central
management. While all of the products on the nareach of the branches are produced at the
corporate base in an Anatolian city, the compagy land style are uniform, and (critically) all
training of new employees is centrally-managedigli®a greater degree of variance from
location to location. Typically in this surveygthbranch manager maintains an observable
authority over the running of day-to-day businésgt ts more supervisory than imperious. This
individualized aspect helps to account for som#hefminor differences in presentation, as some
PPC branches, notably those near the well-to-ddasof Nisantal and along Bgdat Caddesi,
had more glitz than the reliably subdued atmosghet&GC. Still, the overwhelming majority
of the cafés are laid out to promote traditionbldaservice with proper seats and tables and in
one case, even pre-set places. The absence lbkadinen and the late hours of operation
(typically past midnight, later than either GGCMIHC) make it an obvious location for the
consumption of leisure, and indeed it is the mostad and vibrant of the café chains, with a
high din of conversation drowning out any atteniptéhe management to control the aural

ambience.

Figure 4.1 illustrates some of the relevant stmatdifferences of the three café chains,

indicating the distinct customer experiences theivicescapes are attempting to engender:
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Table 4.1: Some general brand differences amongétthree café chains.

Company Name Signature Product Environment Price
Cosmopolitan and Small coffee
Filter coffee multicultural; Heavy use of 5.25TL
Global Gaze Coffee Sugary coffee confections English; Both dining and Sugary Drink
(GGC) Toasted sandwiches lounging chairs; Englishand | 9.75TL
w/foreign cheeses “World” music. Expensive

Modern Home Coffee
(MHC)

Turkish coffee
Storebrand Chocolates
Storebrand Instant Coffee
Desserts produced in situ.
National coffees.

Comfortably social. Chairsin
hybrid dine/lounge style.
Patios in frequent use.
Interiors banked with
different “kitchens” and
shopping counters. Muzak-
style pop standards outdoors

Turkish Coffee
4 TL
Filter Coffee

Moderately
expensive

Paterfamilias
Pastry Café
(PPC)

Traditional Turkish desserts
Milky puddings

European cakes and
pastries

Turkish coffee

Turkish black tea

Considerable variety
according to location. Largely
table-oriented, and tightly
packed. Terrace seating
common. Low music
indoors, international pop
standards outside.

Turkish Coffee
4TL

Tea (glass)
3TL
Moderately
expensive

Quantitative Findings: Demographic Commonalitiegl&&hades of Difference

For the purposes of statistical data collectianThrkish State Institute of Statistics

counts the 132 workers who filled out surveys fos fieldwork among the Wholesale and Retail

Trade, Hotels, and Restaurants sector of the ecpndiis sector, for the emphasis on

interpersonal interactions in its job descriptiags,well as its reliance on part-time and flexible

work and the prevalence of evening and weekentssisfexpected to be among the most

“feminized” of job sector§®® Nevertheless, this sector in Turkey attractssariportionately

206

See Standing, 1999 for a discussion on the “feminization of employment.”
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low percentage of women laborers (14.3%) even coaap® low overall national numbers

(26%) 27

In the case of the three café chains in this féldly, women made up 43 of the 132
responses—for nearly one-third of the total (32.6%d)is represents a considerable increase
over the sectoral proportion of women, suggestirag tafé employment provides more
amenable conditions than other service jobs. iftaig be partially explained by the fact that the
service industry in Turkey, like most sectors &f #tonomy, is heavily-dominated by family-run
enterprises (94.1% of small- or medium-sized enigzp and 90% of all companf&® where
women who help in the shop or restaurant are oftérconsidered employed for the purposes of
state statistical gatherirf§? As was discussed in the preceding two chapteescarporatized
servicescapes in the consumerist economy rely lysavigendered bodies producing what Witz
et al described as aesthetic lab8r Furthermore, the relatively high presence of worinethe
shopping malls that typically house these caférshereate an environment where gendered
norms differ from what is expected in the unpradadutdoor retail settings in tigars.?*

Indeed, the results from this survey find that waraee relatively over-represented in

employment at the three café chains than in atbsgin Turkey (26%).

The following table shows the results from the datifected through the distribution of

guestionnaires to 28 branches among the three, cafiégpared with the employment numbers

%7 see Figure 3.5 above.

2%caliskan, Sebnem 2008. “Overview of Family Business Relevant Issues: Country Fiche Turkey.” Report
Prepared for the European Commission.Page 1.

2% For a critique of the SIS methods, see Dayioglu, Meltem 2000, page 46.

219 Witz et al, 2003.

21 see Durakbasa and Cindoglu, 2002.
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provided by human resources for all branches antsil**? PPC was an exceptional case in that
it did not collect employment data from its frareds and at the corporate level had very little
idea about the demographic profile of the employepgesenting their company brand. In
several telephone conversations with the humaruregs executive, management was
apologetic and even slightly embarrassed at nahgaaccess to this information and was eager
to assist this research in the acquisition this.d@ts training for all branch employees

isconducted by corporate HR managers, they weeetalprovide some information regarding

Table 4.2: Gender Profile by Company: Corporate D&a and Survey Findings

Company Name | Total Workers Men/ Men%/ Total Workers Men/ Men%/
(Ist. Branches) (HR Numbers) | Women | Women% | (Survey Numbers) | Women | Women%
. 258 71.7% 26 63.4%
Global Gaze 360 full-time 41 full-time
Coffee (35) 102 28.3% 15 36.4%
0, 0,
Modern Home 650 total 413 63.5% . 25 >6.8%
Coffee (30) 630 full-time 44 full-time
offee -
- 237 36.5% 19 43.2%
Paterfamili 38 80.9%
ater a:cnl 1as No Corporate Information Available” 47 full-time
Pastry Café (49)*
astry Cafe (49) 9 19.1%

*Number of Istanbul branches listed on the company website.
tPPC central management does not keep employment data from its franchises.

total numbers of employees trained per year (87800), but as this information was not
disaggregated by region or gender, it is of limse. At the meager total of nine completed
guestionnaires (out of 47 for PPC as a whole), woatd®PC make by far the smallest

population in this survey. This makes it diffictdtquantitatively speculate as to their position,

212 Again, for purposes of like comparison, only Istanbul locations were considered.
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but even then patterns have emerged. In spitecobinv response rate, there is reason to believe
that these numbers are roughly representative Gf$elf-image as a brand. One of the
locations that participated in this project wasahéy individual branch owned and operated by
central management. Of the six questionnairesaeliefrom that branch, all were from men,

and in a number of visits for interviews with maeagent and staff, only one woman was spotted
(and was not volunteered for interviewing by thenager). Their low response rate among all
locations speaks volumes of their relative ramtgmployment at PPC—about half the

proportion of women at the other two coffee shops.

One striking feature of the profiles emerging fréable 4.2 is the overwhelming
employment of full-time workers at all three comen contrary to what might be expected
from a business sector that keeps long working$and has extremely variable degrees of
patronage throughout the week. This seemed tareeliftie explanation from managers, who
cited a need of total commitment and total avadlitglof their workers. In the context of these
companies, full-time constituted nine-hour shiftdamger six days a week. Uniformly across
chains, shifts are distributed on a more-or-lesatireg schedule, but always subject to change
and employees should make themselves availabj@fential shifts and overtime hours. A
constant theme at GGC was the complete separdtgoc@l and professional lives. One PPC
manager, casting the workplace in characteristnggemphasized that “[my employees] see me

more than their families.”

The long working hours, irregular shifts, and neotytiene work were not controversial
among the employees either. While grumblings anwoidkers were not uncommon (one
interviewee bitterly quipped “What weekend?” wheked about the strain of work on her free
time), most also express gratitude as well. Inddadng the interview sessions, the most-cited
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reason for choosing to work at their place of emient is that it is institutionalizedrumsa),
which connotes formality, steady hours, the prdpgally-mandated benefits, and a predictable
paycheck™—all crucial job perquisites in an economy withthidegrees of informality. Over
three-fourths of respondents, with no statisticalgnificant variation by company, look upon
their jobs as careers and none expressed outiiggdtsfaction with working conditions in

interviews?*

Aside from the desire to work at a “regular” jobete were a number of demographic
features that remained consistent across placempliogment and for both men and women.
Showing the significance of migration on the labwarket in Istanbul, nearly half of all
employees were born in other provinces. Amongsth@opulations in the survey data (each of
three chains, separated by gender), five of thertufed between 47 and 50% Istanbul-born
employee$’® The one outlier is among women working for GG®pwvere substantially more
likely to be born in Istanbul. This may be parlplained by their relative youth as compared to
other populations in the survey (see below), but aiso be a reflection of relative acculturation
to city norms expressing itself in the preferercevork with the most overtly “urban” and

“cosmopolitan”-themed coffee shop. Indeed, thistienship begins to take shape for all

213 Without exception, corporate contacts refused to divulge statistics on compensation. When asked,

branch managers gave various accounts. One PPC manager said minimum wage (575 TL [$365] per
month) was the norm, but another somewhat obliquely suggested that extra money is paid under the
table for tax purposes. A far-from negligible source of additional income came in the form of tips. One
manager claimed that including tips, a server could earn 1200 TL a month, which she somewhat
spitefully referred to as “ultra money.” That such spoils go exclusively to servers will be important to
understanding the earning hierarchy in each company’s division of labor.

2% 5ee Table A.1 in Appendix A.

?> 5ee Table A.2 in Appendix A.
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women when looking at the birthplace of their pgésewith a strong correlation between the

daughters of Istanbul-born couples vis-a-vis theirs**®

Again here, men show a noteworthy consistency aaowloyers regarding their
parents’ birthplace, with all three male populasi¢raving a 20% occurrence of one or both
parents hailing from Istanbul. For women, howettee, ratio of urbanized parents is double that
of men, suggesting that for Global Gaze and Modterme (if PPC to a lesser extent), deeper

roots in the city lead to a higher likelihood offgeemployed in this sector.

In addition to being more urbanized, women worlahgoffee shops are also more
educated than their male colleagues. Despiteditteliat MHC and PPC hire a number of low-
skilled women for their on-site production of datsand as dedicated dishwashers, as will be
discussed at length below, women are less likehate left school before earning a high school
diploma, and are 2.5 more likely to have some etilut®eyond high school (38.1% versus
14.9%)*'" This includes a number of students, who struggteugh internet-based
correspondence coursexg;(k @&retim) in addition to their long hours at the workplace.
Women'’s education seems to have been an espdaoibrtant credential for hiring at Global
Gaze Coffee, where 15.4% of men had not earnedghadtchool degree, while all the women

had.

Aside from the gender-differentiated features tirate more-or-less typical of the
Turkish labor market as a whole, there were a nurabdemographic characteristics that played
distinctive roles in structuring the servicescapa tiffered per café chain. The average age of

employees in the survey is 26.6 years and aggregatess all three field sites, there was

218 5ee Table A.3 in Appendix A.
?7 see Table A.4 in Appendix A.
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virtually no difference in ages for men and wom2é.4 and 27 years, respectively), with nearly
identical statistical range (36 and 37 years). E\sv, clear gendered patterns tellingly emerge
comparatively among the three sites. Graph 4.1 shibevproportion of all employees by gender

and place of employment in different age groups:

Graph 4.1: Age Distribution of Employees by Gende(% of employees by age)
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As can be seen, on the aggregate level thereight gifferences in the age distribution
of men and women at coffee shops. Among the fjeegroups, men exhibit a peaked curve at
23-26 years of age (37.5%) before steadily droppihgn later years. This pattern of single
drop-off of participation among women is mirrorexdtliy faithfully by the employment profiles

of the three different companies, with only a mi(wo) variation among men working at MHC.

Women, on the other hand, show a constant dromprgirticipation from their highest
rate (34.2%) in the 19-22 age group until an ineega the proportion of women employees
among the 35 and over age group (17.1%). Thigwattf employment by age is not expressed

similarly among the three companies, as can beroédén the graph.

At Global Gaze Coffee, the oldest woman responttetite survey was 25 years of age—
less than the average age for all men (27.2)adt the youngest 11 workers at this company (of
41) were all women, and the majority belonged tage group in which men had no
representation at all. Modern Home Coffee, by i@stf eschewed the hiring of women in the
youngest age bracket, though a reasonably higlepege of men (28%) were between the ages
of 19 and 22. Whereas Global Gaze did not emphyywaomen over the age of 25, over three-
fifths of MHC women were in this age category. dPtmilias Pastry Café splits the difference
between the hiring approaches of GGC and MHC, pmiomen only on the marginal age
groups. The reasons for this will be made clearubh an investigation of the different

manifestations of gendered divisions of labor instid by each company in its branches.

Of course, the relationship between age and emmayim more fraught for women than

for men. This is because of the tendency of womdrurkey to leave the labor market upon
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marriage or the birth of a chifd® Indeed, the constant availability demanded byntitere of
scheduling at each of these companies would seent @isproportionately against married
women expected to take primary responsibility fomestic work and child-minding at home.
Despite this anticipated underprivileging of madtrigomen, marriage rates among the sample
are not remarkably dissimilar, though statisticeno populations are noteworthy. In the case of
women working at Global Gaze Coffee, the dispadréfween their marriage rates and those
oftheir male colleagues is unsurprising, givendgbadered age structure at that coffee shop, and
it seems reasonable to assume that the GGC bramarésdrawn to the image of youthful
women than women employees at GGC quit their j@asunmarriage. While this is to be
expected from a service industry that relies or‘destheticization of labof*®, GGC's creation

of an atmosphere encouraging the male gaze of wosungmarried women is apparent. What is
of additional interest is thehigh level of divorsesg Modern Home Coffee (see Table 4.3).
Women MHC workers represent all of the divorcedeparated women employed at any of the
sites in the sample, which suggests an affinitywben older independent women and the

atmospherics projected by the MHC'’s servicescape.

Such trends are mirrored through statistics onlifgrt Though incidence of parenthood
are remarkably low for both women and men, womerewightly more likely to be parents
than their male colleagues, even considering tbaémf the young, unmarried women at
GlobalGaze were mothers at all. This is attriblgtgdoimarily to the high rate of motherhood
(42.1%) among women working at Modern Home. Thalmer of women juggling work and

family life at MHC is of special interest considegithat MHC men have the lowest rate of

28 For a discussion of fertility and labor market participation in Turkey, see Toks6z, G. 2007, Women’s

Employment Situation in Turkey. International Labor Organization. Pages 19-25.
" Witz, et al. 2003.

101



parentage among any of the male populations (skle Biad). As will be discussed shortly, the
image of matriarch is cultivated among the image @imision of labor of the Modern Home

brand.

Table 4.3: Marital Status of Men and Women Employes by Company

Company Name, Never Married Divorced, Sprtd Never Married Divorced, Sprtd
Men/Women Married Widowed Married% % Widowed%
GGC

- Men 17 8 1 65.4 30.7 3.8

- Women 15 0 0 100 0 0
MHC

- Men 18 6 1 72 24 4

- Women 10 5 4 52.6 26.3 21.1
PPC

- Men 25 11 2 65.8 28.9 5.3

- Women 6 3 0 66.7 333 0

Table 4.4: Incidence of Parentage among Employebg Company and Gender

Company Name, Men/Women | No Children Children | No Children % Children %
GGC
- Men 21 5 80.8 19.2
- Women 15 0 100 0
MHC
- Men 22 3 88 12
- Women 11 8 57.9 42.1
PPC
- Men 30 8 78.9 21.1
- Women 7 2 77.8 22.2
Total
- Men 73 16 82 18
- Women 33 10 76.7 23.3

102



Preliminary Observations on the Findings: Construcing Gender-Differentiated

Servicescapes

Before turning to the qualitative statements madeterviews by the men and women
employees themselves, to get a bird’s-eye vienefifferent structural characteristics of the
three café chains’ servicescapes, it would be wdrile to sketch a general gender-differentiated
profile of the workers that represent the brandaxfh of the examined café chains. Women at
Global Gaze Coffee are considerably younger tham thale colleagues, with the oldest women
worker over two full years younger than the avenaga. That relative youth carries with it no
incidence of marriage or childbirth, while GGC mmaatch the patterns of their male
counterparts at other the coffee shops. Women #eeper roots in the city, both for their

parents’ generation and their own

Modern Home Coffee, on the other hand, eschewsrtidoyment of younger women
almost outright, and instead features a large numwigoung, unmarried men. Of particular
note is the high percentage of women over the &88,ancluding a number of divorced
women, and a rate of parentage over three tim¢®thHC men. They are also represent a
more stable workforce, with considerably lower twer (nearly half of men in the sample had
been employed for fewer than six months, while @396 of women had), though they are also

more likely to view their employment as temporary.

Women at Paterfamilias Pastry Café are very femuimber relative to their male
colleagues. They are also disproportionately sspreed on the margins of age distribution,
hinting at a gendered division of labor that wil iscussed in PPC’s company profile below.

The relationship between gender and turnover isgppesite of that at MHC, with the women
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participating in the survey being considerable nawe¢he company than men. Consistent with
this distinction, of all the population in the sayy women at PPC are the most likely to view
their employment as temporary. In all mannersandng all populations, they are the most

loosely attached to the labor market.

Qualitative Findings: Voices of Service Workersha Consumerist Economy

Global Gaze Coffee: Globalizing the Domestic

Global Gaze Coffee presents itself in all ways ptaae of difference. The unfamiliarity
of its product and the multiculturalism of its amibce invite the Turkish consumer to experience
an imaginary cosmopolitan lifestyle within the athise dreary city. With strict standardization
and control over the stylistic minutia, steppinghin the servicescape of a Global Gaze Coffee
shop transports the Istanbul resident to an atnersphdistinguishable from coffee shops New
York or London. This association of cosmopolitdacp-based tropes in a local context extends
to the employees, as well. In speaking with managgrmabout the orientation of the Global Gaze
brand, it became clear that the style of its seriscalso meant to be unique in the context of

Istanbul.

It should be mentioned that these managers, tished to distinguish themselves as
worldly, speaking with me of their experiencesnternational travel (it was recommended that |
visit Sri Lanka) or their distant relatives who hgrdduated from Bgazici, and in general were
very helpful in providing useful information regarg their companies. Unlike the management
at PPC, all of whom had been in contact with thered office about participation and who

looked upon the interviews as a public relationsreise, GGC managers spoke with alarming
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candor. They associate with their brand as a wdiptide, frequently using the standards at
GGC as a basis for favorable comparison with tee-Bophisticated consumer habits and status

norms of their home country.

Nazar?° proudly admits to having worked for Global Gazdf€e since “before the
coffee sector exploded” in Turkey. She has rigeadily up the employment ladder over the
years, as was the case with the other two GGC neamagt class with whom | spoke, and now
claims to have been recognized as the global mawhgee year by GGC corporate in its
country of ownership. In the course of her tenahe has visited that country and other
international branches several times for trainagisars, and she fiercely defends the global
outlook of GGC’s mission, which she sees as hetgdby and emulate in Turkey. A foremost
proponent of the norms of imaginary cosmopolitaoffee culture,” Nazan views the norms of

her own country as vestiges of backwardness witicwBGC must contend.

This reeducation mission of the Global Gaze brattenels to employees and customers
alike, and Nazan openly admits to preferring yowmogkers she can mold in the company image.
In interviews with prospective employees, Nazark$omr cues of social status—“proper
speech, diction, manners and body postitezmore than individual skills. Speech is a
particularly contentious signifier of status in Key, as it implicitly privileges the speakers of
“proper” Turkish in the West of the country andéogtension indicts the “improper” Turkish

spoken by Kurds and others not associated withnlstés elite. Similarly, manners and posture

220 As with the names of their employers, the names of all managers and employees are fictional.

Participants selected names from a list or assigned names by the author. They appear here without the
customary Turkish honorifics of “Hanim” and “Bey” for women and men, respectively, for ease of
readership.

22lpcik konusma, diksiyon, oturmasi-kalkmast.”
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are textbook examples of what Bourdieu called “bodispositions®*?, which, according to
Witz et al, are instrumental to communicating theoper” upbringing of the services worker

that is crucial to conveying the aesthetic of th@QSbrand to the custom&®

To the extent to which such “cultured” bodily disft@®ons cannot be expected to precede
hiring, given that GGC hires mostly young peopléwhiigh school educations, they must be
developed on site through proper training. To émd, Nazan emphasized how the prior work
experience of the service worker is actually viewedatively, as experienced employees “think

they know how to hold a tray, but they don't.”

Nazan gives a wealth of evidence as to the perdéask of sophistication of her
employees. “These peoplaufilar’?®) don’t read books. They don't go to the cineritaeater
is not enjoyable for them...[The human resources iiey@at] send[s] personnel booklets on
personal development. | don't think they read etmise.” Employees are sloppy with their
personal habits, sometimes carrying their workamifs in plastic bags. By contrast, one
enterprising employee arrived with his uniform meé&tlded into a wheeled suitcase; “He was

soon promoted to manager.”

While Global Gaze servers are meant to mimic aucedt elite, Nazan also repeatedly
emphasized the responsibility of employees to lherdetial to class interests, even though the
customers may be ignorant about “high class” comiom habits. “The shopping mall’—the
main GGC branch Nazan oversees is located in ofsasfbul’'s fancy new complexes—*is a

place where people expect to be catered to.” Sncddmission recalls Sherman’s analysis of

222 Bourdieu, 1990. Page 66.

?2 Witz, et al. 2003.

224 Literally “these” in Turkish, which as can be imagined connotes a dehumanizing disdain for the
subject.
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the self-effacing necessity of service work in loxeettings, where the “interactive product is
more than ‘service with a smile’; it is, ratherggaition of the customer’s limitless entitlement

to the worker’s individualizingattention and effoft°

The class dynamics in Turkey are especially frabgithe rapid restructuring of wealth
in the neoliberal era, as was discussed in Chajere. In a comment by Onciithat anticipates
Nazan’s instructions to her service staff, thisvieldoreed of ‘new rich’...couldn’t care less
about matters of taste. They just luxuriate inrthewly-found wealth and look on their own
hybridity with delight, so to speak, totally devaitistatus anxieties commonly associated with

the termnouveau richén French.#?®

The service workers at GGC, both the fawning seapls to their customers as well as
ambassadors to the cosmopolitan imaginary, mugtadely usher the uninitiated into the
normatively preferred behaviors associated witHfé&sculture.” Nazan describes this role of
the service worker lodged in what Korczynsky caliegl “customer-oriented bureaucracy” of
service work in the consumerist econdfily “The customer wants [the instant coffee brand]
Nescafe. They come in here with 500 lira in tipeicket. They don’t know about filter coffee

so the server has to bring them latte.”

While Nazan is notably valorous of the imaginargroopolitan cachet of GGC’s
products, she is equally adamant that her serviggaees recognize the class authority of

consumers who come to indulge their fantasiegesponse to the contradictory demands of the

2> sherman. Pages 5-6.

226 Oncii, 1999. Page 110.
227 Korczynsky, 2009. Page 80
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customer, employees “mustn’t get upset or raise toéces...[In interviews]l try to make them

angry on purpose to check if they’'re impulsitev(i) in dealing with customers.”

This docility of employees is incredibly importatross the branches of GGC. In the
views of Derin, a branch manager, this servilitgdlvantageous for women so long as they agree
to be subjected by it:

Women are better for this job. At home, women attenthe guests. Women are more

sincere, open and clear. It's the same in this JMmmen are more patient as compared to

men. Men have this “male pride”; they get angryywauickly. But | think women can

keep it inside and then burst it all at anotheetinfFor men everything is about pride:

“You don’t buy me! You buy my labor!” Of coursei# like that, but “the customer is
always right” is the first rule and the second rgléhat “the first rule always prevails.”

This clearly gendered observation about the prgpalities for service work at GGC
illustrates the highly sex-differentiated aspecwbfat Hochschild called “emotional labd?®
Men at GGC are here perceived as less able to feagptheir anger and “induce” the attitude to
“produce the proper state of mind” of the customBellingly, Derin acknowledges that the male
willingness not to surrender their bodies to tleanployers is “of course” correct; however such
a sale is indeed the fundamental requirementeojai as a matter of first (and second)
principle. Women, who are presumably more dispésesdibmit their subjectivities to the
objectifying nature of this kind of emotional labare thus at a gendered advantage in producing

the proper affect in the GGC customer.

A less explicitly mentioned, but equally apparespect of the employee profile of
women at Global Gaze Coffee is sexuality. As nwerad in the previous section, women

employed at GGC are young (their median age, ZBuisyears younger than that of their male

*?® Hochschild, 1983. Pages 5-8.
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colleagues), and all are unmarried and childld$s tenuous border between sexuality and
docility is best described by Kaan, a 26-year-o&hmorking at GGC for two and a half years
and who had recently been promoted to supervigss:a customer, | would much rather a
woman serve me than a man, with the sweet wayt#ikatli dille konyma). | think this is

how it is in this culture.”

When Kaan says “culture”, he is presumably refgrtmm Turkish culture as a whole, but
this particular aestheticization of labor is mdstcly observed in the imaginary cosmopolitan
surroundings of the GGC servicescape. This cansgmotentially problematic among service
workers because, while the aesthetic labor of yaamngile women might be an indispensible
tenet of the global gaze, their sexualization &sds to profound ambivalence at the Turkish
workplace. The unmarried and youthful women waslarGGC tempt their customers with the
illusion of their availability, but their sexualigimultaneously contributes to tension among their
colleagues. Assuming a male standard of employ&aran claimed that “Personnel might
start liking each other if there are women. liteirview a woman, the male employees ask if |
am going to hire her. They choose which one willlggr beforehand. If | don’t hire her there is

great disappointment.”

The issue of socializing—or worse, dating—at thekptace was a constant concern for
the manager Nazan, who insists “I always tell tlyem have to leave your private problems at
the door. This is work; all friendship ends he¥au can’t be friends at work.” Even so “they
choose their friends from here. They choose tlsierds from here.” Significantly, women bear
the exclusive blame for the predatory impulses@sed by the men working at GGC: “Well, it
is perhaps an inappropriate to say, but women whitid job are usually a bit loose and relaxed

(genis, rahaf).” Juvenilizing her women employees, Nazan dagdrhen “share the girl amongst
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themselves...and when they break up there are astlohproblems...I look at this as an
unnecessary personnel problem. It steals fromimmg.t For a while, | didn’t hire any women.”
The alternate allure of the young women in the gl@gfaze and the expectations of modesty and
chastity in the male-dominated workforce in Turkepne obvious tension in the differently-

placed gender identities of women in the labor reaok the consumerist economy.

Even so, the professional and imaginary cosmopoétavironment cultivated by Global
Gaze Coffee image protects the sexuality of its ewwmmployees even as it exploits it. Pelin, a
21-year-old employee with a red streak in her Isays that while she graduated from a
professional school(iksek okglwith a degree in tourism, she was drawn to warkihGGC

because she “wanted to work at a nice place”:

| did not want to work in the hotels or anywhetelthat. | figured out that they are not
good places to work last summer when | was doingmeynship there. The [work]
environment is not good for women. For instanaeoitked in the health club which was
situated near the swimming pool. There is a higlyree ofharassmemapatsizlii

caused by men towards women. Because | do notHatdpleasanths), | preferred to
work at a place like this.

The health club where Pelin had worked before wasrasort hotel, another growing
cathedral of consumption that objectifies the friom¢ service workers it employees. In contrast
to the sexualized atmospherics by the resort poelsophisticated decorum of the imaginary
cosmopolitan coffee shop is rather tame. Pelis &6C as a place of the “upper class,” and the
barriers of entry erected between the genderedvimkaf the “global” and local population are
more restrictive at her place of employment. Othemen employees voiced similar concerns
about safety from overt sexual threats or othedgebased dangers. For Ece, 22, her

employment conditions, even among coffee shop,higidy determined by
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the life conditions we live in... The biggest reasvhy | didnt work anywhere else is
because it is more difficult for a women to workagtlace where there are only men...
There is no such thing [at GGC]—there are all kioflpeople working here. You can
work with any kind of person. Because | saw thaehkepreferred to work here.

Tellingly, GGC’s openness to women employees is sse signifier of tolerance
towards “all kinds of people,”though what kindspafople besides women were welcomed at
work was not specified. This vague tolerance wiasldrequently as a distinctive feature of
GGC. As with Nazan, the branch manager Derin,dees the gendered ethic of her company as
a “modernizing force”: “People do not see this [jab fit for their children. Most of this happens
because of family pressure. ‘You are going to semee, this does not look good in my family.’

[This is] narrow-mindedness. They are not far-sdhnothing else.”

GGC'’s self-perceived openness in the face of coasige prejudices outside of the
global gaze, shows how tolerance was implementgdae the difference and sophistication of
the company brand. When asked about conditionthat cafés, Derin mentioned Paterfamilias
Pastry Café unfavorably by name: “Well, let me iptitis way, PPC is completely local. The

differences in opinions are very important. Beipgio to changes and new things...”

Aside from the sexual aestheticization of its woraemployees and the condescension of
its managers towards them, their customers, anddbepetitors, there are some seemingly
positive aspects for women working in the globaegaPointedly, there was no discernible
difference in the division of labor, and all of theanagement | contacted (two human resource
managers, one regional manager, and two branchgees)avere women. At branch level, both
men and women listed roughly the same proporticimad committed to performing a list of
coffee shop-related tasks, such as order preparai@shier work, greeting, table service,

bussing, cleaning and so on. Part of this mayxipéaged by the fact that Global Gaze Coffees
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operates on a smaller scale than its rival comggiecording to corporate data, the 10.3
employees per branch in Istanbul is less thanthatfof Modern Home Coffee outlets),
providing less favorable conditions for the appmrtnent of tasks. Nazan says that this
approach is promoted to make the staff more flexiblcase of absence or illness of employees.
It has the added effect of eliminating a commomfoif discrimination against women—
occupational crowding—as well as eliminating anydkof remunerative difference between

men and women, crucially allowing them equal acteske tipping customer.

The egalitarian apportionment of tasks was notdasthe employees, and was seen as
another typical expression of GGC's difference.cdtding to Ece, “some places think women
cannot do this job, but on the contrary here.al,fthe quality of a firm can be seen here,
because of the differences in opinions. Here thik everybody can do every job.” Pelin goes
a step further, claiming that she and her womeleagues are actually privileged for their

gender: “Women get more tips so being a womanoieradvantageous.”

Global Gaze Coffee employees, and certainly thaemagers, form a self-identified elite,
posing themselves in contradistinction to theiraptgsticated compatriots and the other coffee
shops they frequent. The public identity of theetated, global woman is frequently cited as an
example of GGC'’s imaginary cosmopolitan ethos, gtothis is somewhat undermined behind
the scenes by the disapproving attitudes of masdgerards women’s sexuality. As a place
defined primarily by difference, it is overtly conhtational against the established gender norms
that are presumed to occupy the local, while siamdbusly expressive of class privilege.

Hence, of the three café chains in this survey,temal and aesthetic inducement required of
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women’s labor is most demanding. Potentiallys idliso perhaps the most rewarding. In
denying a gendered division of labor and rewaravognen in its managerial hierarchy, Global
Gaze Coffees really does draw a distinction frasypiters. However, these features only
position the company second among women'’s labokebgarticipation rate. The differential
orientation and organization of the Modern Homef&@o&ervicescape will help explain this

disparity.

Modern Home Coffee: Domesticating the Global

In the late-1990s, @ar Keyder observed how “a deep sense of malassd] [hripped
Turkish society.?*® The reason for this, Keyder said, was the pastajization collapse of the
state’s legitimacy in leading the charge towardslennization. Alongside the changing of the
political guard came a division within the citizgrdretween reaction against and reinterpretation
of the imported norms associated with modernizatibhose in the latter group, disillusioned
with the overt turn to modernity, though still “ick#f[ying] with the normative importation of
Enlightenment ideals celebrate[d] the possibility of a local (and, sonmild argue, therefore

authentic) appropriation of the modefi®

Modern Home Coffee would seem to be a caffeinaézdtion of Turkey’s response to
this malaise. Its first branch opened in the nedafithe 2000s and has since expanded
incredibly rapidly throughout Istanbul and beyoadhulating the foreign concept of chain

restaurants in a Turkish context. Both managetiseamployees were conscious of the imaginary

?2Keyder, Caglar 1997. “Whither the Project of Modernity? Turkey in the 1990s” in Bozdogan, S. and
Kasaba, R. Rethinking Modernity and National Identity in Turkey. The University of Washington Press.
Page 37.

2% |bid. Page 38.
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cosmopolitan source of their trend (the hegemoraadiscape discussed above and in chapter
one) and made ready comparisons to Global Gaze€&ditarbucks, and other international
brands without being prompted to do so. Howevathevas equally quick to emphasize MHC’s
authenticity and congruence with national charac8avgi, a 56-year-old former flight attendant
for Turkish Airlines and recent management hire®IHC, claims that this has been the critical
difference allowing for Modern Home Coffee’s incitdd expansion in such short time. “The
customers all say that it’s very nice that theeefdace like this in Turkey. Before, we were
going to Starbucks and American companies. Noereth this place that makes Turkish

coffee.”

As stated previously, Turkish coffee is the signatbrand at MHC, but even here the
cultivated facade of authenticity begins to showtigh. In addition to the classic brew of
Turkish coffee, more recent additions like milk agudn drop damla saki2iflavors are on offer,
and Turkish coffee can even be ordered cold, whipgéh cream, and topped with shaved
chocolate. These modern concoctions, heavily émibed by the sugary coffee confections
popularized internationally by Global Gaze Coffed athers, have been successfully
euphemized as authentic in the Modern Home Coffegginary. This seeming contradiction is
captured by Gozde, a 25-year-old cashier, who vas&ed to describe the uniqueness of her

employer’s brand, said:

The first is that Modern Home Coffee is TurkishisTplace is directly preferred [by
customers]. They say, “Ah, don’t let [money] gathe foreignersga yabanciya
gitmesin. It should be Turkish.” They cannot get usethtuse places; they cannot know
them. Here, they think of as ours. “I can ask famdl out, it’s ours, it's ingenuous
(candar).” The coffee names at Starbucks are foreign naoaspuccino frappe... Here it
is Modern Home frappe, they can understand thatatfrappe of Modern Home Coffee.
Some kind of mocha-whateveiHtiri-ziuttiriconfuses people because of the names.
They are American products, [people] do not knovatthese products are; they do not
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know what is inside them. Here they know it is aKizh product, a Turkish cake. In that
sense, | think those American things confuse them.

This domestication of the foreign exemplifies thecessful hybridity at Modern Home
Coffee between the cosmopolitan imaginary and lGahenticity. This is reinforced through
the brand imaging, where in addition to the newipted “authenticity” of the Modern Home
frappe, a whole cornucopia of espresso, filter,iasthnt coffee options can be ordered or

purchased on-site in retail packages stamped h&iModern Home Coffee logo.

The company has worked equally hard to cultivatatamosphere of comfort and
authenticity commensurate with its brand. In casitwith the strained informality of Global
Gaze Coffee, MHC has removed many of the lavisloi@give flourishes of its competitor in
favor of a more stripped-down feel. Gone are #éngd plush couches for conspicuous leisure at
GGC, with MHC opting instead for casually-upholstkésemi-reclined chairs circled around
shared coffee tables. The personalized lightingdi¥idual table areas common to international
coffee chains is also largely foregone, replacatt well-lit floor space that provides a more

spacious and convivial experience.

The effect is to produce the conspicuous consummticomfort. “People can come for
6 hours and just order a cup of coffee. Theylikelthey're at home,” says Sevgi. She tells a
story of how a customer who felt a bit chilly readrup on his own initiative and switched on a
wall-mounted space heater—a move of informality amwdership atypical for Turkish

establishments.

In addition to the voluminous list of coffee ch@d¢ceustomers are also confronted with

numerous retail options, and counters displayingreety of saleable goods line the perimeter
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walls. It is this feature of Modern Home Coffeeaagendor of high-quality “authentic” goods
that causes its branches to employ so many peogtely 22 employees per location). A
majority of the desserts on the menu, assiduousahked as “home-madeg&y yapim), are
produced on-site, and a surprisingly diverse aofaghocolate goods are sold under its partner
company name Modern Home Chocolate. The produetiiretail facets of MHC create a
number of jobs ancillary to the provision of tab&vice, demarcating a distinct division of labor

along lines of age and gender.

It bears repeating that the age structure at Modeme Coffee differs from that of its
rival companies in that there is an uptick in woragrarticipation after the age of 35. In fact,
the oldest man at MHC (32) is less than a yeardlien the average woman (31.3). These
younger men disproportionately represent the cov@ed highly remunerative) table service
jobs, and can be constantly seen roaming amongugtemers’ tables. Women, on the other
hand, are relegated to production and retail. @aimanking function, where employees are
asked to allocate values according to the tasksottwpy most of their work hours, a clear
division of labor by gender is visible (Graph 4 2% is obvious from the graph, a number of
opposite relationships are statistically appar&uughly twice the percentage of men as women
spend their time in the visible spaces among tfetebdles, while women spend twice as much
time in the production of goodd! Likewise, men are twice as likely to spend thiere
collecting dishes (and tips) from tables, while vemntommandeer the cashiers. The gendered

divisions among greeting, cleaning and dishwashnegess pronounced, but in all three cases,

! The questionnaire unfortunately did not differentiate between the preparation of orders (visible) and

the kitchen-oriented production of desserts. Doing so would have almost certainly revealed a
subdivision of labor here as well.
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they cut against women'’s interactivity with the touser and marginalize her position as

representative of kitchen production.

Graph 4.2: The Gendered Division of Labor at ModernHome Coffee
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Workers of both genders at MHC seem to have iatexed their gendered roles to a high
degree. Can, a 21-year-old server, when asked #dt®domination of men in his position,
shrugged: “There are women-oriented jobs here...itkee kitchen, and by kitchen | do not
only mean washing the dishes but also preparingrb@uct, and cleaning.” Tuba, who spends
the bulk of her time producing “home-made” cakesyaivom sight in MHC's industrial
kitchen, is similarly undisturbed by the divisi@nd takes ownership of her role. I think
women have the right hands for this. Men’s handscaarser, they cannot do it. We have

colleague$? who can do it though. But a woman’s hand is bé&ttErdem, a 30-year-old (male)

22 presumably men are meant.
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server, frets about the uncontrolled fraternizabbwomen on the service floor, complaining
that when women are around “you have to bite yoogte...your way of talking changes...you

can't curse.”

The only minor challenge to this gendered orderecnom Gozde, and was issued from
a perspective that was less confrontational tditbearchy than evincing of a practical, and
highly gendered, concern for order at the workpldt®®aiters should not all be men. There has
to be a flower among them, a woman'’s touch. Whewman comes, everywhere is cleaner and
more organized.” Ultimately, she sees this genddnadion as a logical outcome, as well,
observing that “the women who make the cakes ateakewivesdv hanimlar), you know
housewives with children. They decide to work asiemany years and think ‘Where can |

work?’ and they say, ‘I can make cakes.

That she refers to her women colleagues as housswien after they have joined the
labor market shows the rigidities of gender rolest have negotiated spaces for expression at
Modern Home Coffee. Goézde’s, from her position kutg as a cashier, is fully aware of the
aestheticization and emotional labor required ofjble that separates her from the women
serving as conspicuous housewives, producing toméimade” goods. When asked about the

gualities necessary for her job, G6zde said:

Having a smiling face [is important]: you need ®dbean, because | am behind the
counter all day. You need to bakimli(approximately “well put-together”, though | am
not verybakimlitoday. | have to put on make-up every day becgosare talking to the
customers, when you offer something [to them], yead to be nice-looking as well so
that you are convincing...It is the same at clottshgps. If the person who says it looks
nice on you is fat and slovenly, you s&heésaid this to me?” But if she is a beautiful
woman, [you say] “Oh, she thinks | look good, seeommended this to me.”
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Just as Pelin had remarked how women could usaetdeticized aspect of service work
in the consumerist economy, Gozde found that tethatic preparations she found necessary to

perform her job were well-received by the customers

Customers like women more, they tip them more. Tdeyot really like men sometimes.
Girls are prettier, they like girls more, they clath them more. Men usually just do
their job and say “there you go'&yvallalj, but girls are not like that. “Oh how sweet,
how nice”, “Oh sweeti®@anim cicin)” that is how customers are [with girls].

However, the customers’ perceived receptivity ®gtbxualization of service workers is
noticeably less welcome in the more family-oriensedvicescape of Modern Home Coffee than
it had been at Global Gaze Coffee. While GGC laely flaunted the aesthetic labor of their
employees, hiring young and unmarried women antinguthem directly within the customer
gaze as they roamed around the service floor, Mld€ed women behind counters, preparing

and displaying “home-made” pastries and chocolates.

Sevgi, the matronly manager, reinforces this pdigeby claiming the wholesome,
homelike atmosphere has made it socially apprapfa@atwomen to participate. “Having women
in the service sector is a new thing but this plaoece there’s no alcohol here, is a place where
women can comfortably work.” The presence of dmgmber of middle-aged women, mothers
and divorcees, as described above, no doubt afgdlmates to the safety and acceptability for

women to work at MHC.

The servicescapes described in the two coffee stmpsidered so far reveal some of the
key gendered differentials mobilized for commodition in the consumerist economy. In

contrast to the Global Gaze Coffee, which had bartsebrand image on its association with
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imaginary cosmopolitan norms and presented genderéi@s as representative of this aesthetic,
the well-defined and accepted gender roles at Méita the feeling of comfort and collegiality
among the staff that is meant to be projectedenMiodern Home Coffee image. Though an
identifiable division of labor obtains, this is takas natural by its workers of both genders.
Rather than feel divided by gendered jealousieskevs are instead motivated by their pride for
the perceived authenticity of their foreign-inspliterand. They are proud of their hybridity even
if they don’t directly perceive it, as when Gozdeempted to deploy an English word that has
become a Turkish neologism in the service industtyjng that workers should be

“presentable’ or whatever they say, | can’t pronoeiit.”

This comfort and confidence in the company image,tae harmonious balance of
gender roles that enables it, creates a coopeativesphere that feels natural enough to
successfully domesticate the foreign. The implematéan of familiar gender and class
sensibilities in the servicescape encourages sewackers to “invest in” rather than “detach
from” the clientele, leading to a potentially lestgaining service relationship that what was
experienced in the more aestheticized serviceszb@&obal Gaze Coffe&®® This model has
created avenues for women in Turkey to participageservice sector that has eluded them in
the past, though (unsurprisingly) in such a wag@go radically challenge the gendered forms
of organization in Turkish society. Modern Homeff€e integrated women into its servicescape
to the highest degree among the three café chaimsdered in this survey, while Paterfamilias
Pastry Café had the lowest number of employee€ dPBws yet another way how gendered
subjectivities are utilized within the aestheticiZzegic of service work in the consumerist

economy and an analysis of the similarities anfidhces between the two Turkish employers

*3Erikson, 2009. Page 60.
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in this survey will help clarify the implicationg the experience-inducing turn of the

consumerist economy in service work.

Paterfamilias Pastry Café: The Rules of Limited Enggement

If Global Gaze Coffee can best be understood daca pf intentional difference, and
Modern Home Coffee has distinguished itself asigguccessfully domesticated the foreign,
Paterfamilias Pastry Café’s brand is most evideatipivalent about its imaginary cosmopolitan
orientation. Like GGC, it has established a prantrpresence in Istanbul’'s most consumerist
places. Whereas other Turkish pastry cafés usaatlypy separate buildings in busy business
districts, PPC is a fixture of the global city’s st@lite shopping centers, and even has branches
at airports. Like MHC it is Turkish-owned and ogéed, with a Turkish name and several
signature Turkish desserts on its menu. It opappeals to a traditionalist ideal in its
promotional materials, and with its locations irarkg all of the country’s district, it has credible

claim to be the most authentically Turkish of theee café chains.

However, it too adopts the value-creating formuléhe contemporary consumerist
economy in that production of experience and affeetthe key component of its image and
service worker roles, and its structural differenfrem the other café chains in this survey help
account for its uniquely gendered outcome. Fortbmgs, its utilization of the franchise system
provided for a less centrally-controlled managenuénihe company image. Similar patterns of
women’s (hon)-participation did emerge across ifferént branches at Paterfamilias Pastry
Café. However, whereas management at GGC and Mid evinced a clear-eyed purpose

towards mobilizing gender in the promotion of tleenpany image, management at PPC
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expressed their gender-differentiated service eympémt with less conviction and clarity,
betraying no indication that women had a intentilyreonceived role to play in PPC’s brand.
This is not to say that PPC management exertecttggsol over how its image was to be
presented in this research. On the contrary, medntrast with the more spontaneous nature of
management interviews at GGC and MHC, the mandggaske to at the various PPC branches
had all been in contact with the central office @tiiwow to approach the interviews, and
responded to questions mostly with public relatiplagitudes. Unlike at other cafes, the
selection of interview subjects was performed iroaertly top-down manner by the respective
branch managers, who seemingly chose employeeagatieg longevity and personal loyalty,
effectively (and perhaps intentionally) samplingmaigsproportionately from an already-
dominant pool of men laborers. Even so, the nefatiattention to gender dynamics in the
company image indicates the extent to which the B&tGicescape promotes a traditionalist

model of Turkish service work, in which women aaegkely absent.

PPC managers were not nearly as openly disdaifthea employees a la Nazan of
Global Gaze Coffee, but they were certainly legsting of them. At Paterfamilias Pastry Café’s
flagship Istanbul branch, the only one formally-@drby the corporate headquarters, the
manager Yilmaz hovered nearby the interview stéertsibly occupied with his laptop, though
suspiciously supervisofi’* At another branch, several completed questioasdiad to be

discarded, as it became clear that they had bked diut by a message-keeping manager.

In this sense, Paterfamilias Pastry Café was hidislgiplined and top-down about its

company vision, but it was less successful in irgdigg an employee profile into its brand

2% In this case, the interviewer lingered on the less-personal aspects of the service experience before

Yilmaz left to monitor activities on a lower floor.
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image. For GGC, the conspicuous presence of serdatoung women was critical to showing
the company’s imaginary cosmopolitan modernityhia global gaze. MHC integrated women
into its servicescape as surrogate mothers in thdem home, at once creating space for
women’s participation while delimiting their threata traditionally gendered division of labor.
As will be seen in the case of Paterfamilias PaSai¢, women are marginalized almost
completely, in terms of both narrative and paradipn, and have no clear role in the company’s

self-image.

Not coincidentally, PPC is less outward-lookingenms of its orientation with the
imaginary cosmopolitan ideals of Starbucks’ hegembrandscape. Like Modern Home
Coffee, PPC promotes its Turkish roots throughtsuiienu, and Yilmaz was explicit in PPC’s
hearkening back to “Ottoman cuisine.” Unlike MHChas greater credibility in rooting its
identity in past traditions. PPC was first estsiidid in a large Anatolian city in the interbellum
years and maintained that single branch for ovraheentury without any expansion.

However, PPC in its contemporary iteration has tlestquaintness of those localized origins and
become a full-fledged café chain consistent withdther coffee shops in the consumerist
economy. Under new ownership, its expansion cdatwith the rise of neoliberal market
integration and the mass importation of “coffeeund.” Between 1996 and 2002, as the rise of
shopping malls introduced the Turkish public tceavrconsumerist aesthetic and GGC quickly
began asserting position as claimant to imaginasynopolitanist ideals, the number of PPC
branches increased from six to 50. In the subsedive years, that number again tripled. The
strain of rapid growth refashioned the purporteadiglitional ethos of the PPC brand into
something closer to the universalizable consumedsn, but it also strengthened its ties to the

past as a point of orientation. Rather than euiegithe unfamiliar as familiar as MHC had
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done, even “modernizing” Turkish coffee through #uglition of whipped cream and chocolate
shavings, PPC was more reactionary in its postagainst the foreign. Yilmaz, the manager of
PPC's flagship branch, claimed that “we never cleahg recipe of owasure or kazandib?>>
Despite menu changes since corporatizing, Yilmaaras “we always hawaure, and

kazandibiis what makes PPC PPC. That's what makes ugitnaali.”

Sarp, 26, one of Yilmaz’s hand-picked interviewjsats, stressed the uniqueness of his

employer, as well as its rootedness in Turkey.

It is a long-standingkOkli—"rooted”) firm. As a brand, it has an old histoBJlus, it has
products that define it. When you walk into an oatty pastry shop, you see products in
the counter that are taken from other places. Taley products from here and there and
put together a menu. But Paterfamilias Pastry Gwfé products that are authentic, it has
its own designs...There are more than 50 brancha! af Turkey?3° | mean, when you

go to Diyarbak®’ you can still find the same product. That is oiffedence.

This expansion in geography has been accompanied bjtempt to modernize the
brand as well as maintain its traditionalism. Thas been less successful at PPC than at Modern
Home Coffee. Both Sevgi and G6zde of MHC spok#neir customers’ appreciation for their
company'’s authenticity, even as it traded in coremugoods heavily inspired by global “coffee
culture.” Despite the dilution of its traditionatientation through the introduction of a number
of foreign menu items, PPC has less successfukgiated global products into its popular

image. As Sarp, confounding his own assessmdPP@fs traditional identity, says:

Our people [i.e. citizens of Turkey] are more spsitde to foreign brands... “It's
Starbucks—Ilet’s go there!” Paterfamilias PastryéCaifo makes coffee. There is really

233 Both forms of pudding.

Here Sarp underestimates PPC’s scope. The company website lists 145 branches, all in Turkey.
Turkey’s largest Kurdish-majority city is here commonly referenced as some far-flung place.
Admittedly, while its population is said to be over two million, there is neither a branch of Global Gaze
Coffee or Modern Home Coffee.
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good coffee here for instance, aromatic blendgrfdoffee—as many kinds as Starbucks
has... But people have known PPC as a pudding (shoipallebic). Even as a coffee
shop brand, they prefer foreign ones to PPC.

However, it is not just the domestification ofdéan goods that has yet to codify in the
newly re-purposed cosmopolitan traditionalism aieFfamilias Pastry Café. The role of
women’s affective and aesthetic labor as an integiae-creating component of the service
sector in consumerist economies has also failéddoa clearly-stated expression at PPC. As
was found in the survey, just 19.1% of PPC workezse women, compared to 36.4% of
workers at Global Gaze Coffee and 43.2% at ModeyméiCoffee. This difference has more to
do with the successful mobilization of gendereaeisgions in the company servicescapes than
it does with anything related to the nature ofggheducts themselves. GGC and MHC were both
able to draw out different social linkages betwdenimaginary cosmopolitan ideals of “coffee
culture” and the gendered expectations for womerunkey and successfully promote these
aesthetics in the creation of customer experiefitese associations, as has been discussed, led
to different objectifying circumstances on the sahiyities of women working at these café
chains, posit different images of gender integraiioa front line service sector that is still
highly male-dominated. PPC’s ambivalence towather than co-optation and appropriation
of, the unfamiliar aspects of the imaginary cosntitgro “coffee culture” is reflected in its

reliance on a male-oriented servicescape.

Indeed, far more traditional attitudes towardsptaee of women in the workplace can be
found among both the managers and the service gegdat PPC. Unlike Kaan at Global Gaze
Coffee or Can at Modern Home Coffee, men employdessaw a positive, if gender-laden, role

for women at the workplace, the men of Paterfamilastry Café viewed the nature of the work
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as inappropriately difficult for women.As Abbash@anch manager, put it, “Generally, we prefer
men [job applicants]. Women can't tolerate the kvowe have many floors. They can’'t endure
the up-and-down, up-and-down.”Additionally, womerafi’'t do the heavy work and cleaning

toilets.”

Even more than at MHC, the labor that is perforimgavomen at PPC is marginalized at
the workplace. Using the same ranking functiomaSraph 4.2 above, Graph 4.3 shows how
women again dominate kitchen duty, even thoughiKerdt MHC) PPC produces all of their

desserts off-site.

Graph 4.3: The Gendered Division of Labor at Paterimilias Pastry Café
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If the first three tasks listed can be understadustomer-interactive, while the latter
four are functionally-seclusive, it is clear that&familias Pastry Café has segregated its

workforce by visibility. Women employees, few &gy are, are hidden from sight, while men
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represent the company’s branded image to the cestoien spend just over half of their
working time out in the service area, while womes @resent there just 10% of the time.

Yilmaz, the manager of the one PPC branch stiltaitpd by central management at the time of
research, maintains that the low amount of totgllegment of women and their effective
marginalization in job tasks are both a naturalseguence of the nature of PPC’s work. “It's

not our preference; it's a heavy job.” Just a&sghrceived aesthetic value of women’s labor was
recognized at MHC but discouraged by its domesaad image, Erdem, a 23-year-old male
employee thinks the costs of productivity loss aigh the benefits of a woman’s pleasing

“bodily dispositions”:

Women cannot do the job that men do here. By noxmeéou hire a women worker
here, to work at the entrance... You take [hirg]vaigh the intention to have her show a
smiling face. But she quits. After all, the work @o here is tough. Sometimes we work
for 10 hours. 1 do not think a woman can handls.thfou are always on foot—it is
difficult for a woman to endure it.

Of course from the perspective of male service wlat PPC it can only be the
physically laborious demands of the job, and nettheavily gendered atmosphere projected
through PPC'’s servicescape, that leads to womaliégédly) high levels of turnover. As Sarp
described women'’s fitness for the rigors of higgab, he revealed his anecdotal prejudice in

quickly moving from the general to the particular:

As far as | observed, women have a hard time wheretare [orders] coming from all
over the place. They get stressed. They havedatimae working under pressure.
Because that's what | observed, | mean, she katdhe was under too much pressure.
You can see her get really nervous, she was crying.

However, such attitudes are not held exclusivelyney, as the gendered aesthetic of
PPC'’s servicescape informs all values consideréaimit. Even Hicran, the only woman PPC

operating manager in the survey, has seemed tmalitee the fraternal order of employment
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there. Hicran does submit that there are aesthelies to the presence of gendered bodies in
the servicescape, especially “in the evening houngn there’s a woman around here it's more
chic. When everyone else is a man, it's nice tossevoman around. It's different when there’s
a touch of woman at the workplace.” However, thisates a number of problems, as “one
wrong hiree can ruin all the order at work.” Asl@ar counterpoint to Derin, one of the women
GGC branch managers interviewed above, who saidtthegth of the Global Gaze Coffee
brand had navigated around perceived familial pliegs towards working women, Hicran

claimed that

In a way it's easier to work with men. It’s notportant what time they go back home.
But with women, you know... In the end, you workiwpeople who are older than 18.
Their families become problems, saying they cay amrk until such-and-such an hour.
When women work together there can be jealousygasdip... Men can be more
understanding.

Furthermore, she said, “We try not to hire marmexdnen. Well, I'm also married, but...
A married woman has more responsibility. She bagdrk at home as well. She may have
children.” Hicran, who had already become a manag26 years of age, seemed to think that
hers was an example that was inimitable by othenema While she could balance the
supposedly unendurable physical labor of work withie PPC servicescape with the equally
demanding responsibilities of married life, it waappropriate for women to join the service

staff of Paterfamilias Pastry Café.

Interestingly, however, is how the (gendered) cttarsstics of front line service work
with customers identified by Hochschild as “emotiblabor” also extended to Hicran’s self-

perceived burden as a manager of employees: “Trerdifficulties in being a woman manager.
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| have to make everybody happy at the same tine most important is the staff. They have to

be efficient. That's why you have to make the perel happy.”

All three of the managers interviewed operated fthenassumption that women were
simply unfit and unwilling to work for their compgnand that for these reasons were quick to
quit the job. In the words of Yilmaz, “Women wleave here usually work as a counterchef
(tezgi ahta) or confection worker where they won't have to wthris much.” Even granting
that PPC women would be predisposed to choosejshshthat similar opportunities are
available at his own café seems not to have regbtsith him. As shown in Table A.1 in
Appendix A, the limited responses in the questinrendid suggest the women employed at PPC
to be in a more tenuous position than men, in texhi®th turnover and labor market
attachment. However, their demographic informatroterms of education attainment,
rootedness in the city, mother’s education, anérdfidictors positively correlative to women’s
participation in the labor market, was broadly $amio that of the women at the other coffee
shops. A far more plausible explanation for tlegirly resignation from PPC (55.6% of the
women respondents to the survey had been emplay&ie@for fewer than six months,
compared to 28.6% for men) is that PPC does nohgt® a servicescape that integrates women
into the creation of experience, affect, and a¢isthe Rather, the servicescape at Paterfamilias
Pastry Café, despite its expansion into the redlooonsumerist economy, elicits an experience
of traditionalism, a sensation that apparently mat$einto the gendered expectations of service

provision.
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Abbas said about his company that PPC “is bothtiomél and modern. We have every
different kind ofcustomer'?*® However, this proof of the café’s modernity and
cosmopolitanism clearly does not extend to the eygd profile modeled by Paterfamilias
Pastry Café. In not staking a more convincingnelt the imaginary cosmopolitan service
model, PPC has not created a sense of place foewanrithin its servicescape. This is reflected
in all aspects of PPC’s work organization, from éerall low participation of women, to their
comparative fragility in labor market attachmenttheir occupation of physical space within the
café itself. Of the three café chains analyzeithimsurvey, Paterfamilias Pastry Café is unique

in the active gender-exclusivity of its serviceszap

Postscript: Comparative Remarks

The three café chains in this survey are all ség@resconced in the consumerist
economy, and operate according the logic of whahNis Gabriel calls “latte capitalism™—
where “charging a hefty mark-up for a cup of frothitk with a shot of acqua sporca may seem
to epitomize the rationale of valu&® The atmospherics promoted by their servicescapes
encourage a communal experience predicated orotiepizuous consumption of leistff®and
imaginary cosmopolitan lifestyles. All three @@pular and successful cafés, offering their
customers an array of different concoctions of@afimilk, and sugar, but much more than the
cost of its simple ingredients, the coffee shopgagh according to this sensation on behalf of the

customer, for which the role of the service woriketritical. The different strategies employed

2% My emphasis.

% Gabriel, 2009. Page 175.

2% 5ee Veblen, 1953 (1899), pages 41-59, for a fuller explication of this concept, or my discussion in
Chapter Two above.
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by the café chains show how the aesthetics of gedd®dily dispositions—their “smiling
faces”, “touch of woman”, and “ability to keep erfowois inside’—are mobilized for the
production of affect in a consumerist economy whbeeline dividing product and service is

increasingly blurred.

The growth of the cathedrals of consumption inrlstd over recent years offers up new
sites for the exercise of the imagination in Turkayd the coffee shop is an important social
laboratory fostering experimentation with new inmaggl lifestyles. However, it is not the
customers alone who stake out social positionsinvitiese places. Service workers occupy a
unique position as subjects within the objectifystgicture of the coffee shop, negotiating the
experiential standards promoted by their compamsiesl/icescapes and the gendered
expectations of broader social norms. This prooegslds differently across the many sites of
possibility within the consumerist economy, asighle from the gendered outcomes in this
survey. The performances on display in the “sertieater” of the contemporary consumerist
economy will not be uniform, rather each is diffetially staged according to the affect desired

of the audience.

Global Gaze Coffee, with the embrace of differeasés defining identity, has both
created a new social space in which new norms mdwoption—of gender as well as
products—prevail and is proved through the sucoéssfoption of the foreign. Its cosmopolitan
imaginary of “coffee culture” as a modern expereheavily promotes the conspicuous
presence of young, unmarried women serviceworkad jts absence of a labor economy of
scale demands the egalitarian apportionment ofpatenal tasks by gender. While these
employees project an sexualized image to the nade,ghey also exhibit agency by taking pride

in their equal position within a successful inteéior@al company. The servicescape may have
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exploited their “aesthetic labor” but they haveoadéolen some of GGC's creation of difference

in forming their own identities.

Modern Home Coffee has euphemized the foreignaa,|lputting a new “authentic”
trademark on the self-assuredly cosmopolitan “eoffelture.” By courting the new unfamiliar
within the national “home”, MHC has created a se¥scape that inoculates some of the
threatening elements of sexual objectification wipfomoting a more traditionally-integrated
staff of service workers. This has not only causeense of national pride among service
workers taking ownership of their brand, it hasated an atmosphere where gender norms are

expressed in more socially-recognized ways.

While the servicescape at MHC clearly reinforcemes@endered norms through its
reenactment of domestic divisions of labor, it imioduced a worksite where men and women
service workers interact in front of the public eyEhis marks a contrast with Paterfamilias
Pastry Café, which in the promotion of a “tradiirand “authentic” take on the consumerist
café chain, continues to project a servicescape wamsistent with the gendered service norms
in the economy at large.

The roles of service workers, different in thait@mes but similar in their dynamics,
have important implications in an era of consumert®nomy in which all aspects of Turkish
society appear to be undergoing rapid change.hdstamber of cathedrals of consumption
continue to crop up all over Istanbul, and as tt@ytinue to staff legions of experience-creating
service workers, it is increasingly worth considgrthe unique forms of labor exploitation in the
service workforce, as well as the impact of serwoeker subjectivities in presenting and
renegotiating social identities. It is hoped ttes field study will contribute to this broader
understanding.
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CONCLUDING REMARKS

The “cathedrals of consumption” are designed torate spectacle. Strolling through
the atrium of an early Parisian shopping mall, Bakadd stated that “consumption is governed
by a form ofmagical thinking.?** Consumption increasingly involves the constametreise of
the imagination, formulating new wishes for epheshekperiences. It is tempting to, as
Durakbga and Cindglu do, see these as fundamentally anti-social pladere “there is intense

energy dispersed into objects of desire rather ithi@npersonal contact and interactiGf?”

This, however, would be a mistake. Not merelp@ascmer society, this thesis has
argued for an understanding of a consumerist ecgndnihas attempted to show that the
cathedrals of consumption—the shopping malls, sbuesorts, and especially coffee shops—are
not only sites filled with desirable objects, buthwactual people performing valuable (and
value-creating) service work. These service warlsdiould not be obscured by the spectacle, or
hidden by the objects of desire, but be recognézemhstrumental in projecting the aesthetics and
affect that determine the consumer experienceedbgd by the corporate brand, yet acting as

the personal liaison between it and the consunoatemporary front line service workers

"1 Baudrillard, 1998. Page 31. Emphasis in the original.

Durakbasa and Cindoglu. Page 82.

242
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perform vitally different productive tasks whilecfag fundamentally different forms of labor

constraints.

This is arguably even more the case in Turkegoasiany of the new norms of
consumerism are loaded with an imaginary cosmapotbntent, where objects and experiences
intimate the possibilities of other lives. The ide$or new lifestyles and social identities finds
expression in the interaction with the presentati@ainany number of shops within the
consumerist economy. Service workers help comnatmithese new possibilities through their

brand representation while at the same time iné¢irpg them on their own behalf.

However, this also places the service workerpnegarious position. Contrary to the
development of consumerism in North America and tfesEurope, Turkey’s consumerist
economy has grown as a part of the same neolipsyaeéss that has led to drastic wealth
polarization. Rather than the democratizationarfstimption remarked upon by Galbraith and
feared by Bell, consumerism in Turkey has mobiliziss practices determining new “invidious
distinctions®** that “implied not simply a refashioning of tastes also a hierarchy of

worth.?44

Furthermore, the emphasis on spectacle and aestlethe cathedrals of consumption
has invited the gaze into more aspects of pulféc [This has had direct implications on gender
norms in a labor market where women occupy less 1586 of front line service job% and
conditions the ways in which gender is presentdtiénvarious servicescapes of the consumerist

economy.

83 \ieblen, 1953 (1899). Page 36.

4 Kandiyoti, 1997. Page 119.

245 14.3% of workers in the wholesale and retail trade, hotels, and restaurants sector are women,
according to the Turkish Statistical Institute, 2006.
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Through measuring the participation of women inois chains of coffee shops
embedded within Istanbul’'s most consumerist plaaed,through soliciting their subjective
understandings of their position within them, tiiesis has aimed to illustrate the labor
dynamics that operate within the consumerist ecgnoimeir ambivalent inclusion in these
places designed to exclude provides an interestingagepoint from which to witness the
changing societal effects of Turkey's new consupractices. Their status as the fastest-
growing sector of the labor market makes the unagpects of their working conditions
necessary to examine. If this thesis has beentalaldvance these goals, it will have been worth

the effort.
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APPENDIX A

DEMOGRAPHIC TABLES CITED IN CHAPTER FOUR

Table A.1: Employees’ Views on their Occupationahttachment

Company Name, Men/Women Career % Temporary %
GGC

- Men 76 24

- Women 80 20
MHC

- Men 78.3 21.7

- Women 68.4 31.7
PPC

- Men 77.8 22.2

- Women 57.1 42.9
Total

- Men 77.3 22.7

- Women 70.7 29.3

Table A.2: Number and Percentage of Employees byldte of Birth

Company Name, Men/Women | Istanbul-Born  Other Province | Istanbul-Born % Other Province %
GGC
- Men 13 13 50 50
- Women 12 3 80 20
MHC
- Men 12 13 48 52
- Women 8 9 47.1 52.9
PPC
- Men 17 19 47.2 52.8
- Women 4 4 50 50
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Total
- Men 42 45 48.3 51.7
- Women 24 16 60 40

Table A.3: Number and Percentage of Employees byakents’ Place of Birth

Company Name, Men/Women | Istanbul-Born* Other Province | Istanbul-Born* % Other Province %
GGC

- Men 5 20 20 80

- Women 7 8 46.7 53.3
MHC

- Men 5 19 20.8 79.2

- Women 7 10 41.2 58.8
PPC

- Men 7 28 20 80

- Women 2 6 25 75
Total

- Men 17 67 20.2 79.8

- Women 16 24 40 60

*Includes households with one parent from Istanbul. These mixed houses followed the same pattern as
households where both parents were from the city.

Table A.4: Education Status of Men and Women Emplgees, All Branches

EDUCATION STATUS Men Women Men % Women%
No High School Diploma 17 6 19.5 14.3
HS or Vocational School 57 20 65.5 47.6
Higher Education/Students 13 16 14.9 38.1
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Total 87 42 100 100

Table A.5: Employees’ Parents’ Education

Emol Fathers HS or Mothers HS
mployees
ploy Better (%) or Better (%)
Men 23 12
Women 24 23

Table A.6: Employees’ Mother’s Labor Market Participation*

Emol Mothers in Mothers Not
MPIOYEES | | M/Retired (%) | in LM (%)
Men 26 74
Women 38.6 61.4

*Includes those actively searching for work

Table A.7: Marital Status of Men and Women Employes by Company

Company Name, Never Married Divorced, Sprtd Never Married Divorced, Sprtd
Men/Women Married Widowed Married% % Widowed%
GGC

- Men 17 8 1 65.4 30.7 3.8

- Women 15 0 0 100 0 0

MHC

- Men 18 6 1 72 24 4

- Women 10 5 4 52.6 26.3 21.1
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PPC
- Men 25
- Women 6

11

65.8
66.7

28.9
33.3

53

Table A.8: Incidence of Parentage among Employeé&y Company and Gender

Company Name, Men/Women | No Children Children | No Children % Children %
GGC
- Men 21 5 80.8 19.2
- Women 15 0 100 0
MHC
- Men 22 3 88 12
- Women 11 8 57.9 42.1
PPC
- Men 30 8 78.9 211
- Women 7 2 77.8 22.2
Total
- Men 73 16 82 18
- Women 33 10 76.7 23.3
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APPENDIX B

Questionnaire Distributed to Coffee Shop Employees

Bu anket sizin kisisel gecmisiniz ve is durumunuz hakkinda bazi sorular igeriyor. Anket icerisindeki

hi¢ bir soru size isminizi sormuyor ve cevaplar yonetim ile paylasilmayacaktir, bu nedenle isminizi

belirtmeniz gerekmemektedir. Tiim sorular1 cevaplama zorunlulugu yoktur, bu nedenle
istediginiz soruyu bos birakabilirsiniz, fakat eksiksiz katiliminiz bu arastirmanin basarisi ve en
dogru sonuglara ulasabilmemiz agisindan 6nemlidir. Katiliminiz i¢in tesekkiir ederiz.

1. Boliim (15 soru)
1. Cinsiyetiniz:

o Erkek

2. Yasiniz:

3. Medeni durumunuz:
o Hi¢ evlenmedi

oEvli

4. Egitim durumu:
o {lkokul mezunu
o Ortaokul mezunu

oMeslek Lisesi Mezunu

o Kadin

o Bosanmisg

o Diger; Liitfen belirtiniz:

o Lise mezunu
o Yiiksekokul mezunu

o Universite mezunu

0 Ayri

o Yiksek lisans mezunu
o Ogrenci

o Diger
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5. Yabanc Dil:

Ingilizce DAz o Orta o lyi o Cok iyi
Fransizca DAz o Orta o lyi o Cok iyi
Almanca 0Az o Orta o lyi o Cok iyi
Diger: DAz o Orta o lyi o Cok iyi

6. Cocugunuz var mi?

o Hayir

7. Kiminle yasiyorsunuz?

0 Esim ve ¢cocuklarimla

o Evet; Kag tane?

0 Esimin ailesiyle

oSadece esimle

o Ev arkadasimla o Sadece ¢ocuklarimla o Arkadas(lar)imla
o Ebeveynlerimle o Bir akrabamla o Yalniz
oDiger; liitfen belirtiniz:
8. Dogdugunuz sehir:
9. Anne-babanmzin dogdugu sehir:
Annenizin: Babanizin:
10. Anne-babanizin medeni durumu:
o Evli O Ayrl 0 Bosandi
o Hi¢ evlenmedi o Diger

11.

0 Okuma-yazma bilmiyor

ollkokul mezunu

Babanizin egitim durumu:

o Meslek Lisesi Mezunu

oLise mezunu

o Universite mezunu
oYiiksek lisans mezunu
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oOrtaokul mezunu

12. Annenizin egitim durumu:

13.

14. Annenizin ¢alisma durumu:

15.

o Okuma-yazma bilmiyor
oilkokul mezunu

oOrtaokul mezunu

Babanizin ¢alisma durumu:
o Calisiyor

o Calismiyor (is ariyor)

o Calisiyor

o Calismiyor (is ariyor)

oYiiksekokul mezunu

o Meslek Lisesi Mezunu
oLise mezunu

oYiksekokul mezunu

o Calismiyor (is aramiyor)

o Diger

o Calismiyor (is aramiyor)

o Diger

Evliyseniz, esinizin ¢alisma durumu:

o Calisiyor

o Calismiyor (is ariyor)

2. B6lim (7 soru)

1.

o Calismiyor (is aramiyor)

o Esim yok

Daha 6nce baska bir iste ¢alisiyor muydunuz?

o Evet

o Hayir

o Diger

o Universite mezunu
oYiiksek lisans mezunu

o Diger

o Emekli

Meslegi:

o Emekli

Meslegi:

o Emekli

Meslegi:

Evet ise nerede, (liitfen uygun olan tiim segenekleri isaretleyiniz)?

0 Restoran/cafe

o Parakende satis magazasi

o Ev isleri

o Organizasyon

O Sanayi
o Insaat

o Diger; liitfen belirtiniz:

0 Turizm

o Imalat

o Kurum/sirket:
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3. Eskiisinizden neden ayrildiniz (liitfen uygun olan tiim secenekleri isaretleyiniz)?

0 Maas yeterli degildi o Evime ¢ok uzakti

o Is saatleri uygun degildi o Isten ¢ikarildim

0 Yonetimden memnun degildim o Esim/ailem uygun gérmedi
o Sigortam yoktu o Diger:

4. Suanki isinizi ararken baska yerlere de basvurdunuz mu?

o Evet o Hayir

5. Evetise nerelere (liitfen uygun olan tiim secenekleri isaretleyiniz)?

o Restoran/cafe 0O Sanayi 0 Turizm
0 Parakende satis magazas1 o Ingaat o Imalat
o Ev isleri o Diger; liitfen belirtiniz:

o Organizasyon o Kurum/sirket:

6. Suanda bagka bir iste daha ¢alisiyor musunuz?

o Evet o Hayir

7. Evetise nerede (liitfen uygun olan tiim segenekleri isaretleyiniz)?

o Restoran/cafe o Sanayi 0 Turizm
0 Parakende satis magazas1 o Ingaat o Imalat
o Evisleri oOrganizasyono Kurum/sirket:
o Diger; liitfen belirtiniz: oPozisyon:

3. Boliim (16 soru)
1. Suankiisinizde ne kadar zamandir ¢alisiyorsunuz?

0 6 ay veya daha az o1-2yil o 5 y1l veya daha fazla
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06-12 ay o 2-5yil

2. Haftada kag saat calisiyorsunuz?
0 10 saat veya daha az 0 20-35 saat 045 saat veya daha fazla
0 10-20 saat 0 35-45 saat oKag:
3. Calisma saatlerinizi nasil tanimlarsiniz (liitfen uygun olan tiim segenekleri isaretleyiniz)?
o Belirli giinlerde o Belirli vardiyalarla o Belirli olmayan gilinlerde
o Diizensiz vardiyalarla o Diger; liitfen belirtiniz:
4. Hangi saatlerde/glinlerde calisiyorsunuz (liitfen uygun olan tiim secenekleri isaretleyiniz)?
oHaftasonlari glindiiz oHaftaici giindiiz 0 Haftaici aksam
o Haftasonlar1 aksam oDiger, liitfen belirtiniz:
5. Calisma saatlerinizin ne kadarinda asagidaki islerle mesgulsiiniiz?
Siparisleri hazirlama o Hig 0 Az o Orta o Cok 0 Tiim vaktim
Kasa basinda durma o Hig 0 Az o Orta o Cok 0 Tiim vaktim
Siparis alma ve getirme o Hig 0 Az o Orta o Cok o Tiim vaktim
Masa temizleme o Hig oAz o Orta o Cok 0 Tiim vaktim
Karsilama o Hig oAz o Orta o Cok 0 Tiim vaktim
Bulasik Yikama o Hig o0 Az o Orta o Cok o Tim vaktim
Temizlik o Hig 0 Az o Orta o Cok o Tim vaktim
Diger: o Hig oAz o Orta o Cok o Tiim vaktim

6. Asagidaki isleri tercih siraniza gore kiyaslayiniz. (Hangi isi yapmayi tercih ederdiniz?)

(1 =En cok tercih ettigim, 8 = En az tercih ettigim)

__Siparisleri hazirlama
__Kasa basinda durma

__Siparis alma ve getirme

__Masa temizleme

__Karsilama

__Bulasik Yikama

__ Temizlik

__Diger; liitfen belirtiniz:




10.

11.

Bu isi nasil buldunuz?
o Arkadasim/akrabam tavsiye etti 0 Kendim arastirdim
0 Gazete/internet reklami o Insan kaynaklarindan aradilar

o Diger; liitfen belirtiniz:

Ise gitmek ne kadar vaktinizi aliyor?
o 15 dk. veya daha az 030-45dk. 01 saatveyadaha fazla

o0 15-30 dk. 0 45-60 dk.

Ise nasil gidiyorsunuz?

o Yiiriiyorum o Taksi
0 Toplu tasima O Servis araci
o Ozel ulasim (araba/motor) o Diger; liitfen belirtiniz:

Evinize yaptifiniz ekonomik katkiy1 nasil tanimlarsiniz?

o Birinci derece gelir kaynagi o Kisisel harcamalarimi karsiliyorum, ek katkim yok

o Ek gelir o Diger; liitfen belirtiniz:

o Esit katki (giderleri esit boliisiiyoruz)

Calisma sebebinizi agagidakilerden hangisi en iyi tanimlar (bir tane seciniz)?

0 Ailemi desteklemek icin o Kisisel harcamalarimi karsilamak i¢in

0 Aileme ek gelir saglamak icin o Sosyallesmek/yeni insanlarla tanismak i¢in
o Is deneyimi kazanmak icin 0 Bos durmamak i¢in

o Diger:

12. Yaptiginiz isi bir meslek olarak mi1 gériiyorsunuz yoksa gegici bir is mi?
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13.

14. Asagidaki kelimelerden hangileri is yerenizi en iyi tanimlar (birden fazla secebilirsiniz)?

o Meslek

o Gegici

Eger gecici bir is olarak goriiyorsaniz, bu isi birakmaniza ne sebep olabilirdi (liitfen uygun
olan tiim secenekleri isaretleyiniz)?

oOlumsuz ¢alisma sartlari

o Tasinma
o Evlilik

0 Cocugum olmasi

o Erken emeklilik
oEvde bakacak insan

o Diger; liitfen belirtiniz:

0 Rahat 0 Yenilikei
0 Geleneksel 0 Samimi
0 Tarihi o Klasik

o Aileye yonelik o Ozgiin
Diger(ler):

o Cagdas
o Evrensel
o Liks

o Genglere yonelik

15. Asagidakilerden hangileri IDEALINIZDEKI isin EN ONEMLI ézelliklerindendir (en fazla bes

tane seciniz)?

o Dinamik is tanimi

o Sigorta ve yillik izin
o Yiikselebilme imkani
O Yerel sirket

o Sehir merkezinde

o Idareyle iyi iliskiler
o Eve is gotiirmemek

0 Yeteneklerime uygun

o Yiiksek maas

o Is glivenligi

0 Uluslararasi sirket

O Mesai saatleri belli

o Servis araci olmasi

0 Surumuluk verilmesi
0 Prestijli is invani

Diger(ler):

o Eve yakin

o Rekabet ortami

0 Esnek calisma saatleri
o Aile Sirketi

o Sosyal ortam

O Az stresli ortam

o Seyahat imkani
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o Dinamik is tanimi

o Sigorta ve yillik izin
o Yiikselebilme imkani
O Yerel sirket

o Sehir merkezinde

o Idareyle iyi iliskiler
o Eve is gotiirmemek

0 Yeteneklerimi uyumlu

o Yiiksek maas

o Is glivenligi

0 Uluslararasi sirket

O Mesai saatleri belli
oServis aract olmasi

0 Surumuluk verilmesi
o Prestijli is tinvan

Diger(ler):

16. A sagidakilerden hangileri IDEALINIZDEKI is taniminin EN AZ ONEM tasiyan ézellikleridir
(en fazla bes tane seciniz)?

o Eve yakin

o Rekabet ortami

0 Esnek calisma saatleri
o Aile Sirketi

o Sosyal ortam

O Az stresli ortam

o Seyahat imkani
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