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ABSTRACT

CO-CREATION OF VALUE IN A SOCIAL ENTERPRISE OF AMATEUR
RUNNERS IN TURKEY: CHARITY RUN WITH ADIM ADIM

BIROGLU, Merve
MBA, Department of Business Administration

Supervisor: Assoc. Prof. Dr. Eminegiil Karababa

October 2019, 152 pages

ADIM ADIM is an organization which aims to raise funds for the civil society
organizations in Turkey and to increase the awareness of these institutions in society
with charity running activity which was conducted for the first time in 2008 with a
group of people and it has become a social phenomenon with its increasing number of
followers. As the co-founders recognized the gap between the individuals and the non-
profits, they initiated an enterprise to act as a bridge between individual donors and the
charitable institutions permanently. Therefore, the co-founders of Adim Adim can be
named as change-makers who aim to start a social transformation in the field of
individual charitable giving. To reach its goal, the enterprise has many stakeholders
such as the amateur charity runners, the non-governmental organizations, the donors
and its administration team. The aim of the present study is to put forward how value is
co-created in Adim Adim and its network. With respect to the aim of this study, firstly

the context of Adim Adim was conceptualized in line with the results of interviews and



ethnographic study. Later, the value co-creation processes were delved into with respect
to the related literature. As a result of the research, it was revealed that Adim Adim is
a social enterprise with different aspects and its members are involved in prosumption
processes. It is also understood that its hybrid nature paves the way for value co-creation
processes and it actively performs marketing practices.

Keywords: Individual Charitable Giving, Volunteerism, Social Entrepreneurship,

Prosumption, Value Co-creation.
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AMATOR KOSUCULARDAN OLUSAN BIR SOSYAL GIRISIMDE ORTAK
DEGER YARATIMI: ADIM ADIM iLE YARDIMSEVERLIK KOSUSU

BIROGLU, Merve
Yiiksek Lisans, Isletme Boliimii

Tez Yoneticisi: Dog. Dr. Eminegiil Karababa

Ekim 2019, 152 sayfa

Adim Adim ilk kez 2008 yilinda gergeklestirdigi kollektif iyilikseverlik kosusu ile
Tiirkiye’deki sivil toplum oOrgiitlerine fon yaratma ve bu orgiitlerin iilke ¢apinda
taninirhi§ini arttirmay1 amaclayan bir olusumdur ve giliniimiizde gittkge artan iiyesi ile
sosyal bir fenomen haline gelmistir. Kurucular Tiirkiye’de bireyler ve sivil toplum
orgiitleri arasindaki boslugu fark ederek, bu iki taraf arasinda daimi bir koprii gorevini
iistlenen bir girisim baglatmiglardir. Adim Adim’in kurucular1 bu yonleri ile bireysel
bagiscilik alaninda sosyal bir degisim yasanmasini amaglayan degisim onderleri olarak
tanimlanabilmektedir. Bu dogrultuda, bu sosyal girisimin amacina ulasabilmesi igin
amator bireysel kosucular, sivil toplum orgiitleri, bagis¢ilar ve yoneticiler gibi bircok
paydast bulunmaktadir. Bu ¢alismanin amaci iilke capinda faaliyet gosteren Adim
Adim’n paydaslar ile nasil degerler yarattigini ortaya koymaktir. Bu amagla ilk olarak
Adim Adim iginde bulundugu baglam Adim Adim’in paydaslariyla yapilan miilakatlar

ve etnografi calsmasi dogrultusunda kavramsallastirilmis ve devaminda olusum ve

Vi



paydaslari arasindaki her tiirlii ortak deger yaratim siireci incelenmistir. Yapilan ¢alisma
sonucunda; Adim Adim toplulugunun farkli 6zellikleri biinyesinde barindiran ve
tilkketirken tireten bir tiiketim toplulugu oldugu, Adim Adim’in bu melez yapisinin farkl
deger yaratimlarina elverigli ortam hazirladigi ve olusumun goniilliiliik ilkesi iizerine
kurulu yapisina ragmen pazarlama faaliyetlerini aktif bir sekilde gerceklestirdigi ortaya

konmustur.

Anahtar Kelimeler: Bireysel Bagis¢ilik, Goniillliiliik, Sosyal Girisimcilik, Tiiketirken
Uretim, Birlikte Deger Yaratma.
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CHAPTER 1

INTRODUCTION

1.1. Background

“You think running a marathon is difficult? Try chemotherapy!”

This question changes the life of Itir Erhart radically when she sees that charity running
advertisement motto at the bus stop. After her first trial in the USA, she wants to carry
charity running to Turkey with a different and broader concept. Thanks to her friends, she
is introduced to an extraordinary man like her, Renay Onur who has been the first
individual charity runner of Turkey. Renay is also aware of the fact that charity running
should be performed by masses to end up with an ultimate aim, social transformation.
They recognize the prevailing distrust of individuals towards civil society organizations
in Turkey. They see the huge gap between individuals and non-profits waiting to be
connected. So, two co-founders and the people who believe in their mission come
together to initiate a social enterprise which hosts a number of non-profit organizations
to raise funds by performing endurance sports such as running, climbing or cycling.
ADIM ADIM? leads NGOs to publish their financial annual reports with the support of

its sister company called A¢ik Acik Foundation which acts as a charity navigator

1 Adim Adim is abbreviated to AA for the rest of the text.



platform. Now, the organization consists of 5 main province formations in Istanbul,

Ankara, Bursa, [zmir, and Antalya.

In the first years of their journey, the co-founders of both of these enterprises had many
troubles to make people believe in their dream. They state that it was hard to find people
who were willing to be with them. Today, they are in the position where they start to
choose their sponsors, co-partners, the NGOs to work with. The present study conducted
by the organization examines this social phenomenon as its subject which managed to
collect $49.376.168 with nearly 464.606 donors until today (Renay and Ergun, 2018).
However, what AA tries to do with its stakeholders for 11 years means a lot more than

the numbers.

In the present study, it is aimed to understand how value is collectively created in AA and
its network. The qualitative research design is adopted as the research question is based
on the experiences, meaning-making, memories or the standpoint of the participants
(Hammarberg et al., 2016). As | have been a member of AA Ankara since January 2018,
I had the opportunity to conduct an ethnographic study to observe the organization’s
practices in Ankara. Additionally, I had interviews with AA’s four main stakeholders
including non-profits, administration, charity runners and donors. At least five people
from each category were interviewed to find an answer to my research question. |
prepared specific questions for each category to understand their relationship with AA,
which is shaped by their roles in the organization. | added the NGO representatives to the
categories after the advice of the AA executive. The statements of the representatives
supported what | observed during my ethnographic research and the responses of other

stakeholders.



The findings of interviews are evaluated under two main headings: the conceptualization
of the context and value co-creation in the organization and its network. The occurring
themes showed that there is a blurring point especially in the minds of donors and charity
runners. While donors confused AA with an association or a for-profit organization, the
charity runners, who are also members of other amateur running communities, could not
differentiate the function of the organization from a foundation. So, it is required to

conceptualize the context of AA.

There occurs the theme of prosumption which was coined by Toffler (1980) as a result of
runners’ producing activities during their charity running campaigns. There are many co-
creation processes in which its stakeholders generate different types of values
collectively. Inspired by the study of Karababa and Kjeldgaard (2013), the collaboratively
generated values will be explored within the scope of its practices. It is good to bear in
mind that the practices which are analyzed in detail have emerged after the dyadic
contributions of AA and its enthusiasts for many years.

In the discussion, why AA and its stakeholders, as a whole, should be classified as a social
enterprise is discussed and its differences from charities are presented. Moreover, the
charity runners’ prosumption practices are reviewed by referring their roles as consumers.
Lastly, in provided venn diagram, AA and its volunteers are at the core of the value
creation process and AA has a multiparty relationship with its stakeholders. The
marketing and communication practices are the source of different value co-creations.
Lastly, co-creation of different values can occur within its discourse of social

entrepreneurship.

In conclusion, the limitations of the present study and the recommendations for further

research are provided after stating some implications for AA executives, and also social



entrepreneurs. The implications are obtained only after the analysis of interviews and

observations.

1.2. Aim and Scope of the Study

The aim of the present study is to examine a social enterprise whose stakeholders are in
co-creation processes to come up with a change which affects individual charitable giving

tradition in Turkey. In order to do that the main and supportive questions are stated below.

1.2.1. Research Questions

This study mainly focuses on the value co-creation process in a hybrid community that
raises funds by means of charity running. In order to understand how community
members and community stakeholders create different types of value collectively, the
main research question is stated below. In addition to the main research question, the sub-

questions are located to support the main question.

Main Research Question is

e How is value co-created in AA as a social phenomenon and with its network?

Sub Research Questions that are supportive in answering the main question are:

e How can the context of AA be conceptualized?

e Can AA be delineated as a social enterprise? Why?



e Do charity runners go through a process of prosumption when they initiate a

charity running campaign?

1.2.2. Significance of the Study

This research is significant in many ways. Firstly, it focuses on the phenomenon of
entrepreneurship within the context of the non-profit sector. Since social entrepreneurship
is a developing concept in Turkey, the existing literature needs to be studied. This study
aims to contribute to the literature on civil society in Turkey by conceptualizing AA in
its context. The hybrid nature of the organization paves the way for analyzing the
community in terms of its different features, mainly its entrepreneurial and prosumer

aspects.

This study accepts the charity runners as one of the consumers of the products and
services provided by AA and examines the charity runners’ prosumption activities.
Furthermore, the present research contributes to the value co-creation theory since the
organization practices are explored in terms of occurring value types with the guidance
of the article of Karababa and Kjeldgaard (2013). So, it can be stated that the value types
mentioned in that research are examined in the context of a social enterprise in Turkey

and the present study reinforced the authors’ statements.

Lastly, this study recommends some implications for the executives of AA. These
implications can be generalized to the context of social enterprises which have a similar
structure with AA. What is crucial to state that the companies or non-profits with multiple
stakeholders are better to take into consideration the recommendations provided at the

end of this thesis.



CHAPTER 2

LITERATURE REVIEW

2.1. Introduction

This chapter covers a review of the literature related to the research question by
explaining some of the concepts that will be used in the analysis. In the first part of the
literature review, a general idea about charitable giving and volunteerism will be outlined
as the research topic requires to understand AA’s context. Secondly, the concept of social
entrepreneurship and how it differs from charity will be explained. Lastly, the value co-
creation concept and the value types will be explored in detail in line with the research
question of this study which is ‘how value is co-created within the boundaries of the

organization and its external stakeholders’.

2.2. Charitable Giving and Volunteerism

Charitable giving has been a research area in various disciplines and marketing literature.
Some terms such as donation behavior, charitable giving, charitable behavior,
philanthropy, altruism, sharing, gift-giving have been used interchangeably (Belk, 1979;
Sherry, 1983; Sargeant, 1999; Webb, Green, and Brashear, 2000; Sargeant and
Woodliffe, 2007; Bekkers and Wiepking, 2011; Grace and Griffin, 2009; Belk, 2010).



While clear-cut definitions for charitable behavior cannot be provided, it is accepted that
an extensive literature on private philanthropy has emanated throughout the last few
decades. Firstly, Belk (1979) focused on ‘sharing’ activity and defined it as an act of
distributing what belongs to someone to others for their benefit. Belk and Coon (1993)
included symbolic value into the functional and economic meaning of gift-giving. On the
other hand, many researchers focused on the types of giving such as money and time and
discussed their nature. While Brown and Lankford (1992) argued the way in which the
types of giving complement to each other, Duncan (1999) claimed the types of giving can
only substitute for another. Darr (2014) dealt with ‘the gift exchange’ phenomenon which
is believed to have a variety of functions such as economic, social, moral, religious,

aesthetic and juridical.

Some authors have searched for the factors that affect charity giving decisions. According
to DiMaggio and Anheier (1990), the act of charitable giving is a culmination of a
decision-making process involving a wide range of variables. Attitude to the cause,
personal involvement or related experience, and belief whether the charity will use its
funds appropriately are factors affecting donation decision-making. To Kahneman and
Knetsch (1992), the motivation of altruism could be to get moral satisfaction.
Additionally, Bendapudi et al. (1996) emphasized the charity image as it determines the
perception of the donor when the thought of need occurs. The authors defined some
factors affecting evaluations of donors of non-profits; familiarity with charity, the
efficiency of charity in terms of the proportion of the funds to charity’s performance, the
amount of money spent for administration and fundraising, and the perception of the
donor for the efficiency of charity in matching its goals. Furthermore, Torlak ve Tiltay
(2015) examined the effects of conspicuousness, empathy, altruism, and intrapersonal

religiosity on anonymous donation behaviors of individuals.



So, who benefits from charitable giving, then? Srivetbodee et al. (2017) stated that the
producers, the workers of the charitable work, are directly affected by charitable giving
while society is the secondary beneficiary. On the other hand, Hassay and Peloza (2009)
defined the beneficiaries of donations as consumers and depicted the volunteers and
donors as charity supporters.

Here is another question: how trust is built in charitable organizations? Some researchers
such as Hankinson (2004) stated that donors decide to donate their money to non-profits
only after they gain trust in their brands. Carlzon (1987) defined ‘moments of truth’ as
critical at which a donor feels connected to the organization which communicates with
herself. So, different communication channels are to be applied by the non-profits
different in nature and target consumer (Wray, 1994). The channel of connecting donors
is determined in terms of the characteristics of the organization. Additionally, to define
charity and its cause clearly and to distinguish charity from its competitors it is required
to motivate potential customers and to maintain current customers for nonprofit

organizations (Saxton, 1995).

Volunteerism can be counted as a type of charitable giving. Volunteerism can be defined
as a prosocial behavior without its own market (Stiirmer and Synder, 2010). Dingle
(2001) determined 3 common factors of volunteering in his work: (i) the volunteer work
should not be conducted for financial gain, (ii) it should be based on the free will of
volunteers (ii) it is beneficial not only for others but also for self-improvement.
Volunteerism has an extensive definition since its extending role of voluntary citizen
engagement is needed while building a community and voluntary citizen engagement

may include advocacy work, unpaid campaigning, etc (Leigh et al.,2011).



According to Laverie and McDonald (2007), volunteerism is found to have a critical role
in marketing, so the individual level of volunteerism needs to be investigated by
micromarketing researchers. While some researchers mostly dealt with the motivations
of volunteerism (Meier and Stutzer, 2007), the researchers like Ellemers and Boezemen
(2010) discussed the difference between volunteering and paid work in terms of the
employees’ and the volunteers’ commitment. Furthermore, Valerie and McDonald (2007)

aimed to find ways of volunteer commitment of paid employees in their workplace.

As the subject of the thesis is a social enterprise in Turkey, the recent developments in
civil society are given briefly. Third Sector Foundation of Turkey (TUSEV) was founded
in 1993 by 23 leading civil society organizations to improve the legal, financial and
functional infrastructure of the third sector in Turkey (TUSEV, 2019). To achieve its goal,
it holds national meetings, organizations and publishes bulletins and reports on civil
society in Turkey. The foundation published Highlights on Civil Society in European
Commission’s Turkey Report in 2018. In this report, it is asserted that there are more than
23.000 NGOs in the country. Furthermore, the most recent related law is The Act on the
Relationship Between the Associations and Foundations with Public Institutions and

Organizations with the number of 5072 and it dates backs to 2004.

Third Sector Foundation published a report on Individual Giving and Philanthropy in
Turkey in collaboration with Kog¢ University on the topic of individual charitable giving
and volunteerism (TUSEV, 2016). The previous research on the same topic was
conducted 12 years ago. The report analyzed individual charitable giving under two main
headings: direct giving to those in need and donations to NGOs and participation in
activities. The report also listed the motivations of individuals for charitable giving
according to the results of the conducted survey. These are religious concerns, social

traditions, feeling indebted to society, personal satisfaction (TUSEV, 2016:38).



Furthermore, %52 of the participants did not prefer to donate to non-profits since they
thought their contribution was quite low. Therefore, most of the respondents asserted that
they prefer to donate money to acquaintances, the people in their neighbourhoods. It is
alleged that transparency and accountability should be enhanced in the country as only %
33 the participants said to have access to reports about the activities of the charity they
donated to. According to the report, only %4 of the participants in Turkey thought that
responsibility of helping people in need belongs to institutions like foundations and
associations while the rest of the participants considered that taking care of them is the
duty of the government (TUSEV, 2016). So, it can be summarized in a way that people
do not feel responsible for the causes surrounding them and the recent law can be revised

with respect to the needs of the actors of the sector.

2.3. Social Entrepreneurship

Bill Drayton is the man who coined the term of social entrepreneurship in 1980 when he
founded the first extensive social entrepreneurship network, Ashoka. It is a social
entrepreneurship platform where the fellows of the network are chosen to help social
entrepreneurs establish and extend the scope of their enterprises until a desired social
change turns into a systematic one. In that platform, social entrepreneurs are seen as
pioneers of social value creation for purchasers including members of the society and
government. Its structure is based on 3 main pillars: (i) investing in strategies that pave
for long term stability for the targeted sector, (ii) mutual trust and strong relationships
between entrepreneurs to maximize the transition of expertise and talent, (iii) client-based

financial organizations for the citizens to achieve social goals (Sen, 2007).

10



As one of the most important actors in AA’s network, Ashoka has a great impact on the
founders of AA. Since the foundation of the world's first and largest social
entrepreneurship platform in 1980 by Bill Drayton in the USA, Ashoka gathers social
entrepreneurs who offer effective and lasting solutions to urgent social problems. Today,
more than 3,500 Ashoka Fellows from 92 countries make a difference in various areas
such as human rights, development, environment, health, education, and civic
participation. Prominent Ashoka Fellows include social entrepreneurs such as Kailash
Satyarthi, the Nobel peace laureate of 2014 and leader of the movement against child
labor, Jimmy Wales, the founder of Wikipedia, and Paul Rice who launched the Fair-
Trade certification system. Ashoka Turkey takes its strength from nearly 30 social
entrepreneurs serving in various areas such as education, health, environment, human
rights, youth, and civic participation and it plans to carry the concept of social
entrepreneurship into a new stage with contribution from its fellows (Ashoka Turkey,
2014).

Although social enterprises carry on their activities for many years, there has been an
ongoing discussion in the delineation of social entrepreneurship (Short, Moss and
Lumpkin, 2009; Peredo and Chrisman, 2006). While some researchers accepted that
social entrepreneurship is similar to nonprofits (Reis and Clohesy, 2001), others argued
that it is more related with philanthropy and pointed to the activities with social objectives
since philanthropy is more about finding out a long-lasting remedy (Austin, Stevenson
and Wei-Skillern, 2006). Furthermore, there is an approach stating that social
entrepreneurship is a combination of charitable and philanthropic activities with the aim
of generating revenue. Nevertheless, it is hard to say where social entrepreneurship stands
in the context of charitable activities (Mair and Marti, 2006; Short et al., 2009).

11



While a group of authors pointed out the fact that social enterprises, as nonprofit based
initiatives, struggle to find alternative business models in creating social value (Boschee,
1998), another group of researchers underlined the social enterprises’ capacity of
accelerating social transformation (Alvord et al., 2004). According to Sen (2007), social
entrepreneurship compromises following innovative points of view in addressing social
problems: being opportunistic, persevering and reliable. Dees (1998) also assumed that
the social entrepreneurs are expected to be highly accountable, dedicated, socially alert
while Lefebvre highlighted the innovative feature of social entrepreneurs as social issues
and causes are treated within a framework for innovative solutions in social

entrepreneurship (2009).

Many researchers tried to understand the reason for the birth of such a phenomenon.
Zahra et al. (2009) considered that socially conscious individuals are to improve
innovative business models to solve social problems as they are neglected both by
governmental and nonprofit organizations and pointed out the mandatory aspect of the
entrepreneurs’ motivations. According to Lefebvre (2011), the studies have mainly
focused on social change at the individual level as they thought that the laws, cultural
norms and infrastructure of a society can be transformed through an accelerated
individual behavioral change.

The researchers also pointed out both similarities and differences between commercial
and social entrepreneurship (Alter, 2007) and recommended approaching social
entrepreneurship in a more systematic way (Austin et al., 2006) as social enterprise is
expected to find a balance between social and commercial objectives (Pharoah, Scott, &
Fisher, 2004).
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According to the social enterprise sustainability equilibrium, if an enterprise has a
sustainability strategy in which commerce methods support social programs, this
enterprise can have the potential to be a social enterprise (Alter, 2007). So, a non-profit
with income-generating activities can be a social enterprise. On the contrary, the
academic research and the policymakers in UK sometimes require %50 income from
trading as a benchmark to differentiate a charity from a social enterprise (Smallbone and
Lyon, 2005). The use %50 income generation from trading is also adopted by the
researchers of British Council (2019). According to Ridley-Duff and Bull (2008), that
requirement ignored the fact that trading income is not enough to define an enterprise as
a social enterprise. Ridley-Duff (2008) also claimed that if an organization manages to
maintain its autonomy and strengthens its market power, it has right to be defined as a
social enterprise. Furthermore, Kerlin (2006) asserted that the definitions of social

enterprise can differ according to the contexts of the nations.

Tracey (2007) underlined the hybrid nature of social enterprises and mentioned two main
challenges of social enterprises during defining and reaching social goals: (i) hybrid
nature of enterprises, (ii) training of entrepreneurs. It was concluded that the trade-off
between economic and social concerns constitutes a challenge for social enterprises.
Bajde (2006) argued that the gap between philanthropy and business has diminished by
the emergence of hybrid formations such as “venture philanthropy”,
“philanthrocapitalism” and “social entrepreneurship.” Doherty et al. (2014) emphasized
the results of hybridity in social enterprises such as mission diversion as there are many
stakeholders with different concerns and gaining legitimacy. Because of conflicting
concerns of each stakeholder, time and resources should be invested in networking,
communicating, lobbying between stakeholders in order to develop strategies. Social

networks, as a way of transmitting innovation, have the ability to affect the learning

13



process of the entrepreneurs, capacity to multiply the solutions and construct new

entrepreneurial ideas (Kolleck, 2013).

According to Montgomery et al. (2012), recent studies underline the heroic features and
success stories of social entrepreneurs; however, they ignored the collaborative aspect of
social entrepreneurship, which leads to more expansive social change. Entrepreneurs
from both similar and different fields may help develop strategies that increase the
amount and diversity of supporters, improve trust and save costs. Authors made a list of
activities that accelerate the success of collective entrepreneurs: (1) framing, (2)
convincing, (3) multivocality. Framing is action-oriented principles which make the
decision-making process quicker. On the other hand, convincing means convening
individuals to take a collaborate action against a problem. The last principle is to protect
the multiplicity of group members as it enables to attract various types of audience,

donors, customers, consumers.

Defourny and Nyssens (2010) distinguished two schools of thought which represent
earned income school and social innovation school. The first school of thought defines
social entrepreneurship according to the income level. On the other hand, for the second
school, the earned income is not fundamental, and the innovativeness is appraised. In line
with Defourny and Nyssens’s arguments (2010), Dees and Anderson (2002) tried to
answer the question whether income generation is required to be classified as a social
enterprise and they concluded in a way that income generation is not a mandatory element

to be considered as a social enterprise.

Recently, extensive research has been conducted by the British Council with
collaboration with METU, Istanbul Bilgi University, TED University and many

important institutions such as the Social Enterprise UK, Ashoka Turkey. One of the most
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important sections of the report (British Council, 2019:27) focused on finding a clear
definition of social enterprise. According to the report, social enterprises in Turkey are
mostly commercial initiatives of associations and foundations; social cooperatives,
companies aiming to create a social impact and new generation companies founded
directly as social enterprises. It is stated in the report that there is no clear-cut definition
of social enterprise and it tries to make use of its most accepted features as criteria. These
criteria are (i) the main purpose of the establishment (or its starting point), (ii) generating
commercial income and (iii) the use of profit/income. While defining the concept, the
researchers conducted interviews and surveys. The subjects of these surveys and
interviews were eliminated if their very first goal was to create profit. Secondly,
companies, the commercial income of which was less than 50% of their total income were
also removed from the list of social enterprises. Finally, companies, whose profit or
surplus revenue was distributed to partners or shareholders of the company, were also
removed from the list of social enterprises again as they do not fit the criteria of a social
enterprise. It was also noted in the report that the legal status quo is not included in the
defining process. A foundation or an association was included in the list if they earn

income through selling products and services (British Council, 2019).

To conclude, there is not a consensus on the definition of social enterprise since it is open
to the new point of views and comments. Since the same confusion occurs in the context
of AA, in the following section, the literature on the differences between charities and

social enterprises will be given in detail.
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2.3.1. The Differences between Charities and Social Enterprises

Dees (1998) claimed that social entrepreneurship is an expansion of analytic problem-
solving as he evaluated charities and social enterprises according to their problem-solving
capacity. He believed in combining these two cultures for the success of a social
entrepreneur. Then, he revealed 5 main differences between the point of views of charity
and social enterprise. While charity is unplanned, there is logical thinking of social return
in social entrepreneurship. In charities, the sacrifice of money or time is respected while
there is a need for skills and mastery to overcome challenges in social enterprises. Charity
means pure giving while social enterprise’s approach to the events is business-like. While
charity tries to diminish deprivation, a social entrepreneur does not only solve problems
but offers the solutions. The charity cares for living things while social entrepreneurship
strengthens living beings. With respect to Dees’s arguments (1998), Santos (2012) related
social entrepreneurship with developing a sustainable and long-lasting solution to a social
problem. Its solution should be adopted by a greater group of people and it is related to

the process of value creation.

In the article Acs et al. (2013), six main social value dimensions are depicted as role,
social structure, purpose, sustainability, financing and time frame while defining social
entrepreneurship and charity. In the first dimension of the role, charity deals with income
distribution while social entrepreneurship deals with changing agents and bringing social
innovation. In the second dimension of the social structure, charity is believed to take
structure as given while social entrepreneurship alters the structure. In the third dimension
of purpose, a charity aims at alleviating the suffering of living things in need while social
entrepreneurship aims to improve the social conditions of society. In the fourth dimension
of sustainability, charity is not seen sustainable while social entrepreneurship provides

sustainability. In the fifth dimension of financing, the source of a charity is donations
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while social entrepreneurship is founded through a business model. Lastly, in the last
dimension of time frame, charity finds immediate solutions while the solutions of social
entrepreneurship are for the medium term. Furthermore, Dart claimed that social
entrepreneurship differs from the nonprofit sector in terms of strategies, structures, norms
and values (2004). Social entrepreneurship brings an alternative to the constraints of both

government funding and philanthropic inclinations of individuals (Dees, 2001).

It is known that the number of stakeholders in social enterprises is more than nonprofits.
This makes the relationship between stakeholders and social enterprises more
complicated since each of these stakeholders’ expectations should be met. In addition, as
entrepreneurship gets larger, the expectation of donors should be supported by statistics
and transparent financial reporting (Sud et al., 2009). According to Sud et al. (2009) the
desire of nonprofits to gain legitimacy by emphasizing economic outcomes, may discredit
the field and blur the minds of customers. The second argument of the authors is
isomorphism meaning that organizations in similar sectors are destined to resemble one
another at the end. Entrepreneurs are all expected to meet the existing operations. They
give an example of Ashoka, whose aim is to help social entrepreneurs build networks.
These networks let the common practice of entrepreneurs spread among potential

entrepreneurs.

In a nutshell, it can be stated that charities and social enterprises differ in many ways
according to marketing researchers. It can be summarized that social enterprises seek a
long-term solution with an opportunistic, innovative and businesslike perspective. In the

following section, the two main aspects of AA will be analyzed.
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2.4. Prosumption

As the organization consists of stakeholders who consume while producing, the literature
on prosumption will be provided in that section. Firstly, the definition of presumption
will be explained. Toffler (1980) coined the term of prosumption to imply consumers’
production activities for their own consumption in his book The Third Wave.
Additionally, in Ritzer’s Mcdonaldization of Society (1993), it was asserted that the
consumers are assumed to be forced to work while they are consuming goods and
services. With respect to the main studies on the subject, it can be stated that prosumption
is a process rather than a single act (e.g., purchase) and consists in an integration of
physical activities, mental effort, and socio-psychological experiences (Xie et al., 2008).

Tian et al. (2017) gave an idea about the ongoing discussion related to the prosumption
phenomenon in their article. According to them, information prosumption is the basis of
consumer prosumption. The consumers’ prosumption activities on the internet can be a
basis for an enterprise value co-creation as blogs, forms, panels are where value co-
creation takes place. In practice, the producers pay more attention to meet consumers’
interests by using the consumers’ search analysis results. Therefore, the more qualified
and competent products have been produced thanks to big data technologies. So, the
companies support their consumers’ prosumption process by maintaining some examples
of blogs or forums to leave them space to interact with each other. In the article, it is
emphasized that there is no in-depth research on how prosumption activities create value

as it is the main form of consumer prosumption.

Ritzer and Jurgenson (2010) gave some early and timely examples of prosumption such

as gas station or user-generated Web 2.0 in their research and they thought that digital
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prosumption may be a new type of capitalism. In contrast to the previous researchers,
they argued that the companies intervene in the production process of consumers less in
prosumer capitalism. Although prosumption is not invented in web 2.0, it developed and
became popular and one of the most significant promoters of prosumption there (Ritzer
and Jurgenson, 2010). Marketing researchers also dealt with the concept of brand
volunteerism. Arnould (2007) stated that volunteering for brand development is not
abusive. However, Cova and Dalli (2009) asserted that brand volunteers are exploited
during their prosumption processes. Ritzer and Jurgenson (2010) did not agree with Cova
and Dalli’s statement since the prosumers of Web 2.0 seem to have fun. According to the
authors, consumers enjoy their moment of production while they are uploading or editing
videos, articles, forums or blogs. The authors also explained why prosumption of
consumers cannot be seen as exploitation in such a way that prosumers cannot be
controlled on the internet as there is abundance rather than scarcity and quality is
appreciated rather than quantity within the Web 2.0 prosumers.

Prahalad and Ramaswamy (2004a) argued the trend of prosumption with the point of
value co-creation in their research. According to the authors, co-creation is the creation
of value jointly by the company and consumer, and a problem is also solved
collaboratively. ‘It allows the customer to co-construct the service experience to suit her
context’ (2004:8). Additionally, Xie et al. (2008) also pointed out that value creation can
be analyzed through prosumption and marketing point of view has changed from “to
consumers” to “with and among consumers” and the value of the service can be measured
at the time of its use (Vargo and Lusch, 2004). Furthermore, Sheth and Uslay (2007)
asserted that the extension of value co-creation leads to two main value creators:
consumers and producers. So, trust-building between those two actors will be more

necessary than it used to be. Researchers such as Jaworski and Kohli (2006) proposed
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that the co-creation of value should be examined by further studies as it is necessary to

disclose the desires and needs of the customers.

In a nutshell, prosumption is associated with consumers’ co-creation processes as
consumers have a role of consumer and producer with the development of service-
dominant logic. Consumers actively participate in the value creation processes and direct
producers according to their desires, tastes, and creativity. This participation paves the

way for the value co-creation theory.

2.5. Co-creation of VValue

According to the research of Galvagno and Dalli (2014), the theory of co-creation can be
examined under two main topics including co-creation through consumer experience and
service-dominant logic. That is to say, marketers can learn from consumers’ experience.
According to Gummerus (2013), service-dominant logic features the consumers with two
roles as co-creator: active doer and interpreter of experiences. The prosumption activities
are mainly based on the freedom and creativity of the consumers (Zwick et al., 2008).
Consumers’ involvement in the co-creation processes leads the consumers to share their

experiences (Prahalad and Ramaswamy, 2004a).

Some authors representing a stream underlined customers’ participating role in the
production of the goods and services (Prahalad, 2004; Prahalad and Ramaswary, 2000).
Some authors emphasized the role of consumers as co-producers (Vargo and Lusch,
2004). Later on, the term of co-producers turned into the term of co-creators by Vargo
and Lusch (2006). Rather than putting the firm into the center of value creation or treating

co-creation as a part of a huge system, the authors such as Gronroos (2011) and Voima
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and Gronroos (2011) perceived co-creation as a platform where mutual relationships are

generated.

Maclaran and Brown (2005), discussed the creation of utopian meanings that are created
during the consumption of space. According to the authors, the meanings are subject to
change between producers and consumers of the space (Maclaran and Brown, 2005). The
new idea of utopia may refer to collective action and group solidarity and can be seen in
a number of everyday practices such as TV programs like Survivor, film theatres, etc.
The authors recommend conceptualizing the notions of value to improve the

understanding of marketing values.

Lusch, Vargo, and Tanniru (2010) studied the concept of value network and defined it as
sensing and reacting to value structures generated between economic and social actors
who are in interaction with institutions and technology. The authors concluded that these
networks included the co-production and the exchange of offered services and the co-
creation of value. When consumers are seen as a part of the network, it can be assumed
that information sharing increases. It is asserted in the article that there is no one in the

system that can dominate or own the value network (Lush et al., 2010).

With respect to the co-created values in the present case, it is also necessary to give
information about value types in marketing literature. To start with, economic value is
examined under two main topics in marketing: economic value to customer and value in
use. The components of economic value can be listed as performance, reliability,
technology or price (Tzokas and Saren,1999). On the other hand, what Karababa and
Kjeldgaard (2013) scrutinized in their study, as economic value is more about the way

consumers evaluate the worth of products or services while making a comparison
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between competitors. They were influenced by the book of Graeber (2001) in which the

value types in marketing are explored as economic, semiotic and social values.

In terms of social value creation, there are two types of social values in terms of their
created benefits which are needed to be analyzed in the context of the present case. The
first one improves the lives of people, communities, and societies (Stevens et al., 2014).
The second one refers to the linking value of product and services and it holds people
together as community enthusiasts. According to the second type of social value, the
products which make individuals feel isolated from others lose their popularity and the

products which gather people will be used by a greater number of people (Cova, 1995).

Identity value was introduced to marketing literature by Holt and Thompson (2004) and
it was explained that it contributes to the way the consumers express themselves. On the
other hand, the experiential value reflects consumers’ perceptions of experiences as a
result of consumers’ use of products and services (Keng and Ting, 2009). It refers to the
excellence of the service provided by the firms (Mathwick, Malhotran & Rigdon, 2001).
Additionally, experiential value perceptions interact with the use of the product and
service with their evaluations by the consumers (Mathwick, 2002). Lastly, perceived

value is consumers’ perception of the utility of the product (Zeithaml, 1988).
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CHAPTER 3

METHODOLOGY

3.1. Introduction

In this chapter, the purpose is to present the research methodology adopted for this
qualitative study whose subject is a run for charity platform and its fundraising strategies.
As a countrywide peer to peer-run for charity platform, AA consists of five main province
unionizations, namely Istanbul, Ankara, Izmir, Bursa, and Antalya. To collect data, | met
the co-founders, the executives and the trainers of AA Istanbul as it is the leading province
in the management of the organization. Additionally, thanks to my one and a half year-
long experience at AA Ankara as a member, | observed how the events are organized and

the relationship between group members evolves.

The research plan, which includes the methodology, the participants of the research,
process of adding participants from the list of interviewees, coding methods employed
during the analysis and ethical issues are the primary elements of this chapter.

3.2. Research Question

-How is value co-created in AA and with its network?

Research Questions that are supportive in answering the main question are:
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e How can the context of AA be conceptualized?
e Can AA be delineated as a social enterprise? Why?
e Do charity runners go through a process of prosumption when they initiate a

charity running campaign?

3.3. Data Collection & Conduct

A qualitative research method is an appropriate way of conducting research when the
researcher aims to explore a phenomenon by referring to an individual’s experience in a
unique situation (Stake, 2010). That is why this approach was adopted to understand the
roles of AA volunteers in the process of value-creation and to test a theory on the co-

creation process among its stakeholders.

Observations, having interviews and examining artifacts including documents are the
most common methods of qualitative research (Stake, 2010). As the qualitative research
method is chosen, the methods of observation and interviewing are adopted to collect
useful data to answer the research question. Secondly, the visual materials reflecting the
process of the fundraising activities organized by the volunteers and the organization
were used to support the themes emerged during the interviews. Lastly, both visual and
documented secondary sources were used in the research since the events like campaigns
or races were documented, interpreted and commented on in these sources. Another
source | used was the official report of AA (Onur and Ergun, 2018), which outlines all
the operations performed by AA in 2018 and it also helped me understand the

organizational structure of the organization.
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3.3.1. Data Collection First Phase: Ethnography

The main purpose of ethnography is to describe the participants by observing them in
their cultural environments. What is crucial here is to associate the results of observations
in terms of individual behaviors with the cultural characteristics of the environment
(Agafonoff, 2006). Therefore, an ethnographic work was conducted to closely observe
community dynamics and to accommaodate the results of these observations to the context
of the enterprise. As a runner, | am a member of both AA Ankara and another amateur
running community called Ankara Kosuyor. I started to attend the training of Ankara
Kosuyor in December 2017, a month before AA Ankara and I ran my first half marathon
with Ankara Kosuyor. On the other hand, the first time I ran with AA Ankara was on the
occasion of a costume running in January 2018 at Eymir Lake. | participated in both of
these communities as anyone can train with them without prior consent. However, it is
expected from a runner to kick off her charity campaign in AA Ankara. So, | ran for a
TEMAZ project in which the children are taught planting.

Consequently, 1 became both a participant and an observer in two running communities
where one encouraged charitable giving while the other was more about socializing and
improving self-running performance. | had the chance to observe the current
developments in both communities and compared the reactions of community members
to changes. The data collected during the observation of two communities helped me

conceptualize the organization.

2 The Turkish Foundation for Combating Soil Erosion, for Reforestration and the Protection of Natural
Habitats
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The ethnographic study was performed from January 2018 to the present. During the

fieldwork, | attended the following events:

Running with costumes in the first week of the year: It was my first running trial
with a running community. | was following the social media accounts of the
running communities in Ankara. The time and place of the events were announced
by the community leaders through social media accounts. Although | knew that
the training was open to anyone, | asked whether I could join them before I went
to Eymir Lake. The AA Ankara members were very kind and welcoming to me.
The event was organized by Adim Adim Ankara and METU Marathon members.
The costumes of the runners were creative as they can be seen in Figure 3.1.
Partnership with other running communities like Ankara Kosuyor and Run for
Life for collecting materials for a charity in 2019: The running communities can
be involved into the charitable activities such as collecting books or clothes for
those who are in need. For example, the runners prefer to buy books or bring their
own books for the students in primary schools. When a running community
decides to organize such an event, the managers of the community let other
community leaders know about the event and they join their forces to help people.
When | attended one of those events, which took place at Anittepe running track,
I observed the power of synergy. The charity representatives came to Anittepe
with the students and the runners walked with those children and had
conversations to motivate them to be hardworking students. Both the charity
representatives and the runners were content with the organization and the runners
decided to reorganize such events regularly. Like in the system of AA, the runners
helped people while they were training.

Attending Runatolia Maraton in Antalya with Ankara Kosuyor in 2018 and with
AA Ankara in 2019: It can be stated that most of the runners start to attend
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marathons with Runatolia as it is famous among runners. It is attractive thanks to
its ambiance and its participants. It is commemorated with AA as it is the first
race in which AA runners conducted their first charity running. The places of start
and finish of the marathon are also important since runners plan their
accommodation according to the ending place of the races. Therefore, the runners
can socialize there easily compared to Istanbul Marathon since their hotels are
closer to each other and the runners can see each other again after the races.

Attending training of the team once a week: The focus of the ethnographic study
is AA Ankara. The community meets every Tuesdays and Sundays. The training
on Tuesday takes place at Anittepe on Tuesday and at Eymir Lake on Sunday.
The training program is announced weekly through social media accounts and the
most frequently used platform is Instagram. During the writing process, | tried to
join training. After the training, the community members go to a coffee house
which is close to the places to run. For example, after the training at Anittepe, the
runners go to Simit Café to socialize while they go to One Tower to drink coffee
after the training by the lake of Eymir. The community members sometimes

prepare cakes or cookies to consume together after training.
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Figure 3.1 First Day of the Fieldwork —The Costume Running of 2018

Retrieved from https://www.haber50.com/genel/iyilik-icin-kostumler-giyerek-
kostular-h234532.htmi

While some running communities perceive the relationships between different
communities in such a competitive way, it can be expected to see the practice of
evangelizing. Evangelizing is a common practice among brand communities, and it is a
practice of community members to convince others to transfer into their own community
(Schau, Muniz and Arnould, 2009). Concordantly, | also observed that some newcomers
of AA Ankara preferred to be members of Ankara Kosuyor. It should not be concluded
in such a way that these transitions are a result of evangelizing practices of Ankara

Kosuyor since its activities are already more diversified and multiple compared to other
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running communities. For instance, the aforementioned activities include interesting
running practices such as “the longest day run on the 21% of June” which starts at 9.00
pm by the lake of Eymir or cycling together in one of the newly opened sports centers at
Atakule. Some creative events are also organized by AA Ankara in addition to charity
events. Here is an example of field notes taken on the first day with AA Ankara:

I was following the social media account of AA Ankara for a long time. | asked
their permission before attending their training for the first time through their
account. Their reply was prompt and intimate. What a coincidence that it was the
first trial of the group to run with costumes by Eymir Lake, Oran. | had a cloak
that I had bought for a Christmas party when | was an Erasmus student. | brought
it with me but couldn’t dare to wear it until I saw people with costumes. That was
one of the most awkward moments in my life. They never let me feel like | was a
stranger. We represented different creatures as if we were wandering in the
Wonderland of Alice. There were many characters like kings, cavaliers, clowns,
doctors, cowboys, Frida or Snow White with her apple. Another astonishing thing
was that journalists were waiting to interview us and to take our pictures while we
were running and jumping around. We were in a utopian-like place.

As it can be seen in the field note, welcoming practices of AA Ankara make newcomers
feel at home and motivated for future training. Below, is a piece of a field note from the

first charity running in Runatolia Antalya Marathon in March 2019:

| felt nervous as | had attended the training of another amateur running
community, Ankara Kosuyor more compared to the training of AA before 1
decided to start a campaign for charity. In contrast to what | had expected, the
members of AA Ankara welcomed me and did not mind my irregular participation
in their training. The only thing they cared for was my decision to run for a charity
project which means running for goodness. What we did together was doing a
favor for the society in which we live together.
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3.3.2. Data Collection Second Phase: Interviews

The use of semi-structured interviews is quite popular in qualitative research because it
brings flexibility and accessibility to the research and it is one of the most influential ways
of collecting information (Kvale and Brinkmann, 2009). Therefore, | preferred to conduct
semi-structured interviews with 33 participants to understand the organizational structure
and activities. The semi-structured and open-ended interviews were conducted with the
current and former executive board members, trainers, charity runners, donors, and non-
profits. | tried to contact former volunteers in addition to the current ones. The interview

question Kits for the group of interviewees are listed in Appendix A and B.

I took some notes during interviews and | audiotaped face-to-face interviews after getting
the consent of each interviewee. The interviews were audiotaped by a mobile phone. We
started with an introductory small talk as it builds trust and makes an interviewee feel
more comfortable by talking about her/himself a little bit instead of engaging in a
professional speech (Mellon, 1990). The interviews started with open-ended, warm-up
questions to get information on what position interviewees were working in the

organization and how they started running with AA.

Table 3.1 The List of Interviewees

Roles Name Education Occupation

Co-Founder and Spokesperson  Itir Erhart  Graduate ~ Academic

Co-Founder and Renay Graduate Endineer
Fundraising Coach Onur g
Branding Coach Kivang Bachelor’s  Advertiser
Fundraising and IT Manager Aytag Bachelor’s  Engineer
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Table 3.2 (Cont’d) The List of Interviewees

Roles Name Education Occupation
Ex-Sponsorship Coach Emre Bachelor’s  Photographer
Sponsorship Coach Dogan Bachelor’s  Leasing Manager
Coach of Trainers Memnune  Bachelor’s  Translator
Ex-NGO manager Nihan Bachelor’s  Business Manager
Brand manager Kadriye Bachelor’s Bank Employee
Trainer in Istanbul Ceren Bachelor’s  Client Manager
Leading Trainer in Ankara Aykut Bachelor’s  Sales Manager
Trainer in Ankara Sibel Bachelor’s  Teacher
Trainer in Ankara Ozgiir Bachelor’s  Soldier Pilot
NGO manager in Ankara Ozge Bachelor’s  Insurance Broker
f/loergir:llj\:;j;? ;niri?acrlzl Zeynep Bachelor’s  Engineer
Charity Runner in Ankara Dilek Bachelor’s  Engineer
Charity Runner in Ankara Hesna Bachelor’s  Teacher
Charity Runner in Ankara Kiirsat Bachelor’s  Soldier
Charity Runner in Ankara Oktay Bachelor’s  Soldier
. Competition
Charity Runner in Istanbul Yersu Bachelor’s
Specialist

Charity on Education TEGV Bachelor’s  Charity Employee
Charity on Natural Disaster

AKUT Bachelor’s  Charity Employee
and Rescue
Charity on Waste Food TIDER Graduate ~ Charity Employee
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Table 3.3 (Cont’d) The List of Interviewees

Roles Name Education Occupation
Charity on IlIness g?,';zl;/IM Bachelor’s  Charity Employee
Charity on IlIness SERCEV  Bachelor’s Charity Employee
Donor Dilara Graduate  Translator

Donor Nazli Graduate  Officer

Donor Nihal Bachelor’s  Translator

Donor Deniz Graduate  Student

Donor Ersin Bachelor’s  Translator

Donor Berna Bachelor’s  Pilot

Donor Yagmur Graduate  Engineer

Donor Dilara-2 Bachelor’s  Flight Attendant

Once | took the approval and the protocol number from the ethical committee, | started
to pick participants by making use of the snowball effect method. | commenced with AA
Ankara volunteers and asked them who to contact for further interviews. It was crucial to
reach the volunteers in Istanbul as they knew more about the organization than the
volunteers in Ankara. | reached the names of executives from the public annual report of
the organization (Onur and Ergun, 2018). It showed the structure of the administration
and gave details about the process of charity running conducted by the community in
2018. Then, I sent e-mails and messages through social media accounts of predetermined
executives. The interviews were conducted, and discussions were recorded only after
receiving the consent of the interviewees. The interviews lasted 27 hours and the

transcription consists of 101 pages, single space. As the executives provided the most
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extensive information about the organization and how it functions, the focus of the

interviews became the practices of AA Istanbul.

Within the scope of Grounded Theory which is a qualitative way of moving from personal
knowledge to collective knowledge (Strauss and Corbin, 1990), it is possible to include
or omit some interview questions (Creswell, 2013). As a part of this theory, Creswell
(2013) asserted that open coding and axial coding were adopted since | compared the
themes occurred within interviewees according to their roles in the organization. In axial
coding, the researcher goes back to the categories occurred in open coding to see what
triggered a phenomenon to occur, what the actors gave a response to that phenomenon as
a reaction, what the context was and what results were achieved at the end. As Creswell
(2013) stated, axial coding facilitates a researcher’s understanding how subcategories are
related to categories. In the organizing scheme of the authors, there are three main parts
consisting of conditions, actions, and consequences. While actions answer the questions
of by whom and how the consequences answer the question of what happens as a result

of these actions.

As marketing was once seen in a negative way by non-profits (Dees and Anderson, 2002),
| tried to soften some marketing terms such as a competitor. | thought that the managers
of the NGOs and the managers of AA would not welcome some basic, standard marketing
terms as they would be inclined to associate marketing terminology with for-profit
organizations. | was not mistaken since I was confronted by some participants who didn’t
accept some of the marketing terms as they were stated in the interview question Kit.
Therefore, they recommended me to use alternative terms such as “goodness partners”
instead of sponsors. They stated that they had no expectations from the organization and
AA did not need to pay an extra effort to improve “brand loyalty”. On the other hand,

some interviewees were familiar with marketing literature and open to discuss fundraising
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strategies of AA by using the terminology of marketing. As a result, the members of the

same executive board approached marketing terminology in different ways.

I had no plan to interview NGO representatives when I started interviewing. Aytag
recommended me to add NGO representatives to the list of interviewees since he
considered that my research would have been incomplete if | had not interviewed any
representative from NGOs. He also gave me the names of some of NGOs which would
be willing to be interviewed. After such a change, the interviewing consisted of four main

categories of interviewees: executives, runners, donors, and NGOs.

| determined some criteria while selecting NGOs. I tried to include both old and new ones
into my list and tried to take into consideration the locations of NGOs while drawing up
my list. As the organization was established in Istanbul and the founders and the executive

board members lived there, the interviews were conducted in Istanbul.

As there are only three nationwide ‘run for charity campaigns’ within AA program in a
year, | especially paid effort to attend at least one of those to understand the process of
fundraising activities of runners and their connection to the organization. | also thought
that 1 could reach the executives more easily if | conducted a charity campaign once.
Accordingly, many of the interviewees confessed that they checked my Run for Charity?
profile before meeting me.

3 Abbreviation for Run for Charity (Iyilik Pesinde Kos) is RFC.
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3.3.3. Data Collection Third Phase: Visual Materials

To have a good qualitative data, a researcher can collect audio-visual materials including
photographs, videotapes, etc (Creswell, 2013). This is one of the multiple ways of data
collection. Therefore, the photos taken during charity running campaigns by runners or
professional photographers are used in the present study. Additionally, charity runners
of AA Ankara volunteered to share their social media posts to contribute to the thesis

project.

There is a growing body of literature that is based on visual research methods to examine
local production and consumption practices (Pink, 2012). Moreover, using visual
materials can be useful while breaking down the data (Creswell, 2013). Its use is also
proper in some contexts where the visuals are created by the prosumers themselves as the
subjects of the research (Banks and Zeitlyn, 2015) like in the case of AA. In line with the
provided literature on the use of visual materials in academic research, some social media
posts of charity runners are used within the scope of the present study. As the charity
runners will be classified as prosumers in the analysis, it has become mandatory to show

their creative contents to announce their campaigns.

3.4. Data Analysis

The data was collected through 3 main ways: observation and participation into the
community activities of AA Ankara, interviews with different stakeholders in two cities
and using the social media posts of charity runners on their social media accounts. In this

section, the steps to analyze the collected data will be explained.
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3.4.1. Analysis of Field Notes & Ethnography

There are three data collection methods in this research. For the ethnographic study, |
took field notes about important events such as races, the campaign of mine and other
runners. | paid attention to transcribe the notes on the same day in order not to lose
attention and motivation. | attended Runatolia-Antalya marathon in two consecutive years
of 2018 and 2019. These marathons were a source of data to take some field notes. In the
previous one, | was not a charity runner. Thus, | could compare being a charity runner
and a racer in the second participation where | observed the atmosphere while AA
volunteers were celebrating the birthday of AA and organizing seminars, presentations,

yoga or karaoke sessions.

| adopted descriptive coding while analyzing the field notes. As Wolcott (1994) and
Saldana (2009) emphasized the descriptive aspect of ethnographic studies, | tried to be as
descriptive as possible. As | live in Ankara, | had chance to observe AA Ankara closely.
Subsequently, I followed other provinces’ social media accounts. According to my
observations, other provinces such as Istanbul, Izmir, and Bursa were more active than

Ankara in terms of diversity and frequency of events.

There are main codes resulting from the ethnographic study:

e Moral Responsibility: A problem of a community member is solved by other
members instantly. The WhatsApp group is actively used for that purpose. It is a
platform where urgent issues such as blood transfusion are discussed.

e Discussions about NGOs and their projects: The charity runners tell about the

projects they run for. It is a kind of responsibility to talk about them in detail. The
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AA Ankara members also decided to run for SERCEV last year since it is an
emergent charity in Ankara. They thought that they could raise awareness if they
act collaboratively.

Organization structure: There are roles appointed to the community members
according to their willingness to have a responsibility in the community and their
regular participation in the training program. For example; trainers should have
good communication skills or complete a marathon and be recommended by
previous trainers. On the other hand, someone who is responsible for the NGOs
should maintain coordination between the charities and AA Ankara.
Inclusiveness: There is no hint of political or social messages in the community.
The community members paid a visit to a community member who works at the
Turkish parliament. No matter which political party he works for, the community
members wanted to show that they are supporting each other like family members.
Convergence: When | started to run with running communities 1.5 years ago, the
running communities were not integrated into each other as much as today. For
example, a runner of a community was running only with that community. Today,
the runners prefer to run together with different running communities such as Run
for Life, METU Marathon, Ankara Kosuyor, Kolejliler Kosuyor (TED graduates),
etc. It can be stated that the community membership is transient and the members
only care for their shared emotions which are all the features of neo-tribes
(Canniford, 2011). As a result, it can be stated that the boundaries between
communities are vanishing thanks to the friendly manners of community

managers and members.

37



3.4.2. Analysis of Interviews

After coding my data in detail, I continued with the occurring themes and tried to compare
the similar themes for different interviewee groups. As stated above, there are four main
interviewees: donors, charity runners, executors (both executive board members and
trainers) and NGOs. In the analysis of interviews, | applied in vivo coding in
understanding what AA is. | tried to translate the descriptions of interviewees word for
word. | made use of descriptive coding in terms of the activities of organizations and used

axial coding to compare the answers of four main groups of interviewees.

As | had the interviews in Turkish, | transcribed the interviews in Turkish. However, |
translated the text into English in coding, categorizing and theorizing. | tried to translate
the unique terms word by word to save the meaning. Moreover, the secondary sources
helped me determine my interview questions as | tried not to ask similar questions on the

previous interviews.

In the interview question kit, there are questions related to the stakeholders. During
analysis, | recognized that these questions are not explained by the interviewees as
detailed as the previous parts such as organization structure, branding or brand
community questions. Especially, most of the respondents did not find the rating the
stakeholders necessary. They thought that all the stakeholders are equally important in

terms of their contribution to the organization.

Another issue to be remarked is the detailed questions about brand community practices
of AA. In the very beginning, we were planning to put forth the brand community
practices of AA Istanbul and Ankara. Later, we noticed that AA carries some of the brand

38



community practices such as consciousness of kind or moral responsibility (Muniz and
O’Guinn, 2001), but it cannot be classified as a brand community, either. The community
members in Ankara have no idea about the co-founders or its foundation history. AA
Istanbul has various types of events which make them closer to each other. On the other
hand, AA Ankara members are less in number and do not follow the events in Istanbul.
In the article by Muniz and O’Guinn (2001), the authors asserted that brand community
members do not necessarily be in the same location. Despite being geographically
dispersed, community members have similar aspects and conduct similar activities. In the
case of AA and its province formations, it can be observed that brand loyalty and brand
community practices of members in Istanbul and Ankara differ. That is why the focus of
the conceptualization turned to be entrepreneurial features of the organization and its

runners prosumption activities.

3.4.3. Analysis of Visual Materials

We used the posts of charity runners to visualize how they create contents while inviting
their network to donate for a charity project. The runners use different ways of informing
their friends about their campaign. They can share their training photos and videos, or
they can make people see the race atmosphere by sharing their moments in the marathons.
As the campaigns start 2 weeks before the race and continue 2 weeks more after the race,
the runners have the opportunity to talk about AA for a month. There are some advisory
e-mails sent by AA executives to increase the efficiency of the advertising of charity
runners. As the AA executives measured the most productive days of donation, they let
the runners know about these days and how to attract the donors by sending sample e-

mails.
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Additionally, we tried to support the data generated from the interviews with
complementary sources such as newspaper articles, blogs, TEDx talks and interviews of

the founders on YouTube.

3.5. Trustworthiness

Transferability is a synonym of fittingness (Sandelowski, 1986) showing that the findings
of the present study will be the same and meaningful for similar situations. Accordingly,
generalizability is not sought by qualitative researchers, but transferability matters as
similar findings are expected to be applicable to another setting and further studies (Lietz
and Zayas, 2010). Transferability may be restricted in this research as it differs from any
charity running activity in the world as AA business model targets to host tens of non-
profits and tries to conduct its activities without having a legal entity and its own

employees. Normally, a charity running is done for the sake of one charity.

Lincoln & Guba (1985) asserted that an interviewee should have the chance to speak
about the phenomenon before the interview to guarantee the credibility and transferability
of a case study. My interviewees fulfilled that measure since especially the co-founders,
trainers and the brand coach were interviewed many times before my interview and
invited to conferences as guest speakers. The phases the co-founders of AA passed
through during Ashoka interviews also prove that they had time to discuss why they
initiated such a peer to peer fundraising platform with the concept of charity running. The
co-founders highlighted the fact that in-depth interviews of Ashoka experts helped them
understand why they needed to run such an organization and the experts guided the
founders to their childhood to find answers.
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The interviewees included not only the current executives but also the previous ones.
Therefore, | had the chance to ask why ex-managers left their positions on the executive
board. This feature of the executives increases the objectivity of the present study as the
previous executives have no fear to be excluded from the organization. As an interviewer
| saw that they needed to manage their time according to their jobs and families. So, time

became an important factor in terms of their volunteering practices in AA.

Lastly, the researcher’s bias affects not only the process of data collection but also the
analysis of the collected data to some extent by the experience and the knowledge of the
researcher (Ramos, 1989). To overcome this bias, the researcher constructs self-
awareness which declines the influence of the researcher on the analysis and this process
is called reflexivity (Drisko, 1997). With this purpose, | tried to refrain from any
subjective interpretations while analyzing the data. Furthermore, memos help researchers
minimize bias, therefore, they provide objectivity (Birks & Mills, 2011). With respect to
this, the field notes helped me minimize my bias, to separate my thoughts from the facts
and the information emerged from the data | collected. On the other hand, the
interviewees answered the interview questions in quite a similar way and their answers
were also in line with my own observations. After a certain point, they did not contribute
much to the analysis, which is a situation called data saturation (Heigham & Croker,

2009), then | stopped interviewing the community members.

3.6. Ethical Considerations

In terms of ethical challenges in qualitative data, there may be some participants who
included a statement of self-disclosure (Denzin and Giardina, 2008). However, the

participants did not demand their names to be concealed. So, | put the names of the
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interviewees as they are. Except for the co-founders, only the first names of the

participants were given in the present study.

| also promised the interviewees not to disclose the details they want to keep within the
organization. So, | ensured ethics remained a top priority throughout the study. The NGO
representatives, donors or charity runners confirmed that I can use their statements in the

thesis as they are.

3.7. Limitations of the Data Collection Process

In the research, it was not possible to reach each NGO registered in the association of
Acik Agik Foundation as their number increased to 91 while | was writing this research.
The interviews with the NGO representatives were conducted through Skype except for
TOHUM OTizM?*, TIDER® , and SERCEV®. After I had an interview with Itir Erhart,
attended her conversation session in the headquarters of TOHUM OTIZM in Istanbul.
After that session, the NGO executive of TOHUM OTIZM accepted to sit down for an

interview with me.

Another limitation was the inability to reach each leader of coaching groups in the

organization. Furthermore, | did not have interviews with the sponsors and business

4 TOHUM OTIZM is a foundation operating for the care of people with autism.
5 TIDER is foundation to distribute basic food to poor and disabled people.

® SERCEV is a foundation which operates for the children with cerebral palsy.
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alliances of AA such as NewBalance, Eker or Sor’un. I confined myself with four main

groups consisting of donors, runners, executives, and NGOs.

3.8. Summary

To find an answer to the research question, the data collection methods of ethnography
and interviewing were applied. To support the collected data, visual materials and
secondary sources were used especially to show the practices of charity runners as
prosumers. The visual samples were helpful to visualize runners’ production of
information about the charity projects for their audience on social media. In terms of
trustworthiness, | tried to be reflective while documenting my observations and
transcribing interviews. | took field notes on the day | had my observations, especially
after training. | shared my observations with my advisor as soon as possible and she
advised me the marketing articles accordingly. In terms of ethical consideration, the

issues that the interviewees did not want to reveal are not included in the analysis.
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CHAPTER 4

FINDINGS

4.1. The Conceptual Context: AA

In Chapter 4, the analysis will be conducted under two main sections. In the first section,
the goal is to conceptualize the context of AA. As a social phenomenon, AA will be
examined according to the selected themes after coding of interviews. The emerging
themes are mainly its social entrepreneurial and prosumer aspects related to the practices
of the AA enthusiasts. In section 2 of the analysis, we will continue with value co-creation
theory in the conceptualized context of AA and demonstrate the types of co-created
values during interaction with the organization and its stakeholders.

AA is a peer-to-peer fundraising platform in which the charity runners perform endurance
sports including running, swimming and cycling and make use of their social network to
raise funds for civil society organizations. It has no budget or a bank account since it is a
platform which does not make profit. It is not a legal entity either as it is neither an
association nor a foundation. It functions as an intermediary between associations and
donors. Its aim is to raise awareness about charitable activities in the country and make
people trust in institutions that work for the sake of civil society. It guides institutions to
publish their annual financial reports and administrative information on the website of
Agik Agik Foundation, which was built as a sister company to support AA in reaching its
target. That being said, Agik A¢ik functions as a charity navigator through which donors

can access associations’ information. Currently, the website hosts more than 90 NGOs
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and offers a variety of alternatives for donors. As a result, NGOs can access greater
resources to solve the social problems of the society and individuals will know how their
money is being used by institutions. It means that individuals are going to be more aware
and sensitive about how social problems impact their environment. A social
transformation will be achieved as long as charity runners run for charity projects by
making use of their bodies and social network. Furthermore, individuals who are willing
to donate a part of their income will have more alternatives to choose from and may

become volunteers for associations they once donated to.

According to the interviews, the organization was founded in 2008 and made its first
charity running in Antalya Marathon with its first volunteers for an association operating
for the care of people with paraplegia. To be able to manage its internal and external
stakeholders, it adopted a business-like structure. Today, it consists of an executive board
and a group of trainers at the administrative level consisting of around 50 people. It has a
partnership with more than 90 associations and has collaborated with many sponsors. The
administration includes 8 main coaching groups and 15 supervisors. These groups are
specialized in the fields of fundraising, branding, communications with NGOs, individual
runners, corporate teams, sponsorship, operations, and human resources. The
administration also involves NGOs support group and professional volunteers (e.g.
lawyers). Each coaching group consists of 3 administrative staff (one coach, two
managers) based on their expertise (Onur and Ergun, 2018). As an example, an IT
specialist is responsible for the RFC platform’s technical improvement while an
advertiser is the branding coach in the organization. In addition to coaching groups within
the management, there is a pool of trainers who volunteer to prepare the newcomers for
races and a group of volunteers who are ready to offer consultancy services to NGOs. It

is organized in 5 provinces: Istanbul, Ankara, Izmir, Bursa, and Antalya.
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Here are two main themes occurred in the analysis of the interviews. These themes paved

the way for the need of conceptualizing AA as an enterprise with its network.

4.1.1. AA as a Social Enterprise

While conceptualizing the context of AA, the first theme of the analysis was the social
entrepreneurial aspect of AA. Another main theme was prosumption practices of charity
runners. It was seen that AA carries some features of brand communities and neo-tribe.
However, it was not possible to define AA either as a brand community or a neo-tribe.
Instead of delving into the aspects of brand communities and neo-tribes, the prosumption
practices of the charity runners are analyzed in the first part of the analysis since the

community members are producing and consuming at the same time.

Social enterprises are the enterprises to be founded to decrease or eliminate a social
problem with the principles of a business model (Alter, 2007). In line with the definition
of Alter, the position of AA should be clarified in terms of its practices and features.
While AA was defined as a platform with no legal entity in the report of British Council
(2019), Ac¢ik A¢ik Foundation was given as a successful example of social enterprise
since it has a legal entity as a foundation and it is a commercial company with its
employees such as its own accountant. It generates income through donations collected
by NGOs and corporations that organize charity runnings. A predetermined percentage

of the collected donations is spared for the operations of the foundation.

The co-founders asserted in interviews that AA is an example of social enterprise since
its starting point was to find a remedy for a social issue. Moreover, it has an income-

generating model even though the money is not collected under its entity. Asan academic
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herself, the co-founder Itir Erhart has an interest in social entrepreneurship and pointed

out that,

A social enterprise should firstly have an income-generating model. Secondly, all
the generated income should be spent for the sake of a social issue. | am on the
side of the supporters of the use of the money just for the sake of social problem
while delineating a social enterprise. | call it a starting point. The enterprises,
which are founded to make a profit and spare some of it to a cause, cannot be
classified as social enterprises. The starting point of a social enterprise should be
problem-solving. To solve that problem, of course, it is mandatory to have a
profit-making profile.

As it is visible on her comments, Mrs. Erhart had a different view on income distribution.
She supported the idea that all generated income should be used only for the sake of a
social issue. Both co-founders claimed that they are among the few Ashoka fellows who
were not financially funded by Ashoka social entrepreneurship network. However, the
network introduced them to tens of social entrepreneurs who are ready to offer pro bono

support.

Renay highlighted the importance of the support offered by Ashoka when he faced with
troubles. He believed that networks like Ashoka are mandatory especially when someone

is an entrepreneur in the field of civil society. He asserted that,

When | passed some of my workloads to my colleagues, | faced much more
workload at the past. The work done with minimum care and effort made me so
unhappy that I felt so lonely during those moments. However, Ashoka reminded
me that | was not lonely. It is a great network that a social entrepreneur can
benefit from.

The co-founders, who are also Ashoka fellows, underlined that the way an enterprise

leads to social transformation is the most important aspect of a social enterprise. They
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pointed out that social transformation is taught to be the ultimate goal of a social
entrepreneur by Ashoka representatives. They stated that they are expected to continue
their entrepreneurial efforts until they achieve the transformation desired within society

as Ashoka Fellows.

Ashoka taught us to change society as much as we can. Being content with what
you have done so far is not in line with the principles of Ashoka. During the
interviews of Ashoka for fellowship, we even went back to our childhood to
understand why we initiated such kind of an organization thanks to the detailed
and conscious questions of the experts. Ashoka taught us to be professional. | am
sure that AA performs its activities more professional than most of the NGOs in
Turkey.

One of the most important aspects of AA is to provide a long-term remedy as investing
in strategies which bring long-lasting stability in the focused sector is one of the principles
of Ashoka network (Sen, 2007). No matter what the situation of charity culture is in the
country, the co-founders, as change-makers, struggle to transform the society radically.

Emre assumed:

The increasing number of runners, donors and the collected amount of donations
have been promising in years despite the stagnant economic situation of the
country. So, the situation is triggering and hopeful. There is always something to
do. The hobby of the youth of that country should not be watching a TV series. |
cannot accept that if I can manage to run and steer my network after the age of
35. Such a social transformation can only be managed by being active and good
examples to our children or nephews. My son wants to teach how to play
basketball to a disabled person within the scope of his term project. This is what
I mean. There is always something to do rather than complaining.

There are some criteria to define social enterprises used by some countries like UK
although a consensus on the definition cannot be maintained. The criteria match with the

features of Acik Acik, which is its sister company. Ac¢ik A¢ik Foundation works for the
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better function of the AA platform with the motto of “both my heart and mind are clear”.
AA is more transparent and trustworthy thanks to the operation of A¢ik Agik as an

association watchdog.

Last but not least, we define Ac¢ik Agik as the most effective actor in its network and
accept AA and Agik Acik as a whole to achieve the goal of social transformation. It is
known that Ac¢ik Ac¢ik was founded after the co-founders’ interviews to be selected
Ashoka Fellows. The presence of A¢ik Acik fortifies the functioning of AA and both
organizations aim to increase visibility and accountability of the non-profits in Turkey.
Moreover, we need to bear in mind that the co-founders Itir Erhart and Renay Onur were
accepted as Ashoka Fellows in 2014, which is the most important social entrepreneurship

network in the world.

Lastly, AA is a non-profit with income-generating activities according to the equilibrium
of Alter (2007). So, it has the potential to be defined as a social enterprise as it is a further
step from being a traditional non-profit to a traditional for-profit. The co-founders
discussed about turning into an organization, which can spare some part of the generated
income to hire employees. However, they do not prefer to do so since their starting point
to invest all the donations for the sake of charities. It is not for sure whether AA will
change its structure to manage its operations. Their current preference does not
necessarily affect its classification as a social enterprise since social entrepreneurship

does not have a clear-cut definition in marketing literature.

49



4.1.2. AA as aProsumption Community

As pointed out in the introduction, charity runners benefit from the services offered by
AA in multiple ways. They search for the annual reports of the associations on the website
of Acik Agik, which hosts many associations and foundations that accept to be transparent
and accountable. In addition, charity runners consume AA products such as flags, T-

shirts, badges, car stickers and ornaments that are provided by sponsors.

It was seen that AA carries some features of brand communities and neo-tribes as a
consumption community. However, instead of delving into the aspects of brand
communities and neo-tribes, the prosumption practices of the charity runners were
analyzed in the first part of the analysis since the community is both producing and

consuming.

According to Firat, Dholakia and Venkatesh, the consumers are required to be analyzed
as they are a part of moments in which symbols are consumed, produced or distributed
(1995). As it can be referred from this statement, the authors approached prosumption
activities in a post-modernist perspective. They believed that the separation of production
and consumption processes destroys the produced values since prosumers are included in
both interpretive and productive processes. According to Xie and Bagozzi (2007),
prosumption is a process that includes physical activities and mental effort. An individual
contributes to the process by spending money, time, efforts or skills. Both physical
activities and mental efforts are provided by charity runners and executives in the
structure of AA. While physical activities can be manufacturing, combining or changing
the physical effort of charity runners, mental efforts can be counted as planning,

organizing, directing (Xie and Bagozzi, 2007) like in the social media posts of runners
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during the campaign period. Xie and Bagozzi (2007) summarized this process as value
creation by consumer activities that result in the production of products they eventually
consume. Their value creation becomes their consumption experiences like consumption

journey.

As prosumption refers to produce during consumption, it is required to show who is the
consumer in the context of AA. The charity runners are consumers as they wear AA T-
shirts in their regular training and in races or carry an AA flag after their training to take
a photo. Furthermore, they use AA badges, stickers, automobile ornaments, AA flags,
etc. All the accessories are provided by the sponsors of AA, but it does not mean that they
are for free. A charity runner deserves to take a T-shirt only after reaching at least five
donors until the end of a campaign period. During a charity running campaign, which is
arunner’s way of consumption, s/he is required to attract potential donors in her network.
The interviewees found this practice to be in line with the aim of the organization as each
task such as training runners, attending races or answering e-mails depends on

volunteerism.

Web 2.0 resembles “social factories” where prosumers simultaneously produce and
consume ideas (Ritzer et al., 2012). The emergence of prosumption on these platforms
also help them express their true selves (Xie et al., 2008). Moreover, prosumers remain
connected to the community and its actions through participating festivals or rituals which
can be defined as “authoritative performances” (Xie et al., 2008). Charity runners
reproduce, alter, design and customize the default messages send by AA administration.
So, they produce their own contents by customizing the campaign announcements while
they consume the goods of services AA provides and they contribute to the value co-
creation processes of AA and its network. These processes will be explored in detail in

the second part of the findings.
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To sum up, we conceptualized the context of AA with its province formations under two
main headings. AA is a hybrid community with multiple actors and various aspects.
Although it carries some brand community and neo-tribe aspects in it, its features of social
enterprise and prosumption community came to the fore as a result of the analysis of the
data collected during the research.

It can be concluded that the organization succeeds to be a very well-known brand in civil
society thanks to its heterogeneous nature. In the following section, how co-creation of
value within AA and it is network will be explored by referring to the types of value

generated during consumption.

4.2. Value Co-creation Processes in Adim Adim and its Networks

In this section, the value-creating practices (Schau et al., 2009) of AA will be examined
to gain insight into the co-creation processes within the organization and its network.
Value co-creation is a process in which the consumers are seen as co-creators of the
service provided by producers (Vargo and Lusch, 2006). It will be explained how the
activities generate value in terms of the research conducted by Karababa and Kjeldgaard
(2013). The authors aimed to conceptualize value creation as value types are disconnected
in market and consumption contexts. Inspired by Graeber’s (2001) evaluation of value
under 3 main categories, namely economic, semiotic and social, Karababa and Kjeldgaard
(2013) discussed the relationship between those three main values. With respect to the
authors’ research, the co-creation of value types will be examined in the context of AA

in terms of its main practices.
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In the context of AA, there is neither a typical for-profit company nor a charity. The
service is provided by the volunteers of AA including the executives, trainers, and
sponsors. The trainers and the executives can also have two kinds of roles if they conduct
a charity running campaign in the following race: the service provider (producer) and the

consumer.

On the other hand, charities contribute to the mechanism as their representatives attend
the training and apply the procedures AA demanded from them. They distribute charity
T-shirts and communicate with AA and donors during the campaigns. In addition, the
charities are the beneficiaries of the service provided by AA. With the efforts of
individual runners and the donations of their donors, charities make their annual projects
real. In the context of AA, it cannot be stated that the executives know where value
creations take place. They experiment every possible value co-creation process with its
stakeholders. It is a collective activity and the best way of managing the process is co-
learned.

According to Defourny (2001), one of the aspects of an ideal social enterprise is its nature
inviting the people who are affected by the enterprise to be involved in the operation
process. So, it can be alleged that social entrepreneurship requires participatory actions

in terms of the consumers of its users. According to Itir Erhart,

The associations manage to be transparent, but they do not know how to speak to
individuals. AA teaches them how to address to a greater audience. AA has the
power of social transformation. For instance, there is an example of a new
initiative called NOTA NOTA. The music students of Istanbul Bilgi University
copied the functioning of AA and are planning to offer the musicians to call their
fans to donate charities in their concerts. The desire of a radical change in
ongoing system can be seen in that example.
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In the case of AA, the roles of producer and consumer are intertwined. A trainer of the
runners can initiate a campaign on the education of children in Turkey at the same time.
An executive board member can continue her administrative responsibilities while
running for the employment of illiterate women in Turkey. Although the producers are
not only producers, the organization offers service for donors, runners and NGOs. This
aspect of the organization facilitates the process of value co-creation. The executives and
the team of trainers are open to any kind of criticism and contribution of each stakeholder
since they are in the process of learning to improve the facilities of a social initiative.
Value co-creation in AA means both sacrificing time and effort for the sustainability of
its mechanism and enjoying it by shaping it according to the directions of its stakeholders.

In Table 4.1 below, the values analyzed in the thesis, its creators and their practices are

summarized.
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Table 4.1 Value Analysis

Values Co-Created

Practices

AA stakeholders

Economic Value

Experiential Value
Social Value
Experiential Value

Perceived value

Linking Value

Social Value

Linking Value

Linking & Experiential
Value

Linking Value

Linking Value

Identity Value

Determining a Target
Donation

Use of Platform

Customization of Posts
Personal Challenge
(R1za Martas)

Design Procedures

Co-Design of company
T-shirts

Volunteering in NGOs
and Collaboration
between NGOs

Language

Runnings with Differing
Concepts

Pro Bono Activities

Feedback

Co-branding

Runners, Donors
Executives, Runners,
Donors

Runners, Donors
Runners, NGOs

Executives, NGOs

Company Employees as
Runners, Companies

NGOs, Runners

Executives, NGOs,
Runners

Runners, Executives

AA Volunteers

Executives, NGOs,
Runners

Sponsors, Organizers, AA
Volunteers
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4.2.1. Value Co-creation Through Fundraising Campaigns

AA’s main activity is fundraising for the projects of the associations and the foundations.
The fundraising journey of each charity runner starts with the initiation of a campaign.
The campaign lasts a month, starting two weeks before the race and continuing two weeks
after. The runners form their own pages through the RFC platform before the race starts

and get their RFC codes, which are needed by donors when they decide to transfer money.

The exchange value is a dominant approach in marketing and defines marketing as a
continuous value exchange between different parties (Bagozzi, 1975). Consumers use
value to judge the worth of the provided products and services to compare their
alternatives. From the seller’s point of view, consumer-oriented pricing strategies
determine the value of the product or service the firm provides (Karababa and Kjeldgaard,
2013). So, the default donation amount on the platform defines the economic value of the
service AA provides in our example. The donors evaluate the default amount and can
increase and decrease that amount according to their evaluations. Renay Onur told that
they measured the effect of the proportional increase of default donation amount on the
total donations. For example, a %25 increase in default donation amount dissuaded the
donors while a %5-10 increase improved the collected donations in total. According to
him, such changes in consumer behavior should be studied and developed.

Moreover, donors determine a target amount before a race and the number of people they
want to reach during their campaigns. They determine the potential economic value of
charity running projects by taking into consideration of the demographics of their social
network. When runners reach the predetermined amount once, they are able to upgrade

the amount as much as they can until the end of the campaign. From the donors’
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perspective, it is their turn to help their runner friends to reach or surpass their targets. In

this case, the economic value of the provided service is created collaboratively.

As mutually satisfactory and long-lasting relations should be improved (Kotler and
Keller, 2009), marketers develop many ways to attract consumers and keep them
interested in the brand alive. VVargo and Lusch (2004) also asserted that technology should
be applied as competence to increase the performance of the provided service.
Gamification is one of those communication tools that has been adopted with the
advancement of online technologies. Gamification is defined by Huotari and Hamari
(2012) in such a way that it is a process developing the service with gameful means to
provide a space for user to create value. Gamification started to be used in marketing in
addition to non-business contexts such as politics, education (Muntean, 2011). The target

audience of these mechanisms can be customers or the public in general (Singh, 2012).

The branding coach Kivang asserted that gamification tools have been improved to make
the platform preferable in the eyes of donors and runners. There are many features of
RFC profiles. If there is a star above the picture of a runner with number 10, it means that
the runner achieved her/his target amount with at least 10 people. The impacted creatures
from the campaign are also given in numbers and there is also a medal signifying the rank
of the runner. These can be seen as concrete memories of experiences and motives that
can be associated with brand meanings. Therefore, these are examples of badging in the
study of Schau et al. (2009), in which the experience of consumers is reminded with
symbols. The use of motives like stars and badges or the user-friendly chatbot on the
website are examples of experiential value co-creation. These elements are used to
enhance the process of economic value co-creation for charities. Charity runners as the
enthusiasts of AA are encouraged to have fun through the platform practices while they

raise funds.
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4.2.2. Value Co-creation Through Practices of Charity Runners and NGOs

Kaplan and Haenline (2010) defined social media as a group of applications paving the
way for the development of user-generated contents. Not only photos but also the videos
are examples of advertising created by consumers. Photos and videos include reviews
about a product and a service, and they are a spectrum of creativity (Berthon et al., 2008).
Social media has become a very effective way of communication where dialogues take
place (Kaplan and Haenline, 2010). Similarly, the dialogues between donors and charity
runners are generated mostly in social media. There are some social media posts and

product designs that can be seen as examples of prosumption practices.

In Figure 4.1, there is an example of a T-shirt, which was distributed by an NGO and co-
designed by the donors of Ozgiir later on. Ozgiir wanted to add value to the NGO T-shirt
and declared on his social media account that he was going to write the names of the
donors on his T-shirt. As Ozgiir stated, his donors contributed to his plan by buying a
special durable pen to write the names on the T-shirt when his donors learned about his

plan of designing a charity running T-shirt together.
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Figure 4.1 The NGO T-Shirt of Ozgiir

In Figure 4.2, Kiirsat shared the links of his RFC code and the social media accounts of
the charity, AA Ankara and Runatolia race. This example is one of the best ways to show
where he is going to run and for which charity he runs. Thanks to the given links, donors
can reach the event organizer’s and charities’ social media accounts. Moreover, with the
motto of Do not hide, donate on his post, he teased with his friends who kept ignoring his

calls for donation in a fancy way.
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Figure 4.2 The Post of Kiirsat

In Figure 4.3, Hesna used her pet as a figure to draw attention to her campaign by saying
Do not make me threaten you. Donate, so that | do not unleash my dragon on you!
According to her, charity runners should find an entertaining way of calling for donation.

She thinks that sharing photos while training also evokes the donors’ senses to be active

and to do something for others.
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Ejderimi ustunuze
salmak istemiyorum.

Figure 4.3 The Post of Hesna

Charity runners determine the amount they want to collect until the end of their campaign.
They are able to upgrade their donation target in the platform if they achieve it before the
campaign ends. In the example below, Emine asked her friends in her social network
whether she should continue her campaign or not. So, the donors and the runners decide

on the future of the campaign collectively.
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KOS, EQIiMe Kog!

| Sayisi: 31 /35

Ulagtigim Bagig@gutari: 1.900 / 2000 TL

Beraber Kogtugum Ta

Kosguyor (kaptan)

Yardimsever arkadaglanm sayesinde
@tegv bagis kampanyasi hedefime ulagtim!

Link profilde

Peki hedefi artiralim mi? .

A‘ EVET YETER
o_sWR*_vX | BENDEVARIM | HAPAT ARTIK

%995 ‘ %30

1.900 /2.000 TL 74.067 /250,000 TL
Kampanya Hedefim TEGV Projesi Hedefi

Figure 4.4 The Post of Emine

To conclude, charity runners are the consumers of the service provided by AA and they
customize AA’s sample messages before they share these messages with their network.
Instead of copy-pasting similar statements, they co-create value by being involved in the
production of campaign messages. They share customized e-mails, stories, videos, and
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tweets though their social media accounts and these practices can be an example of the
practice of customizing which includes fan fiction/fan art in the case of intangible
products (Schau et al., 2009:45). The fan art included posts of charity runners is an
example of social value creation for the sake of society. This process can also be an
example of empathizing practice in the article by Schau et al. (2009) as it is one of the
ways of value-creation. As an activity of a consumption practice, value is created with an

effective and sympathetic social network.

Another specific example unique to AA is Riza Martas who decided to run from the east
to the west of Turkey and to share his journey on his social media accounts. He planned
to start running on the World Peace Day and complete it on the Turkish Republic Day
and ran from Van to Izmir in nearly 2 months. No matter which province he ran through,
not only AA volunteers but also the residents helped him to complete his journey. As an
example, some AA members and charity representatives accompanied him during some
of the 1830 km-long way to motivate him and to show him he was not alone. He told
about ‘the run for charity concept’, its benefits and the achievements to each person he
encountered on his way. Additionally, the brand coaching group of AA prepared video
clips showing his roadmap and created a hashtag of #whereisriza (#rizanerede). To
conclude, Riza did not confine himself with the organization’s activities and showed that
people can raise awareness through various methods, of course with the support of AA
community members in different cities and the collaboration with the NGOs. This
exemplifies an experiential value co-creation in the organization as experiential value
reflects the consumption experience of consumers such as emotions, fun, etc (Holbrook
and Hirschman, 1982).

Furthermore, not only individual charity runners but also non-profits create contents for

their campaigns and share posts to provide a general idea about their present projects.
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There is an example post of a foundation on education with the quotation of Nelson
Mandela.

% ADIMADIM

"Diinyay1 degistirmek i¢in
kullanabileceginiz
en gii¢lii silah egitimdir!"

Nelson Mandela

Figure 4.5 An Advertisement of Buldan Foundation

Retrieved from https://twitter.com/buldanvakfi/status/1051493358928060416

The features such as the place and the size of logos which belong to non-profits and AA

are determined by the manuals distributed to the charity representatives. As Itir Erhart

64


https://twitter.com/buldanvakfi/status/1051493358928060416

stated, these procedures about the use of logo were adopted thanks to the consultancy of
a designer and painter called Biilent Erkmen. It can also be stated that such rules provide
a corporate image to AA and can be an example of the practice of governing in which the
behavioral expectations within a community are determined (Schau et al., 2009). The
NGO representatives are expected to be in line with AA community rules. As a result of
this process, both the perceived value of the NGOs and AA is co-created since those

parties managed to create their own way of communication to the public collaboratively.

4.2.3. Value Co-creation Through Corporate T-Shirt Designing

Figure 4.6 Examples of Co-designed Charity Running T-Shirts of Companies

Retrieved from http://adimadim.org/uploads/pdf/AA-2018-Faaliyet-Raporu.pdf

Individual runners can attend charity running campaigns as groups to represent their

companies. The company managers support their employees’ corporate charity running
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projects within the scope of corporate social responsibility (Onur and Ergun, 2018). The
theory and the recent study also showed that corporate social responsibility affects the
consumer’s approach towards the company positively (Lichtenstein et al., 2004). The
employees decide collectively on the features of the design of the T-shirts which reflects
the company identity the best way possible. The most significant aspect of participatory
design of products is that it makes users have a sense of possession (Kang et al., 2015)
and levels out the hierarchies so that everybody in the organization can contribute to the
design process equally (Palmas and Busch, 2015). As employees’ sense of ownership
increases and the hierarchy between co-workers vanishes during the co-producing
process, linking value is created between employees and the companies thanks to the

existence of AA’s mission.

Moreover, AA chooses the best corporate T-shirt design, the company with the highest
number of personnel and the company which collected the highest amount of donation
each year. The branding coach Kivang explained that they choose the best company since
the corporations demand it and asserted that the runner and companies want to be ranked
according to their success. This is a way of increasing competition among runners and

entertaining the participants and making them feel a part of AA at the same time.

Briefly, the corporations invest in linking value to build a successful brand. According to
Canniford (2011), the created linking value becomes more important than co-created
products and services. This is what happens in the example of T-shirt design of corporate
runners. The sense of belonging increases during the co-production process and the
employees become more loyal to their companies. Therefore, the managers support such

collaborative charity events through sports.
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4.2.4. Value Co-creation Through Being Volunteers in the NGOs

Nation-wide social transformation is one of the aims of AA as a social enterprise. After
managing a campaign and interacting with charity representatives during the campaign
through e-mails, a runner may decide to volunteer for the annual projects of the charity
s/he ran for. So, the interaction between the associations and foundations turns into a

permanent link from a temporary one. The branding coach Kivang stated that,

Strong bonds between individuals and charities can be maintained thanks to the
personal experience of the charity runners. While some runners may empathize
with the disabled people and run for TOHUM OTIZM as there has been a person
in her/his family suffering from that illness, some may have lost her/his relatives
because of cancer. There is an emotional link between the charities and the
runners for sure.

Social values are indispensable for every individual and society (Rokeach, 1979). In line
with that, charity runners can be named as “goodwill ambassadors”. Cova (1996) and
Maffesoli (1996) underlined the linking value of products between consumer and society
in a post-modern context. In this example, the linking value of the campaign starts from
company level and turns into social transformation by expanding its boundaries. It was
also mentioned by many interviewees that the NGOs registered in the AA platform
collaborate with each other during the races and recommend other NGOs which did not
apply to the platform yet. Nihan stated that the NGOs which are accepted to make charity

runnings with AA are respected and treated positively by the audience of AA,

The NGOs which are mentioned in AA’s activities are very well regarded. To be
under the roof of AA is like an award from their point of view. Individual donors
and companies automatically treat them more respectfully. We can liken our
roof/hosting to a certificate of compliance. Consumers buy and consume the
products with a compliance certificate more comfortably.

67



As seen in the quotation, AA has become a platform in which the NGOs support each
other rather than seeing each other as competitors and RFC platform develops with the
contribution and solidarity of the NGOs. The charities work hand in hand to raise social
awareness, which can be seen as social value co-creation between the NGOs and AA for
society. The NGOs and their representatives also helped Riza Martas in every possible
way during his individual challenge. The support of the NGO representatives helped to

construct a warm and long-lasting relationship between him and the charity he ran for.

The branding coach of AA, Kivang suggested that the NGOs contributes to the social
value co-creation process by generating unique projects for the upcoming charity
runnings. Their creativity motivates not only donors to donate but also the AA executives
to feel supported. According to Kivang, there is a win-win situation in which charities
show AA how the civil society functions in Turkey and AA teaches the charities to speak
to individual donors and to show their own accountability. To conclude, the social value
for society is co-created between the charity runners and the NGOs.

4.2.5. Value Co-creation Through Language

The organization has created its specific terms. One of those terms is rookies and there is
a Facebook fan page consisting of beginner AA runners. These people define themselves
as rookies since they are not interested in being champions in races or even improving
their finish time. As an example, Emre feels like a rookie although he has spent many
years in the community. However, he has nothing to do with the ranking races. Therefore,
he wants to remain as a rookie as long as he runs for charity. The use of that term shows
that AA welcomes every type of runner from different levels and tries to show the group

iIs more sympathetic by making them feel connected to the AA family through linking
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value co-creation. This practice empathizing is an example of value co-creating practice,
in which emotional and physical support is lent to brand users (Schau et al., 2009). The
rookies are backed by the idea that the pace does not matter when someone runs for

goodwill.

There are many other terms to be used to define the NGOs according to the AA
administration. For example, the NGOs are named according to the amount of donation
they collected. The associations whose individual donation is less than $100.000 are
called Star NGOs while the ones whose individual donation is less than $1.000.000 are
called Young NGOs and the ones whose individual donation is more than $:1.000.000 are
called Mature NGOs (Onur and Ergun, 2018). Furthermore, AA uses some terms such as
the bee and the ant runners to motivate charity runners during their campaign. These are
the runners who manage to collect the highest amount of donation and the highest number
of people during their campaigns. Although the interviewees stated that these do not bring
a status in the community, it can be stated that charity runners feel motivated to be named
as the bee or the ant of the year. Accordingly, the way that AA uses specific terms are the
examples of linking value co-creation as both the runners and the NGOs work hard to

deserve these terms.

The denotations above are the examples of linking value co-creation between the
organization, the NGOs and charity runners since these are demanded by the charity
runners and the NGO representatives who are willing to compete although the result of

the whole mechanism is raising funds for the associations and the foundations.
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4.2.6. Value Co-creation Through Multiple Running Activities

AA Running is another activity of AA Istanbul and is conducted in the first week of every
month as one of the most significant activities of the organization (Onur and Ergun,2018).
Although it is mentioned by its organizers that AA Running is not an official race, AA
volunteers experience a marathon-like atmosphere. Before the race, the runners are given
numbers and barcodes to record their finish time and to determine their ranking. Thanks
to this, the runners feel as if they attend a marathon each month. This activity can be
compared to a brand fest (Hassay and Peloza, 2009) that holds volunteers linked to one
another as if they participated in a marathon. According to the executives and the charity
runners in Istanbul, this activity successes to gather a greater number of people at the

same time in the Forest of Belgrad, Istanbul.

The branding coach Kivang stated that AA Running is organized as it is demanded by the
charity runners. They like to be involved in a competition as they enjoy their time and
ask the executives to organize such events frequently. They can see their personal
improvement of performance by comparing their previous rankings and the features such
as their finish time or pace. Now, the executives are working on an application on which
the charity runners in different cities can attend AA Running simultaneously. The
executives saw that the runners cannot attend AA Running as it takes place only in

Istanbul. Therefore, they decided to include other runners with that application.

Additionally, there are runnings with different concepts like International Autism Day,
Mother’s Day, Women’s Day, etc. Additionally, the runnings with costumes are one those
specific runnings where some special days are commemorated. These runnings take place

in the first week of a year and are open to the public. Dilek explained why she liked these
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types of runnings with different concepts since AA is talked about a lot more thanks to
its surprising and enjoyable nature. Because the unique nature of these events, they can
be classified as an experiential value co-creation between charity runners and the
organization.The branding coach Kivang also gave an example for Women’s Day on
which the men wait at the finish line with fake dollars for their partners and only the
women compete in memory of Women’s Day. Moreover, only the children are included
in a running event on the National Sovereignty and Children Day of Turkey. They are
given medals from cookies with the same number since the ranking is not important in

that race.
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Figure 4.7 An Example of Costume Running in 2017

Retrieved from https://allevents.in/istanbul/aa-kost%C3%BCmI%C3%BC-
ko%C5%9Fu-ocak-2017/1739670746361318

In a nutshell, the costume running, runners think about the design of their costumes both
individually and collaboratively. For example, their costumes may represent a cartoon
character like Smurfs, so smaller groups in the community can come together and co-
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design their run costumes. The variety of costumes depends on the imagination and
creativity of runners. With that event, the organization directs runners to have fun and to
be creative while they are running as a community. In addition to costume running, other
running events on special days fortify the linking value co-creation in which the
enthusiasts of the brand socialize with other community members (Cova and Cova, 2002).

4.2.7. Value Co-creation Through Pro Bono Activities

As stated in Chapter 2, pro bono is a prevalent application among social entrepreneurs
and this practice can also be seen in the context of AA. Pro bono can be defined as
professional charity and means mostly unpaid work performed by lawyers
(Christensen,1981). AA has also a lawyer as a pro bono service however it seems that it
is used in a broader sense. For example, yoga classes have been included in the schedule
of the organization practices thanks to the volunteer yoga teachers in the network of AA
since the executives believed that yoga is a supportive activity for sustainable running
life. On the other hand, the NGOs provide their management buildings to the AA runners

for the activities such yoga, formative seminars, etc.

There are several video clips on the website of AA. These informative video-clips outline
how a charity running campaign is executed for newcomers. The characters in these video
clips were drawn by volunteer designers. The branding coach Kivang stated that during
the design of the video clips, the AA executives and the designers interacted with each

other to show the platform user-friendly and up to date.
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Figure 4.8 A Picture Taken from istanbul Marathon

Vanli, Mehmet. (2017). Adim Adim. Retrieved from http://www.mehmetvanli.com/

As it can be seen in Figure 4.8, disabled people find an opportunity to attend a marathon
and complete it thanks to the race-long support of volunteers. Mehmet Vanli is a
professional photographer living in Germany and comes to Turkey to catch priceless
moments like in the Figure above. All the given examples of pro bono practices empower
the sense of belonging to a community (Muniz and O’Guinn, 2001).
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The logo design was designed by Biilent Erkmen, a famous artist and designer. He taught
the executives the rules of using the logo in designing T-shirts. Thanks to his
recommendations, the company T-shirts started to be designed according to the
procedures sent by the executives to the company runners before the race starts. So, the
company members co-design their T-shirts accordingly.

In addition to these specific examples, it can also be stated that the coaching groups are
shaped according to the expertise of the volunteers. Ayta¢ is the vice manager in
fundraising coaching group since he is able to manage the platform or improve its
function thanks to his knowledge in information technology. Also, the branding coach

Kivang is working in the sector of advertising.

The given activities can be accepted as examples of linking value co-creation between
the community members as the enthusiasts of AA brand can see that AA can success to
affect tens of creatures’ lives thanks to volunteer efforts and the sense of community

empowers.

4.2.8. Value Co-creation Through Feedbacks Provided by its Stakeholders

Formative feedback aims to improve learning or performance and to form skills for the
learners (Shute, 2008). It helps the managers recognize the negative findings previously
ignored (Kluger and DeNisi, 1996). It is also stated by the co-founders that the feedback
system is so important that it is one of the best ways of improving the current operations.
After each race, the executives ask for charity runners to share their ideas about the
fundraising process through e-mails. Similarly, AA sends an e-mail to charity runners

before the race, which summarizes the regret list of previous charity runners who were
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asked what they would have done better if they had been given a second chance to start a
campaign for the first time. The most frequently given answers are listed to be shared

with all AA members to increase the donation potential from the start.

Moreover, meeting NGO representatives is a way of communication between the
beneficiaries and the suppliers. These face-to-face contacts strengthen the link between
the NGOs and the AA administration. The results of such meetings such as an increase
in the numbers of the NGOs on the charity running platform are shared through the
website and social media channels. To conclude, these examples co-create a linking value
between the NGOs, AA and the runners. The NGOs have the perception that their
thoughts are taken into consideration in developing strategies for the future of the
organization. As feeling a part of the AA community, the brand enthusiasts contribute to

the improvement of the process.

Lastly, the branding coach Kivang told that they try to determine some criteria for new
province formations. The executives collected feedback from the province leaders about
the possible criteria to accept a city as a province formation of AA as many cities want to
be an AA province and form a weekly running program like five current provinces.
According to Kivang, the city has the potential as long as the runners from that city
continue to run regularly. Additionally, they should be crowded enough to be called an
AA community. What is interesting here is that AA executives let the event organizers
(like marathon organizers) about the runner population in that city. So, the organizers
may plan to manage an event in those cities and the participation to the event will be
above the average since AA foresees it. In the end, the runners will not need to travel to

run a marathon if there is a race in her/his city.
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In a nutshell, the linking value is co-created between the AA executives, the province
leaders, charity runners, and the NGO representatives. When the contributors see that
their recommendations are evaluated, they will be motivated to improve the ongoing
system. It is also told by the branding coach that the contributors are informed why their
recommendations are not applicable in the context of AA. So, the contributors know the
system better and try to change and develop their way of thinking according to the

features of the organization.

4.2.9. Value Co-creation Through Co-branding Activities

AA has many co-branding partners and continues to improve its dialogue with many
companies as it can be seen in its recent agreements in 2019. The engagement with
organizations such as KogFest and FestTogether developed the process of co-creation and
improved the link between charity runners into a level where the volunteers become more
integrated with event producers, according to the executives. FestTogether is the first
sustainable music concert in Turkey and AA attends this festival as a partner where there
will be events of running in the morning and concerts in the evening. The branding coach
Kivang stated that AA collaborates with the organizers of FestTogether as the ultimate
aim of the festival is in line with the mission of AA: to have a sustainable life and to leave
no waste behind. Such kind of collaboration with FestTogether can attract the attention
of an individual who respects and identifies themselves with recycling and that individual
who participated in the festival can be a member of AA in the future. So, AA’s practice
can be an example of evangelizing in which other people are inspired to use the brand
instead of others (Schau et al., 2009).
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As Dickinson and Barker (2007) argued, co-branding between the non-profit and a
company can be risky from the point of the non-profit since there is a threat of mismatch
between the brand of non-profit and its co-partner. With respect to the statements of
authors, the executives refrained from being remembered with very assertive brands. For
example, the partnership with Eker Dairy Products is what the co-founders are proud of
since this collaboration is not a barnburner partnership according to them. They heard
about some unsuccessful examples at past, in which the co-partner got ahead of the social
enterprise. Renay Onur thought that co-branding with well-known brands would have
overshadowed AA. He explained that they would have addressed only the subscribers of
that brand if they had accepted the offer of a famous mobile phone network company.

They did not want to limit their target audience.

On the other hand, AA attended KogFest for the first time in 2019. So, the volunteers
found an opportunity to tell about AA and its activities to university students. In this
example, AA identifies itself with a young group of people. It is in line with the
interviewees’ statements that it does not only address people above 35 and have a high
level of income, but it also appeals to individuals from different ages, who want to start

a campaign for the sake of projects of the associations.

Within the scope of co-branding, Ilicic and Baxter (2014) demonstrated that functional
fit between a celebrity and a charity affects the individuals’ approach to the charity and
the celebrity in a positive way. What is surprising in that research was that the functional
misfit between the charity and the celebrity had no negative effect on the thoughts of the
donors. As it can be seen in the research, co-branding with a celebrity is one of the
implementations of charities. However, the co-founders stated that they have never
searched for a celebrity who can be identified with AA because they did not need it so.

As one of the donors, Ersin alleged that the celebrities in Turkey have nothing to bring
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something valuable to AA as the organization does not need such a support to be seen as

valuable. So, co-branding with celebrities is not an implementation preferred by AA.

Additionally, identity value was introduced by Holt (2004) to the literature as it
contributes to the way the consumers express themselves. The mission of the organization
can make charity runners identify themselves with the organization, which can be called
as identity value co-creation. Kadriye stated that they are here for a reason, maybe to fill
in a blank in their lives. But no matter what the problem is in their lives, they are here to
run for charity without expecting anything from the organization. Although AA
enthusiasts stated that they have no expectation from the organization, both the NGO
representatives and the charity runners want AA to preserve its principles related to
professionalism. It can be concluded that AA volunteers identify themselves with AA’s
performance. So, AA’s partnership with different companies and organizations has great
importance in the eyes of its volunteers and contributes to its customers’ identity value
creation. The charity runners also attend these events which are organized with the co-
branded companies. AA’s partners help charity runners to link themselves with company
practices. These partnerships with producers such as FestTogether, KogFest, Eker or

NewBalance all constitute AA’s and its consumer's identity value co-creation.

One of the recent events was organized by AA and its sponsor Eker takes place in Kanyon
shopping mall in Istanbul. All the mall visitors were invited to run on a treadmill to raise
funds for an NGO the runners preferred. Eker donated to the chosen charities according
to the kilometers the volunteers ran on the treadmill during the campaign. In that example,
the amount of donation is determined by the efforts of volunteers in the shopping mall.
This example can be a type of economic and experiential value co-creation. That event
makes people ask themselves how many kilometers they can run for a charity when they

are not prepared physically and mentally.
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All the given practices above are co-created by AA and its stakeholders. As AA embodies
multiple consumers and beneficiaries in it, it has a hybrid nature, and this creates a
convenient environment for the generation of different value types. If we see AA as an
organism, it will continue to develop new communication channels to enhance its
relationship with its stakeholders. As long as it protects its dynamic structure, the value

co-creation in AA and with its network will keep improving.

4.2.10. Challenges for Co-creation of Value in the Practices

The organizations may face some challenges for co-creation of value. These can be
customer activation (Norman and Ramirez, 1993), heterogeneity (Prahalad &
Ramaswamy, 2004b) or trust for customer loyalty (Prahalad, 2004), etc. In the case of
AA, the main challenge is to sustain the system with its loyal volunteers. At least three
interviewees from AA Istanbul recommended the organization to hire its own employees

since the responsibilities of volunteers require it.

Three executives told that they are content with the time and effort they spent for AA
family. On the other hand, they also underlined the workload and their sense of fatigue.
This can be an example of a challenge for the process of value co-creation in the context
of AA in the future. The trainers and the executives have been willing to spare their
individual time and effort for the sustainability of the organization. In time, they
recognized that such a professional process may need to be conducted by professional
employees. They claimed that they need to earn money for their survival, and they have
a family to care for. As a conclusion, the volunteers who have been in the organization
for years may feel exhausted within years and may lose their enthusiasm to be in the co-

creation process. To protect their loyalty may be the greatest challenge of the organization
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if the organization cannot refresh its group of volunteers. If the interviewees had felt
regretful to spend their time in the organization, the co-created different value types
would not have been classified as co-creation. In contrast, there is no hint of regret in the
presence of participants. It can be concluded that the organization as a social enterprise
needs to find a way to attract devoted stakeholders, the executives and the trainers.
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CHAPTER 5

DISCUSSION AND CONCLUSION

5.1. Discussion

The main purpose of the present study was to understand how value is co-created in AA
and its network. For this reason, the context of AA has been conceptualized according to
its main features such as a social enterprise and a prosumer community. To find an answer
to the research question of the present study, a qualitative research design was adopted.
Both ethnographic research method and interviews were implemented since the research
question is based on consumers’ experiences and emotions (Holbrook and Hirschman,
1982).

The ethnographic research started in January 2018 and finished in August 2018, lasting
more than one and a half years. In addition to this, 33 participants were interviewed,
namely administrators, charity runners, donors, and NGO representatives. Additionally,
the posts of charity runners on social media were also used in the analysis of value co-
creation as social media ensures the development of user-generated content and dialogues
between consumers mostly take place there (Kaplan and Haenline, 2010). Accordingly,
the use of visuals is appropriate in some contexts where these visuals are produced by the
consumers (Banks and Zeitlyn, 2015) like in our case.

A survey was conducted by Third Sector Foundation in 2016 to have a general idea about
individual charitable giving in Turkey (TUSEV, 2016). Most of the respondents of the
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survey asserted that they prefer to donate the people they know closely and think that
taking care of people who are in need is the responsibility of the government rather than
individuals. This is in line with the statements of Itir Erhart and Renay Onur that people
in Turkey believe that their individual contributions remain insignificant to find a remedy
for a social issue. On the other hand, the co-founders and members of the organization
try to alter that way of thinking by running such an initiative for 11 years. In the following

sections, a dialogue between the case of AA and marketing literature will be provided.

5.1.1. The Conceptualization of the Context: AA

After coding of the interviews, there occurred repetitive themes which contributed to the
conceptualization of AA’s context. Firstly, it was understood that donors were thinking
that AA is a charity with its own legal entity and its employees. To make it clear, the
existing literature was explored and seen that there are some differences between charities
and social enterprises. According to Dees (1998), charity is about pure giving and
unplanned cares for living things and cares to decrease the level of deprivation. On the
other hand, social entrepreneurship is dynamic, about finding a lasting solution and it
cares for strengthening the living creatures. With respect to the literature (Dees,1998;
Austin et al., 2006; Sen, 2007), the dynamic, innovative and accountable aspects of AA
reinforce the idea that AA is a social enterprise with its aim of initiating a nation-wide

social change.

Tracey (2007) stated that social enterprises have a hybrid nature and listed the hardships
they social enterprises may face with: the hybrid nature of the organization, the education
of social entrepreneurs and the balance between the economic and social concerns. As

the donations are directly transferred to charity accounts, AA has no economic concern
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of profit-making for itself. However, it is stated by some of the interviewees that the
organization targeted much to increase the funds at the past, but it found its balance
between increasing its donation potential and having good communications with its
stakeholders. So, it can be concluded that AA also faced the challenge of balance between

social and economic concerns of the enterprise.

There are six main stages in differentiating charities and for-profit organizations in terms
of sustainability (Alter, 2007). As AA has its own income-generating model, it can be
counted as a non-profit with income-generating activities. The starting point to transfer
the donations to the bank accounts of the associations and foundations registered in the
platform of A¢ik A¢ik Foundation. The co-founders do not want to change their starting
point and continue their operations by not touching money. In the future, the structure of
the organization may change or AA may hire its own employees and spare some amount
of money from the donations like what Acik Acik does for survival. However, the
executives’ current preference of income distribution should not change the definition of

the organization as a social enterprise.

As Defourny and Nyssens (2010) stated, the social innovation school of social
entrepreneurship does not emphasize income generation but rather innovation. According
to social innovation school of thought, AA can be accepted as a social enterprise despite
its income transfer model. Its system paves the way for generating income, but the
generated funds are transferred directly to the accounts of the charities. This does not

change the proposition that AA is a social enterprise.
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5.1.2. Value Co-creation Practices

In the second section, value co-creation processes in the organization were examined by
referring to the study of Schau et al. (2009) in which the authors argued how consumption
practices create value. Moreover, the research of Karababa and Kjeldgaard (2013) also

provided guidance in evaluating different value types between AA and its stakeholders.

According to the authors such as Zwick et al. (2008), consumers can be creative while
they are consuming the brand as long as they feel comfortable. Therefore, the platforms
are suitable places where consumers can be in the process of prosumption. In the context
of AA, charity runners consume and produce their own charity running campaigns. They
customize the sample e-mails sent by AA administration to steer their social network.
Instead of copying similar contents, they prefer to find a way of announcing their charity
running challenge. The given examples in the analysis show the variety of the contents
and how charity runners enjoy their journey and make the actors of their network witness
their consumption journey. This process is in line with Tian et al. (2017)’s argument
emphasizing the prosumption activities of consumers which can place in blogs, forms,
and platforms. Furthermore, according to Ritzer and Jurgenson (2010), the early
examples of prosumption evolved into a new level of prosumption in Web 2.0 and
prosumers seem to involve in the production processes voluntarily. This kind of
volunteerism can also be seen in the context of AA after the observations and interviewing

of the participants.

The very reason for AA’s existence is to create economic Vvalue for charities by
fundraising activities. However, in addition to its main function, there are different types

of values which are co-created by AA and its network such as experiential (Keng and
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Ting, 2009), linking (Cova and Cova, 2002), social (Stevens, 2014), identity (Holt and
Thompson, 2004) and perceived values (Zeithaml, 1988). In terms of social value types,
it can be stated that the practices of AA have the nature to co-create two types of social
values: social value for society and linking value for community members. This study
aims to show where the types of value co-creation take place in the practices of the AA
charity running community. It can be asserted that the co-created values mentioned in the

findings occur at the intersections of the stakeholders and their practices.

The Figure 5.1 is inspired from the figure of Maclaran and Brown (2005) in which the
dyadic relationship between consumers and the retailers is shown. In the value co-creation
process, AA is at the center with its executives, trainers and runners. There are also other
actors such as NGOs, donors, sponsors and organizers. As it is shown in the Table 4.1

before, co-creation can occur both between two actors and more than two actors.

Firstly, when a charity runner decides to be a charity volunteer, the social value is co-
created by runners and NGOs and this value co-creation affects donors. Donors benefit
from the social value co-creation and may decide to be a part of that co-creation process
by being charity volunteers in the future. Secondly, making the donation platform user
friendly and facilitating the donation process with Run for Charity codes are ways of co-
creation of experiential value between donors, charity runners and the administration of

the organization.
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Figure 5.1 The Co-creation of Social Transformation

Thirdly, when a runner decides to donate, s/he is confronted with a page on which the
default donation amount appears. That amount can be decreased or increased according
to the will of the donor. The economic value of charity run is determined between two
actors. Moreover, more potential donors may be attracked to be on its platform when AA
decides to have a collaboration with a festival organization. Donors can associate

themselves with the practices of AA and donate to AA or run with AA more easily. So,
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its co-branding practices of AA with multiple partners such as FestTogether or KogFest

can co-create the identity value between the organization, donors and the sponsors.

Furthermore, co-design of company T-shirts is a linking value co-creation for company
employees, their companies and AA. The positions of the employees disappear thanks to
the group work of the participant to come up with a T-shirt reflecting the company in a
good way. On the other hand, the challenge of an individual like Riza Martas is an
example of experiential value co-creation since both charity runners and NGOs helped
him finish his journey and supported him in any possible way. He became a symbol of
individual charitable giving in the family of AA and its followers. Additionally, collecting
feedback from stakeholders and evaluating them is an example of collective linking value
creation. NGOs and charity runners know that their thoughts are taken into consideration
to develop the functioning of the system. Moreover, organizing running events with
different concepts is an experiential value co-creation between the runners and the
executives of AA. Charity runners enjoy their playspace while they are designing their
costumes for the concept of the running. Lastly, perceived value is strengthened thanks
to the procedures demanded by the AA executives for the advertisements of the charities.
When the procedures are followed by the NGOs on the platform, a corporate image can
be maintained. This increases the respect for the operations of AA. As a conclusion, AA

functions as a nest of value-creating practices.

As it can be seen in the Figure 5.1, AA and its stakeholders are located at the core of the
value co-creation process. Their communication and marketing practices such as the posts
of charity runners, the user-friendly platform or co-branding practices of the organization,
as the second phase of the co-creation process, are the source of co-creation of different
values. Lastly, in the outer macro context, there is social entrepreneurship discourse

adopted by AA. It operates with the principle of volunteering, which means it has no
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employees. The organization’s T-shirts, flags, badges, stickers are prepared by sponsors
and the some of the services like web page design, preparation of video clips are provided
by the pro bono practices of volunteers or voluntary work of other social enterprises. As

a result, AA manages to create values within its social entrepreneurship discourse.

5.1.3. Implications for the Executives

One of the main aims of the research is to provide recommendations for AA executives
and the leaders of social enterprises. The very first result of the analysis was the confusion
about the definition of AA in the minds of its audience such as donors and amateur
runners who have the potential to be AA volunteer in the future. While donors thought
that AA is an association which spares some amount of donations for its operations, some
of the amateur runners in other communities perceived AA as a running community
regardless of its fundraising activities. Considering this, it is required to tell the cause of
the organization to motivate potential customers (Saxton, 1995). Santos (2012) also
alleged that the provided solution should be adopted by a greater audience and related
that process to value creation. Therefore, charity runners have a special responsibility to
tell how AA is managed. As there is still confusion in the minds of stakeholders, the
informative posts on social media should be shared regularly by the executives for the

newcomers and potential donors.

Although the research question of this study is not about the use of brand volunteers, the
previous and present executive board members mentioned their concerns about AA’s
growing size. It can be seen that the organization has already adopted the policy of
downsizing according to the executives. The volunteers in Istanbul and the NGO

representatives think that AA may need to be incorporated soon if it continues to include
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new charities into the RFC platform. So, this issue should be reconsidered if there are
some precautions to be taken. Lastly, they should ask for opinions of the volunteers as

much as they can.

As social enterprises have more stakeholders than charities, it can be hard to satisfy each
of them simultaneously. However, providing financial annual reports is one of the best
ways of informing the stakeholders about the ongoing operations of the organization (Sud
et al., 2009). The given statistics related to the collected donations, the up-to-date
developments, and plans were given in the annual report of the organization (Onur and
Ergun, 2018). The executives should keep publishing annual reports to attract the

attention of donors and potential charity runners.

It was recommended by some interviewees that member satisfaction surveys through e-
mail should be conducted regularly by the executives to understand how the relationship
between community members, especially in the province formations. The performance
of the administratives in province formations should be evaluated. The members should
be reminded that AA expects the volunteers to have good relationships with other

community members.

As it can be seen in the example of the co-design process of corporations, preparing a
product collectively contributes to the sense of community between employees within the
scope of corporate social responsibility (Kang et al., 2015; Palmas and Busch, 2015). A
similar application can be implemented in the province formations for an upcoming
anniversary of the organization. For example, collectively prepared T-shirt designs from
each province can be voted by the volunteers on the platform and the most preferred T-
shirt can be produced by the main sponsor. It should be admitted that AA may need to

change its sponsors in the future. In this case, a change of logo on the T-shirt will be
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mandatory. For that occasion, it is adviced to the executives to call the volunteers to co-
design a T-shirt. This practice can improve the linking value between community

members.

As Montgomery et al. (2012) stated, social entrepreneurs should develop inclusive
strategies and share inclusive messages that increase both the amount and diversity of
their supporters. As a result, multivocality is the keyword of social entrepreneurs to have
a greater social transformation. In line with that argument, AA co-founders and

executives should be inclusive in terms of the use of language as much as possible.

Lastly, according to Tracey (2007), as a result of social enterprises’ hybrid nature, it may
be hard to manage it and therefore the social entrepreneurs should be educated. In the
present case, the volunteers of AA should be taught to manage their sources efficiently
since the existence of the organization depends on the sustainability of volunteer work of

executives and charity runners.

5.2. Limitations of the Present Study

There are many limitations of the present study. Most of the limitations are related to the
data collection process. In the category of the NGOs, two out of five NGO representatives
were able to have an interview on Skype. Although I could not reach the members of each
coaching groups, the executive board members in my list answered the questions in a
pretty similar way. Another limitation of the present study was the absence of the
sponsors and organizers’ views about AA and its practices. Furthermore, | could not
reach a person and an NGO which have a unique place for the organization. The first
NGO with which AA opened a campaign was TOFD which seemed to have a unique
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place in the history of AA. However, | could not manage to connect them although I sent
e-mail many times. Secondly, I could not have an interview with Riza Martas although

he accepted in the beginning but did not return to me later on.

As the adopted data collection method is qualitative, it is not possible to reach all the
stakeholders and analyze their thoughts about the practices of AA. As the number of the

participants is 33, the present research only reflects the opinions of interviewees.

Lastly, there are also province formations in Bursa, Izmir, and Antalya in addition to AA
Istanbul and AA Ankara, whose community features are different. Therefore, | could not

make a comparison.

5.3. Further Research

During the writing process of the present study, there occurred some research topics to
be studied. The volunteers in both the executive board, the group of trainers and NGO
representatives pointed out that the corporatization of AA is needed as long as AA plans
to increase the number of charities it hosts. With the last apposition in 2019, the number
of NGOs registered in the system increased to 91. Some of the interviewees claimed that
corporatization is a mandatory change while some asserted that it should be reconsidered.
On the other hand, the co-founders resist the idea as the starting point of the enterprise is
not to “touch money” as it is thought to diminish the value AA has created so far. Some
interviewees such Nihan supported the thoughts of the co-founders by saying that AA
would be less attractive if it were a commercial initiative of an association or a foundation.
With respect to various views on that subject, it may require further research to comment

on whether some strategies such as downsizing work in the context of AA and the results
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of the corporatization of a social enterprise based totally on volunteer work can be
examined in further studies. Although there are various examples for charities (Maier et
al., 2014; Padanyi and Ganier, 2004; McDermont, 2007; Graddy and Morgan, 2006;
Aiken and Bode, 2009), the concept of corporatization can be examined in the context of
a social enterprise whose operations are all based on volunteer work of its enthusiasts.

Secondly, researchers like Cova and Dalli (2009) and Arnould (2007) argued whether the
consumer’s involvement in brand value creation can be abusive or supportive. While
Cova and Dalli (2009) found consumer involvement exploitative, Arnould (2007)
underlined its improving aspect for the volunteers. So, in further research, the use of brand
volunteers by a social enterprise can be studied. During the interviews, | was told that not
only AA but also some associations like AKUT operate only with the contributions of
volunteers. In further research, a social enterprise or a charity whose operations are based

on only volunteer work can be studied within that perspective.

5.4. Conclusion

The main purpose of the study was to analyze AA’s value co-creating practices with its
stakeholders. As the study was based on qualitative research design, the ethnographic
study was supported by the conduct of interviews. As a result of data collection and its
analysis, there occurred two main themes as follows: the hybrid nature of the AA

community and its ability to co-create differing types of values.

The analysis of the collected data showed that AA is a hybrid community with many

stakeholders and a social enterprise with an innovative way of fundraising and income-
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generating mechanism. As its mechanism provides its stakeholder's freedom to share their

ideas to improve the whole system, multiple types of value can be co-created.

When the interaction of different value notions is analyzed, it can be seen that the value
co-creation process includes both dyadic and multiparty interactions. It can be stated that
value co-creation takes place between multiple actors. Although 9 main practices of AA
are analyzed in the present study, the interactions are dynamic and ready to be improved.
Donors, charity runners and NGOs participate in the value creation process from very
beginning thanks to the structure of the organization. Their participation paves the way

for emerging of different types of values.

Since only 33 participants were able to share their emotions and thoughts about the
organization and its practices, it is not convenient to generalize the results of the
ethnographic research and the interviews to the organization’s whole population.
However, some important lessons can be taken as the key actors of the community were
already included in this research. With respect to this, it can be concluded that AA’s
stakeholders are content with its principles and its performance as it operates with the
spirit of professionalism. On the other hand, some of the interviewees in the categories of
the executives and the charity representatives are concerned about the size of the platform.
So, AA may need to take managerial decisions in the future to govern its fundraising

activities with success.

In conclusion, AA as a social enterprise operates thanks to the contributions of multiple
stakeholders and its hybrid nature provides its customers with a platform where
production and consumption take place simultaneously. Although the organization is
constructed on its volunteers’ performance, it is a great example of a social enterprise that

is built on the principles of marketing. So, amateurship of its volunteers and the
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organization’s aim of charitable giving do not prevent the organization from being

professional and adopting the understanding of marketing.
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A. INTERVIEW GUIDE

Firstly, thank you very much for accepting to have an interview within the scope of my
thesis project. | try to conceptualize the context of AA and understand how value is co-
created in AA and its stakeholders. All of the interview questions will be related to my
thesis subject. Please do not hesitate to stop the conversation whenever you want and let
me know if you want to keep the provided information confidential.

Interview Questions for the Administrative Staff

1. Can you tell us how you joined AA? How did you start working for the
organization? What is your current position in the organization and how did you
obtain this position? What are your responsibilities within the organization?

2. Do you have any role models that inspire you in what you do?

Social Entrepreneurship

1. Have you experienced a significant incident or a negative life experience which
influenced your decision to be a social entrepreneur? If yes, what type of incident

it was? What are three main characteristics social entrepreneurs must-have?

2. What are the most significant obstacles to the social change you aspire to create?

3. As AA, have you ever made a contribution to any legislative or regulatory change

regarding non-governmental organizations or social entrepreneurship in Turkey?

111



If yes, what is it? Is there any legislative change that has not been implemented,

yet expected to be implemented in the near future?

Questions About the Organization

1. What is the number of administrative staff in the organization?

2. How would you describe the organization? What is the main field of activity? Is

AA a charity organization or a social enterprise?

3. What are the main sources of finance? Do you have any sponsors?

4. Why do donors choose to donate through AA? Why should donors choose to

directly donate to AA rather than making a donation to an NGO?

5. How does the decision-making process work? How does the members' opinion

affect the decision-making process?

Marketing Questions

1. Does your organization have a plan to promote the organization itself and increase

the number of donors?

2. What makes the service provided by AA special? What makes it different from

other social enterprises or charity runnings?
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3. Do you receive any support from specific persons, organizations or institutions

(celebrities, etc.) for promotion and fundraising?

4. Do you have sufficient resources to carry out these activities? (human resource,

financial resources, time, etc.) If not, how should it be?

5. Which organizations might be described as alternatives to AA?

6. Can you tell us about the charity running? How can it be improved? Did you
receive any feedback from your donors and charity runners? If you did, what was

the outcome?

7. How are decisions concerning promotional activities and fundraising events

made? How does the members' opinion affect the decision-making process?

8. How does AA reach voluntary runners and donors? Do you experience any
difficulty in finding runners and donors? How would you define the runner and

donor profile?

9. Do they cooperate with any other organization or company?

10. Is there any specific target group for AA?

11. How would you describe the perception or image AA wants to achieve?
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Branding Questions

1. Do you think the organization has any problems regarding awareness/visibility?

If yes, do you have any plans to cope with it?

2. What efforts does AA make in terms of improving reliability?

3. Is AA abrand?

Brand Group Questions

1. Do you organize any events to celebrate important days such as the foundation of

the organization etc.? Are there any special events associated with AA?

2. Is there any tradition or ritual AA members follow?

3. What are the responsibilities of the members towards one another? How do you

solve the problems or issues within the organization?

4. What do you think AA can do to promote its members’ loyalty?

5. Have you ever considered designing more products bearing AA brand to promote
their loyalty to AA?
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Stakeholder Questions

1. Can you list your shareholders? (Donors, staff, runners, governmental
organizations, media, competitors, etc.) Can you describe their roles respectively?

Can you classify them as direct and indirect stakeholders?

2. Can you rank the stakeholders according to the value they hold for the

organization? How do you prefer a stakeholder to another?

3. What could each stakeholder expect from the organization? Can you describe it?

4. Considering your description above, do you think the organization meets these
expectations? (At this point please consider certain factors including profitability,
brand loyalty, synergy, political influence, and brand awareness.)

5. What is important to you in the relationship with each and every stakeholder?

6. How could you evaluate your relationship with each stakeholder? Are you
dependent on the stakeholders? Would you consider stakeholders or the
stakeholder group as a driving force behind the organization? What about
secondary stakeholders thought to have an indirect effect over the organization?

(present, undisclosed or critical)

7. How can the value in each relationship be improved?

8. Can you describe your methods of communication with your stakeholders? Which
stakeholders do you communicate directly? For which stakeholders, do you

allocate resources to communicate?
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9. Can you describe your public relations activities? How much of your budget is

allocated to such activities?

Interview Questions for Charity Runners

Questions About Charity and Donation

1. How did you hear about the organization? How did you develop an interest in

running and charity runnings?

2. How would you describe the role of running in your daily life? How often and

with whom do you run?

3. What does AA mean to you?

4. Can you share your experience in AA?

5. Why did you prefer AA? What do you think about the mission of AA?

6. Would you consider joining other charity runnings in the future? Would you
recommend other people to live this experience? Is there anyone you would
particularly like to share it?

7. Had you ever volunteered for any other charity events before you took a part in

charity runnings?

8. What are the benefits of joining charity runnings? Why do you take part in charity

runnings?
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Social Enterprise Question

1. What makes AA different compared to other social enterprises?

Marketing Questions

1. What do you think about the works carried out by AA to promote the organization,
its visibility and to increase donations? In this context, do you have any

suggestions for AA?

2. Do you think AA has any specific target groups?

3. Do you think there is any other alternative organization to AA? For which

organization, would you take part in charity runnings, if not for AA?

Brand Group Questions

1. Do you know the story and organizational history of AA?

2. s there any tradition or ritual AA runners follow?

3. Can you tell us about the events organized by AA? Can you detail both charity
runnings and other events? What are your favorite events and what is the most
recent event you took part in? What is the importance of these events for you?
How often do you participate in such events? Can you describe your interaction

with other charity runners within the organization?
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4. How do people approach to new runners in the group?

5. How do you solve the problems or issues in the group? How important is it for

you to be able to solve the problem of a member within AA?

6. How should the ideal relationship between runners be? How active is it? How

sincere is it?

Questions About the Organization

1. How are decisions concerning AA made?

2. What roles have you taken in the organization so far? How do you distribute the

tasks in the group?

3. What do you think should be done for you to continue your contributions to AA?
What can be done to improve the relationship between AA and the runners? What

do you expect from the organization?

4. To what extent does the organization meet your expectations?

Stakeholder Questions

1. Which stakeholder do you think is the most influential one in the organization?

Why?

2. To what extent do you think the organization depends on you?
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3. How does the organization contact you?

Branding Question

1. Do you think that AA is a brand?

Interview Questions for Donors

Questions About Charity and Donation

1. What do you think about charity and donation?

2. Why did you prefer AA?

3. What do you think about the mission and activities of AA?

4. What does AA mean to you?

Questions About the Organization

1. How does the organization contact you?

2. What do you expect from the organization? Has AA asked your opinion about the

process as a donor? If yes, how? And were informed of the outcome?

3. To what extent does the organization meet your expectations?
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Social Enterprise Question

1. Is AA asocial enterprise?

2. If yes, what makes AA different compared to other social enterprises?

Marketing Questions

1. How does AA promote itself and improve its reliability and visibility?

2. How does AA reach its donors?

3. Inthis context, do you have any suggestions for AA?

4. Do you think AA has any specific target groups?

5. Do you think there is any other alternative organization to AA? For which
organization, would you take part in charity runnings, if not for AA?

6. Would you consider joining a charity running for AA in the future? What would

be the benefits of joining charity runnings if you participated in them?

Stakeholder Questions

1. To what extent do you think the organization depends on you?

2. Which stakeholder group do you think the organization is most dependent on?
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Branding Question

1. Do you think that AA is a brand?

Questions for NGOs

Questions About the Organization

1. What is your position in the organization? Can you tell us how you joined the

organization?

2. What is the number of administrative staff in the organization?

3. How does the decision-making process work? How does the members' opinion

affect the decision-making process?

4. Have you ever made a contribution to any legislative or regulatory change

regarding non-governmental organizations in Turkey?

Marketing Questions

1. Does your organization have a plan to promote the organization itself and increase

the number of donors?

2. Do you have sufficient resources to carry out these activities? (human resource,

financial resources, time, etc.) If not, how should it be?
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3. Do you receive any support from specific persons, organizations or institutions

(celebrities, etc.) for promotion and fundraising?

4. s there any specific target group for your organization?

5. Does the organization cooperate with any other organization or company?

6. How does the organization reach its donors?

Branding Questions

1. Do you think the organization has any problems regarding awareness/visibility?

If yes, do you have any plans to cope with it?

2. What efforts does the organization make in terms of improving reliability?

3. Isthe organization a brand?

Questions About AA

1. Can you tell us about the process of organizing charity runnings with AA?

2. Can you tell us about the reasons why you joined the platform "AA Running for
Charity?"

3. What has changed since you started to work with AA?
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Do you have a specialist responsible for the relations with AA? If yes, what are

the advantages?

. What do you expect from AA? To what extent does AA meet your expectations?

. What does AA expect from you? Do you think you can meet these expectations?

. What suggestions can you make to improve your communication with AA?
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B. TURKCE GORUSME FORMU

Tezim kapsaminda miilakatima katilmay1 kabul ettiginiz i¢in Oncelikle tesekkiir
ediyorum. Ben aragtirmamda AA’1n baglamini1 kavramsallagtirmaya ve AA ile paydaslari
arasinda birlikte deger yaratimin nasil geceklestigini anlamaya ¢alistyorum. Sorularimin
hepsi bu amaca yonelik olacaktir. Goriismeyi istediginiz zaman sonlandirmaktan liitfen

¢cekinmeyin ve sundugunuz bilginin gizli kalmasini istediginiz takdirde beni bilgilendirin.

Yoneticilere Sorulan Miilakat Sorular:

1. Bana AA’daki hikayenizi anlatabilir misiniz? Nasil basladimz? Orgiitteki su anki

konumunuz nedir ve bu konuma nasil geldiniz? Orgiitte nelerle yiikiimliisiiniiz?

2. Yapmakta oldugunuz iste size ilham veren bir rol modeli var m1?

Sosyal Girisimcilik

1. Sosyal girisimci olma kararinizi etkileyen dnemli bir olay veya olumsuz bir yasam
deneyiminiz oldu mu? Olduysa nasil bir deneyimdi? Sizce bir sosyal girisimcinin

tagimasi gereken en onemli ti¢ 6zellik nedir?

2. Saglamaya calistiginiz sosyal degisimin oniindeki en biiyiik engeller nelerdir?

3. AA olarak Tirkiye’de sosyal girisimcilik ya da STK’ler ile ilgili herhangi bir
yasa, yonetmelik degisimi yasanmasina katki sagladiniz m1? Sagladiysaniz bunlar

nelerdir? Heniliz gergeklesmeyen ancak yakin zamanda gergeklesmesini

beklediginiz bir mevzuat degisikligi bulunuyor mu?
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Orgiit Sorular

1. Orgiitiin ydénetimdeki ¢alisan kisi sayis1 nedir?

2. Orgiitiiniizii nasil tanimlarsiniz? Calistigmiz orgiitiin faaliyet alan1 nedir? AA bir

yardim kurulusumu mu yoksa sosyal girisim midir?
3. Orgiitiiniiziin finansal kaynag1 nedir? Sponsorunuz bulunuyor mu?

4. Dondrler neden AA organizasyonu vasitasiyla bagista bulunmalidir? Dondrler

dogrudan bir STK’ya bagis yapmaktansa neden AA’a bagista bulunmalidir?

5. Orgiitle ilgili her tiirlii karar nasil almiyor? Orgiit iiyelerinin diisiinceleri drgiitle

ilgili kararlar alinirken ne kadar etkili oluyor?

Pazarlama Sorularn

1. Orgiitiiniiziin kendisini tanitmak ve bagislarini arttirmak igin bir plan1 bulunuyor

mu?

2. AA’1n sundugu hizmeti 6zel kilan nedir? Diger sosyal girisimlerden ya da bagis

kosularindan farki nedir?

3. Kendinizi tanitmak ve fon artirmak i¢in destek aldiginiz bir kisi, kurum ya da

kurulus var m1? (Unlii kisi vs.)

4. Bu aktiviteleri yerine getirmek igin yeterli kaynagimz var mi1? (Insan, finansal

kaynak, zaman vs.) Eger yoksa bu nasil olmalidir?
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o

Hangi olusumlart AA’1n alternatifi olarak tanimlayabilirsiniz?

1S

Bagis kosusu siirecini anlatir misiniz? Bu siirecin iyilestirilebilmesi i¢in neler
yapilabilir? Hem bagiscilardan hem de goniillii kosuculardan geri bildirim aldiniz

mi1? Uyguladiysaniz ne gibi sonuglar aldiniz?

7. Kendinizi tanitmak ve bagislar1 artirmak i¢in gergeklestirdiginiz faaliyetleriniz ile
ilgili her tiirlii karar nasil alimyor? Orgiit iiyelerinin diisiinceleri bu kararlar

alinirken ne kadar etkili oluyor?

o

AA goniillii kosuculara ve bagisegilara nasil ulasiyor? Bagis kosucusu ve bagisct

bulmada sikint1 ¢ekiyor musunuz? Kosucu ve bagisct profiliniz nedir?

9. Herhangi bir bagka orgiit veya firma ile ortak ¢alisiyor mu?

10. AA’mn hedef kitlesi bulunuyor mu?

11. AA bagisgilari ve kosucular tarafindan nasil algilanmay1 hedefliyor?

Marka Sorulari

1. Orgiitiiniiziin bilinilirlik/gériiniirliik problemi oldugunu diisiiniiyor musunuz? Var
oldugunu diislinliyorsaniz bunun {istesinden gelmek icin planlariniz bulunuyor

mu?

2. AA giivenilir olmak i¢in neler yapryor?

3. AA bir marka midir?
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Marka Grubu Sorular

1. Orgiitiin tarihi ya da 6zel giinlerini kutladigimz etkinlikleriniz var m1? AA ile

0zdeslesen etkinlikleriniz bulunuyor mu?
2. AA iiyelerinin gelenekleri bulunuyor mu?

3. Orgiit iiyelerinin birbirlerine kars1 sorumluluklar1 nelerdir? Orgiitte sorunlar nasil

¢Oziimlenir?
4. Sizce AA, goniilliilerinin rglite daha sadik olabilmeleri i¢in neler yapmalidir?

5. Gonilliilerin AA’a olan bagliligini arttirabilmek icin lizerinde AA markasini

tagtyan daha ¢ok {iriin tasarlamay1 diigiindiiniiz mii?

Paydas Sorular1

1. Faaliyetlerinize devam ettirmek i¢in paydaslarinizi sayabilir misiniz? (Bagis¢ilar,
calisanlar, kosucular, devlet, medya, rakipler vb.) Her birinin organizasyon i¢in
roliinii tanimlayabilir misiniz? Bu paydaslar1 organizasyonu dogrudan ve dolayl

olarak etkileyen paydaslar olarak siniflandirabilir misiniz?

2. Her bir paydasin organizasyon igin sahip oldugu degere gore paydaslari

siralayabilir misiniz? Bir paydasi digerine tercih etmede sebebiniz nedir?

3. Her bir paydasin organizasyondan beklentisi ne olacaktir? Tanimlayabilir

misiniz?
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4. Yukaridaki tanimlariniza gore organizasyonunuz sizce kendisinden bekleneni ne
kadar karsilayabiliyor? (Burada karlilik, marka bagliligi, sinetji, politik etkiler ve

marka bilinilirligi gibi faktorler géz 6nlinde bulundurulacak)
5. Her bir paydasla olan iliskinizde 6nemli olan nedir?

6. Her bir paydasla olan iligkinizin degeri nasil 6l¢tilebilir? Paydasa bagimli misiniz?
Paydas ya da paydas grubu organizasyon iizerinde bir itici giicii bulunuyor mu?
Organizasyon iizerinde dolayli etkisi oldugu diisliniilen ikincil paydaslarin

durumu nedir? (mevcut, gizli ya da kritik)

7. Her bir iliskinizdeki deger nasil gelistirilebilir?

8. Paydaslarinizla olan iletisim yolunuzu tanimlayabilir misiniz? Direkt iletisime
gectiginiz paydaslarimz hangisi? iletisime gecebilmek icin kaynak ayirdiginiz

paydaslariniz hangisidir?

9. Halka iligkiler ile ilgili ¢alismalarinizi anlatabilir misiniz? Buna ne kadar biitce

ayirtyorsunuz?

Bagis Kosucularina Sorulan Miilakat Sorularn

Yardimseverlik ve Bagis Sorulari

1. Organizasyondan nasil haberdar oldunuz? Kosuya ve daha bagis i¢in kosuya

ilginiz nasil bagladi?
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2. Ginliik hayatinizda kosu nasil bir yer tutuyor? Hangi siklikta kimle nerede

yapiyorsunuz?

3. Sizin i¢in AA ne anlam ifade ediyor?

4. AA’daki deneyimlerinizi anlatabilir misiniz?

5. AA’1neden tercih ettiniz? AA’in amaci hakkinda ne diigiiniyorsunuz?

6. lleride yine goniillii kosuculuk yapmak ister misiniz? Bu deneyimi bir bagkasina

onerir misiniz? Ozellikle 6nermek isteyeceginiz biri var m1?

7. Goniilli kosucu olmadan o©nce yardimseverlik aktivitelerinde bulunmus

muydunuz?

8. Bagis kosusu yaptiginizda elde ettiginiz fayda nedir? Neden bagis kosusu

yapiyorsunuz?

Sosyal Girisim Sorusu

1. AA’m diger sosyal girisimlerden farki nedir?

Pazarlama Sorular

1. AA’mm tamitimi, goriiniirliigli, sivil toplum Orgiitleri toplanan bagis miktarini
arttirmak icin yaptig1 ¢alismalart nasil buluyorsunuz? AA’a bu kapsamda

Onerileriniz var mi1?

129



2. Sizce AA’1n 6zel olarak hitap ettigi bir grup var mi1?

3. Sizce AA’1n bir alternatifi bulunuyor mu? AA olmasa baska hangi olusum icin

yardim kosusu yapardiniz?

Marka Grubu Sorulari

1. AA’m tarihi gelisimi veya hikayesini biliyor musunuz?

2. AA kosucularinin gelenekleri bulunuyor mu?

3. AA’m etkinliklerinden bahseder misiniz? Hem kosu etkinlikleri hem de kosu
disindaki etkinlikler hakkina detayl bilgi verir misiniz? En ¢ok sevdiginiz ve en
son katildiginiz etkinlikler nelerdir? Bu etkinliklerin sizin i¢in 6nemi nedir? Bu
etkinliklere ne kadar ne siklikta katiliyorsunuz? Bu etkinlikteki diger kosucularla

olan etkilesiminiz nasildir?

4. Gruba yeni gelen bir bagis kosucusuna yaklasim nasildir?

5. Grup i¢inde sorunlar nasil ¢oziiliir? Grup iiyesinin AA ile ilgili bir problemini
¢Ozebilmek sizin i¢in ne kadar 6nemlidir?
6. Goniillii kosucular arasindaki iliskiler nasildir? Iliskiler ne kadar aktiftir?

Samimiyet derecesi nedir?
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Orgiit Sorular

1. AA ileilgili kararlar nasil aliniyor?

2. Organizasyonda su ana kadar hangi rolleri aldiniz? Grup i¢inde gorev dagilimi

nasildir?

3. AA organizasyona olan katkinizin devam etmesi i¢in sizce neler yapmalidir? AA
ve goniillii kosucular arasindaki iliski nasil gelistirilebilir? Organizasyondan

beklentileriniz nelerdir?

4. Organizasyon beklentilerin ne kadarini karsiliyor?

Paydas Sorulart

1. Sizce organizasyon lizerinde en ¢ok etkiye sahip paydas hangisidir? Neden?

2. Sizce organizasyon size ne kadar bagimlidir?

3. Organizasyon sizinle nasil iletisime geciyor?

Marka Sorusu

1. Sizce AA bir marka midir?
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Bagiscilara Sorulan Miilakat Sorular

Yardimseverlik ve Bagis Sorulari

1. Yardimseverlik ve bagis hakkinda goriisleriniz nelerdir?

2. AA’1tercih etme sebebiniz nedir?

3. AA’1n faaliyetleri ve amaci hakkinda ne diigiiniiyorsunuz?

4. Sizin i¢in AA ne anlam ifade ediyor?

Orgiit Sorulart

1. Organizasyon sizinle nasil iletisime gegiyor?

2. Organizasyondan beklentileriniz nelerdir? AA bir bagisc1 olarak siirecle ilgili

goriislerinizi aldi m1? Aldiysa nasil ve sonuglarindan haberdar oldunuz mu?

3. Organizasyon beklentilerinizin ne kadarin karsiliyor?

Sosyal Girisim Sorular1

1. AA bir sosyal girisim midir?

2. Eger bir sosyal girisim ise AA’1n diger sosyal girisimlerden farki nedir?
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Pazarlama Sorularn

1. AA tamitimini, giivenilirligini, gériiniirliigiinii nasil sagliyor?

2. AA bagiscilarina nasil ulastyor?

3. AA’abu kapsamda 6nerileriniz bulunuyor mu?

4. Sizce AA’ 1 6zel olarak hitap ettigi bir grup bulunuyor mu?

5. Sizce AA’m herhangi bir alternatifi bulunuyor mu? AA olmasa baska hangi

olusum i¢in yardim kosusu yapardiniz?

6. Siz de ileride AA icin yardim kosusu yapmak ister misiniz? Bagis kosusu

yaparsaniz elde edeceginiz fayda ne olacaktir?

Paydas Sorular

1. Sizce olusum size ne kadar bagimlidir?

2. Sizce olusumun en ¢ok bagimli oldugu paydas grubu hangisidir?

Marka Sorusu

1. Sizce AA bir marka midir?
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STK’lere Sorulan Sorular

Orgiit Sorular1

1. Orgiitteki konumunuz nedir? Orgiitteki hikayenizi anlatabilir misiniz?
2. Orgiitiin yonetimdeki calisan kisi say1s1 nedir?

3. Orgiitle ilgili her tiirlii karar nasil almiyor? Orgiit {iyelerinin diisiinceleri drgiitle

ilgili kararlar alinirken ne kadar etkili oluyor?

4. Tirkiye’de sivil toplum kuruluglari ile ilgili herhangi bir yasa, yonetmelik

degisimi yasanmasina katki sagladiniz m1?

Pazarlama Sorularn

1. Orgiitiiniiziin kendisini tanitmak ve bagislarin1 arttirmak icin bir plan1 bulunuyor

mu?

2. Bu aktiviteleri yerine getirmek icin yeterli kaynaginiz var mi? (insan, finansal

kaynak, zaman vs.) Eger yoksa bu nasil olmalidir?

3. Kendinizi tanitmak ve fon artirmak i¢in destek aldiginiz bir kisi, kurum ya da

kurulus var m1? (Unlii kisi vs.)

4. Orgiitiiniiziin bir hedef kitlesi bulunuyor mu?
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5. Orgiitiiniiz herhangi bir bagka orgiit veya firma ile ortak calistyor mu?

6. Orgiitiiniiz bagiscilara nasil ulastyor?

Marka Sorulari

1. Orgiitiiniiziin bilinilirlik/goériiniirliik problemi oldugunu diisiiniiyor musunuz? Var
oldugunu diisliniiyorsaniz bunun iistesinden gelmek icin planlariniz bulunuyor

mu?

2. Orgiitiiniiz giivenilir olmak igin neler yapryor?

3. Orgiitiiniiz bir marka midir?

AA ile ilgili sorular

1. AA ile bagis kosusu yapma siirecini anlatabilir misiniz?

2. AA lyilik Pesinde Kos Platformu’na basvurma nedenleriniz nelerdir?

3. AA ile ¢alismaya basladiginizdan beri neler degisti?

4. AA ile iligkilerden sorumlu bir uzmaniniz bulunuyor mu? Bulunuyorsa faydalar

nelerdir?

5. AA’dan beklentiniz nelerdir? AA Beklentilerinizi ne kadar karsiliyor?
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6. AA’m sizden beklentisi nedir? Siz beklentileri karsilayabildiginizi diisiiniiyor

musunuz?

7. AA ile iletisiminizin daha 1yi olmasi i¢in neler onerebilirsiniz?
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D. TURKISH SUMMARY/TURKCE OZET

“Maraton kogmanin zor oldugunu mu diisiiniiyorsun? Kemoterapiyi dene!”

Bir maraton reklamina ait bu ifadeyi otobiis duraginda beklerken goren Itir Erhart’in
hayati1 o glinden sonra sonsuza kadar degisir. Erhart Amerika’daki ilk yardimseverlik
kosusundan sonra yardimseverlik kosusunu daha farkli ve kapsamli bir sekilde
Tiirkiye’ye tasimaya karar verir. Arkadaglarinin Onerisi ile daha 6nce bireysel olarak
yardimseverlik kosusunu gergeklestirmis olan Renay Onur ile tamisan Itir Erhat,
yardimseverlik kosusunun daha genis kitleler tarafindan benimsenmesi gerektigini
diistinmektedir. Kurucular Tiirkiye’de bireysel bagiscilar ile sivil toplum oOrgiitleri
arasinda devam eden giivensizligin farkina varir ve bu iki taraf arasindaki boslugun
kurulacak koprii ile kapatilmasi gerektigine karar verir. Bunun sonucunda, kuruculara ve
kurucularin edindikleri misyona inanan goniilliiler kosu, yiizme ve bisiklete binme gibi
fiziksel dayaniklilik gerektiren sporlar vasitasiyla fon arttirmak {izere birgok sivil toplum
orgiitlinii biinyesinde bulunduran bir sosyal girisimi kurmaya karar verir. Baglangicta cati
olarak goriilebilecek bu girisimde az sayida sivil toplum kurulusu olsa da, zamanla
platformdaki orgiit sayist artmistir ve Adim Adim’in ilkeleri dogrultusunda da artmaya
devam etmektedir. AA sivil toplum 6rgiitlerini adeta bir dernek navigatorii islevi gorerek
faaliyet gosteren Agik Acik Dernegi vasitasiyla finansal tablolarini paylagsmaya davet
etmektedir. Mevcut durumda, Istanbul, Ankara, Bursa, Antalya ve Izmir olmak iizere 5 il
olusumu bulunmaktadir. Kurucular olusumun ilk yillarinda kendilerine sponsor bulmakta
sikint1 ¢cekerken, olusum giiniimiizde sponsorlar arasindan kendi ¢izgisine en uygun olani
alternatifler arasindan tercih edebilen bir konuma gelmistir. 11 yilda yaklasik 450.000
bagisct ile neredeyse 50.000.000%’ye ulagmay1 bagaran organizasyonun ortaya koymaya

calistig1 deger aslinda rakamlardan ¢ok daha fazlasini teskil etmektedir.
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Bu c¢alismada organizasyonu olusturan sivil toplum orgiitleri arasinda ortak deger
yaratiminin nasil gergeklestigi arastirilmaktadir. Calismanin arastirma sorusu bireylerin
deneyimlerine, anlam yaratimlarina, anilarina ya da olaylarina bakis acilarina
dayandigindan (Hammarberg et al., 2016), calismada niteliksel aragtirma yontemi
benimsenmistir. Oncelikle, Ankara’daki kosu topluluklarina iiye oldugumdan hem AA
hem de diger kosu topluluklarin1 yakindan gozlemleme ve ayn1 zamanda bu topluluklarin
faaliyetlerine katilma imkanim oldu. Bunun yani sira AA’nin dort ana paydasi ile
miilakatlar gerceklestirdim. Son olarak da, yardimseverlik kosucularimin tiiketirken

tiretim siirecini destekleyici gorsellere ¢alismada yer verdim.

Calismanin bulgular1 iki ana baslik altinda ele alimmistir: AA’in  baglaminin
kavramsallastirilmasi ve organizasyon ile organizasyonun i¢ ve dis paydaslar1 arasindaki
deger yaratimi. Oncelikle, yapilan arastirmada miilakata katilanlarin ve gozlemlenen
bireylerin AA’y1 tanimlamakta zorlandiklar1 goriilmiistiir. Hem bagiscilar hem kendini
AA’ya rakip goren diger kosu topluluklart AA’y1 ya sadece bir kosu toplulugu olarak
gormekte ya da sadece bir sivil toplumu 0Orgiitii olarak kabul etmektedir. Bu tanimin net
bir sekilde yapilmasi ile hedef kitlenin zihnindeki kafa karigikliginin giderilecegi
diistiniilmektedir. Kavramsallastirma siirecinde ilk ele alman konu AA’mn sosyal
girisimcilik 6zellikleridir. Buna ek olarak, AA’m lretirken tiiketen bir topluluk 6zelligini
tastyp tagimadigi da incelenmistir. Bu tanim ilk kez Toffler tarafindan ele alinmistir
(Toffler, 1980). Analizin ikinci boliimiinde ise kavramsallastirilan bu topluluk
igerisindeki degerlerin ortak yaratimi detayli bir sekilde basliklar altinda incelenmistir.
Deger yaratimlart icin Karababa ve Kjeldgaard’in (2013) makalesi ¢alismaya yol
gosterici olmugstur. Yazarlarin aragtirmasinda yer verdikleri deger tipleri AA baglaminda

detayl1 bir sekilde incelenmistir.
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Calismanin sonug¢ boliimiinde ise arastirmanin sinirliliklarina deginilmis ve sosyal
girisimcilere birtakim &nerilerde bulunulmustur. Oneriler AA gibi sosyal girisim 6zelligi

olan ve birden fazla paydasi olan organizyonlar i¢in yol gosterici olacaktir.

1. Aragtirma Sorusu

Bu ¢aligma hibrid yapidaki bir sosyal girisimin toplumda biiytik ¢apli bir sosyal degisimi
amaglarken paydaglariyla nasil ortak deger yaratimi siireci igine girdigini anlamayi1

amaglamistir. Bu amagla sorulan arastirma sorusuna asagida yer verilmektedir.

-Bir sosyal fenonmen olan AAve paydaslar1 arasindaki degerler ne sekilde birlikte

yaratilmaktadir?

Arastirma sorusunu destekleyen alt sorular ise asagida yer almaktadir.

-AA’nin baglami ne sekilde kavramsallastirilabilir?

-AA bir sosyal girisim olarak tanimlanabilir mi?

-AAkosucular1 bir yardimseverlik kampanyas: baslattiklarinda tiiketirken {retim

stirecinde bulunurlar mi?

2. Calismanin Onemi

Sosyal girisimcilik Tiirkiye’de gelisen bir kavramdir ve bu alandaki g¢alismalara

bakildiginda, bu konudaki arastirmalarin gelisime agik oldugu goriilmektedir. Tiirkiye’ye
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6zgii calismalarin biiyiik ¢ogunlugunun Ugiincii Sektor Vakfi (TUSEV, 2006) tarafindan
yayinlandig1 ve ilgili raporlarin bir durum tespiti yapmanin Otesine gegmedigi
sOylenebilmektedir. Aynm1 zamanda British Council’in 2019 yili Temmuz ayinda
ODTU’niin de dahil oldugu bazi iiniversiteler ve uluslararasi arenada faaliyet gosteren
kuruluslarla gerceklestirmis oldugu ve Tiirkiye’deki sosyal girisimlerin durumunu ortaya
koyan raporda sosyal girisimin tanimi lizerinde duruldugu goériilmektedir. Dolayisiyla,
Tirkiye’de bir inceleme alami olarak sosyal girisimcilige olan ilgi giderek artis

gostermektedir.

Bu calismanin bir diger kayda deger bdliimii organizasyonun paydas rollerinin net bir
sekilde ortaya konmasidir. AA kosuculart tiiketirken {iiretebilen bir topluluk olarak
tanimlanmistir. Yardimseverlik kosular1 kosularin1 gerceklestirirken kosucular AA’nin
iriinlerini tiiketmekte, bununla birlikte kampanyalarin1 yaratirken kendi igeriklerini
yaratmaktadirlar. Diger yandan donorler de Agik A¢ik Dernegi’nin sundugu hizmetten
faydalandigindan bir tiiketici olarak goriilebilmektedir. Sonug¢ olarak, AA’nin iginde
birden ¢ok tiiketiciyi barindiran oldukga hibrid bir yapiya sahip bir sosyal girisim oldugu

sOylenebilmektedir.

Son olarak, bu ¢alismada tiim sosyal girisiciler i¢in genellestirilebilecek birtakim oneriler
sunulmaktadir. Bu Oneriler ¢ok tarafli paydasa sahip organizasyonlar, 6zellikle AA’nin

yapist ile benzerlik gdsteren sosyal girisimler icin yol gosterici olacaktir.

3. Y oOntem

Niteliksel arastirma yontemi, esine kolay rastlanilmayan bir durumda bulunan kisilerin

deneyimlerine dayanan bir fenomen agiklanmak istendiginde basvurulacak uygun bir
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yontemdir (Stake, 2010). AA goniilliilerinin deger yaratimindaki gorevlerini anlama

amaci tasindigindan, bu ¢alismada da niteliksel ¢alisma metodu benimsenmistir.

Gozlem, miilakatlar c¢alismada faydalanilan niteliksel arastirma yonetmlerinden
bazilaridir (Stake, 2010). Ayn1 zamanda, yardimseverlik kosucularinin iiretirken tiiketim
icinde bulunma siireclerini ortaya koymak amaciyla da, gorsel metaryallerden ve ikincil
kaynaklardan faydalanilmistir. Ikincil kaynak olarak, 2018 yilinda hazirlanan Adim Adim

Faaliyet Raporu (2018) da tez yazim siirecinde oldukca yol gosterici olmustur.

Agafonoff’un (2006) da dedigi gibi, niteliksel arastirma bir olusumun dinamiklerini o
olusumun buldugu baglam ile iliskilendirmeye yarar saglar. Bir amator kosucu olarak
hem Ankara Kosuyor hem de AA Ankara’nin bir iiyesiyim. Iki kosu topluluguna da 2018
yilinin baslangicinda katilmistim. Dolayistyla bir y1l1 agkin siiredir topluluk dinamiklerini
yakindan takip edebilme ve bu sayede bu arastirmada etnofi calismasi yapma imkanim
oldu. Her ne kadar aragtirma konum olmasa da, iiyesi oldugum iki kosu toplulugunu
kiyaslayabildim. Ayn1 zamanda tezi tamamlamadan once, ilk yardimseverlikseverlik
kosumu gerceklestirdim. Bu sayede hem bu siireci daha iyi anlayacaktim hem de AA
goniilliilerine daha kolay ulasacaktim. Etnografi c¢alismasi kapsaminda katildigim
etkinlikler: Y1ilin ilk giinii yapilan kostiim kosusu, diger kosu gruplari ile ortaklasa yapilan
yardim kosusu ve yardimi, Runatolia Yar1t Maratonu’na iki kere katilim ve toplulukla
haftanin iki gilinli antreman. Bu siirecte elde ettigim bilgiler en cok AA’nin sosyal girisim

olarak kavramsallastirilmasi boliimiinde yarar saglamistir.

Bazi kosu gruplarinin birbirlerini rakip olarak gordiigii g6z onilinde bulunduruldugunda,
bu topluluklar arasinda birbirlerinin {iyelerini kayirma gibi faaliyetlere tanik olmak
miimkiin olabilecektir ¢iinkii bu aktivite marka topluluklarinda sik¢a karsilasilan bir

durumdur (Schau ve digerleri, 2011). Gozlemlerim sonucunda AA’ya ilk kez gelen
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potansiyel amator kosucularin bir boliimiiniin zamanla diger kosu topluluklarina gegis
yaptigin1 sdyleyebilirim. Ancak bu yazarlarin makalelerinde yer verdikleri iiye kayirma
faaliyeti sonucunda gerceklesmemistir. AA Orneginde, diger kosu topluluklarindaki
faaliyetler AA’ya katilmay1 diisiinen potansiyel amator kosucular i¢in daha cekici
gelebilecektir ancak diger kosu toplulugu kendini AA ile kardes topluluk olarak
gormektedir. Soyle ki, iki topluluk birlikte organizasyonlar diizenlemekte, topluluk
tiyeleri birbirlerinin aktivitelerine katilarak birbirlerine destek olmaktadirlar. Kosu
topluluklari arasindaki bu yakinlagma bir seneden uzun bir siire 6nce topluluga katildigim
zamanki siiregelen durumdan farklilik gostermektedir. Bugiin Ankara’daki birden fazla
kosu toplulugu hi¢ olmadig1 kadar samimi iligkiler icindedir. Bu durum da Cova ve Cova
(2002)’nin  makalesinde yer verdigi bag kuran degerlere Ornek olarak

gosterilebilmektedir.

Veri toplamanin ikinci agamasi olan miilakat yonteminde 4 farkli kategoride bireylere
sorular yoneltilmistir. Miilakat yontemi Oncelikle en etkili niteliksel veri toplama
yontemlerden biri oldugundan tercih edilmistir (Kvale ve Brinkmann, 2009).
Goniilliilerin AA’da tstlendigi gorevleri farklilik gosterdiginden, sorular belirlenen 4 ana
paydasa sorulmustur: Donorler, sivil toplum orgiitleri, yardimseverlik kosucular1 ve
yoneticiler. Miilakat siirecinde farkli kategorilerden toplamda 33 kisiyle goriisiilmiis,
goriismeler 27 saat siirmilg, goriismelerin yaziya dokiimii ise 101 sayfa tutmustur.
Miilakatlar siirecinde en kapsamli bilgi AA Istanbul ekibinden saglandigindan, etnografi
calisamasinin aksine miilakatlarin odak noktasini AA Istanbul géniilliileri olusturmustur.
Baglam sivil toplum oldugundan “rakip” gibi sozciikler soru setleri hazirlanirken
yumusatilmistir ve miilakat yapilacak sivil toplum orgiitleri tespit edilirken birtakim
kriterler belirlenmistir. Ornek olarak drgiitlerin faal oldugu siireye ve bilinirliligine dikkat
edilmistir. En basta, sivil toplum oOrgiitleri ile miilakat yapma planim yoktu ancak

organizasyonun Bilisim Kogu olan Ayta¢ Bey sivil toplum orgiitlerinin goriislerinin,
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AA’nm hizmetinden faydalanan taraf olarak mutlaka tezde yer almas1 gerektigi onerisi

tizerine dordiincii paydas olarak sivil toplum orgiitlerini miilakat listeme dahil ettim.

Veri toplama silirecinin son asamasinda ise niteliksel ¢alismanin kalitesini arttirmak
amaciyla bazi gorsel metaryaller de kullanilmistir (Creswell, 2013). Yardimseverlik
kosusunu yapan kosucular bu siirecte kampanyalarini tanitmak i¢in yogun bir tanitim
asamasina girdiklerinden, yaraticiligi once c¢ikan bazi kosucularin soysal medya

paylagimlarina tez kapsaminda yer verilmistir.

4. Bulgular

Bulgular iki ana baslik altinda incelenmistir. ilk baslikta, AA ve goniilliileri bir sosyal
girisim ve tretirken tiiketen bir topluluk olarak ele alinmistir. Sosyal girisimin taniminin
British Council’in 2019 yilinda yayimladig: raporda da net olmadigi ifade edilmis ancak
uygulanagelen birtakim kriterlere gore Tiirkiye’deki sosyal girisimler mercek alina
alimmustir. AA raporda sosyal girisim olarak tanimlanmasa da, A¢ik Acik Dernegi tiizel
kisiligi, gelir yaratma modeli ve yarattig1 sosyal fayda nedeniyle bir sosyal girisim olarak
gosterilmistir. Bu dogrultuda, A¢ik A¢ik Dernegi’nin Ashoka sosyal girisimcilik agi1 iiye
miilakat siirecinde AA’1n islerligini arttirmak i¢in kurulan bir dernek oldugu goz 6niinde
bulunduruldugunda, bu iki olusum bir biitiin olarak kabul edilmis ve basaril1 bir sosyal
girisim Ornegi olarak kabul edilmistir. AA tek basina, gelir yaratma modeline sahip
olmasma ragmen, toplanan baZisin tamamim sivil toplum orgiitlerine fon olarak
aktardigindan, kendi ¢alisanlar1 olan ve kar elde eden tipik bir sosyal girisim 6rnegi teskil
etmemektedir. Kendine ait bir tiizel kisiligi, banka hesabi bulunmamaktadir. Antreman
kiyafeti, ulasim, kalacak yer gibi birgok masrafini sponsorlar ve sosyal girisim aginda yer

alan diger girisimlerin goniilliiliik caligmalar1 aracilig ile siirdiirmektedir.
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[Ik bashigmn ikinci boliimiinde, AA bagis kosuculart yardimseverlik kosularini
gergeklestirirken herhangi bir maddi ¢ikar elde etmemelerine ragmen, AA yonetiminin
ve goniilliilerinin sundugu servisin tiiketicisi olarak kabul edilmistir. Bu noktada
“Uretirken tiikketim’ (Toffler,1980) kavramina yer vermek yerinde olacaktir. Firat ve
digerleri (1995)’ne gore, tiikketim ve iiretim siirecleri birbirinden ayrilamayan i¢ ige
geemis siireclerdir. Xie ve Bagozzi (2007) ise tretirken tiiketim siirecinin hem fiziksel
hem mental ¢aba gerektigini ifade etmistir. Bu yoniiyle AA kosucular1 kampanyalari
boyunca sosyal ¢evrelerini harekete gegirirken fiziksel ve mental efor sarf ettiklerinden
tiretirken tiiketen bir topluluk olarak kabul edilebilirler. Ayn1 zamanda Web.2.0’nin de
bir nevi “sosyal fabrika” olarak goriildiigii ¢aligmalar mevcuttur (Ritzer ve digerleri,
2012). Bu c¢alsmalara gore sosyal media platformlar1 {retirken tiiketimi
kolaylastirmaktadir. Bu gibi mecralar, tiiketicilerin kendilerini daha iyi ifade etmelerine
imkan saglamaktadir. AA kosuculart Orneginde de, her bir kosucunun kendi
kampanyasini, hangi sivil toplum orgiitii adina ne i¢in kostugunu cok farkli sekilde
anlattigi, yardimseverlik kosusu siirecini kendi uslubuyla c¢evresine aktardigi

goriilmiistiir.

Analizin ikinci boliimiinii 1se, AA ve paydaslar1 arasindaki ortak deger yaratimi siireci
olusturmaktadir. Ortak deger yaratimi dokuz ana baslik altinda incelenmis, bunlara ek
olarak bir diger baslikta da ortak deger yaratimini kisitlayabilecek hususlara yer
verilmistir. Ortaklasa yaratilan farkli tiirde degerler analiz edilirken Karababa ve
Kjeldgaard (2013)’ in ¢alismasi temel alinmustir. Ik olarak, ekonomik ortak deger
yaratimi bagis miktarin1 belirlerken gerceklesmektedir. AA bagis platformuna bagis
yapmak icin giris yapan bagis¢1, varsayimsal bir deger ile karsilagmaktadir. Bu deger yine
tiiketici konumunda bulunan bagiscinin algisina gore sekillenmektedir. Diger tarafatan,
AA kosucularinin tiiketirken {iretim aktivitesi iginde olduklart g6z Oniinde

bulundurularak, kosucularin bagis kampanya siiregleri ayn1 zamanda ortak deger yaratimi
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olarak da incelenmistir. Kosucular kampanyalari i¢in gegirdikleri tiim agamalar1 sosyal
medya hesaplarinda paylagsmakta ve sosyal ¢evreleri i¢in sosyal ortak deger yaratiminda
(Stevens ve digerleri, 2014) bulunmaktadirlar. Cevrelerini olusturan bireyler ya bagis
yaparak bilingli bir bireysel bagis¢1 olmaya ya da bir dahaki kampanyada yardimseverlik
kosusu yapmaya karar vermektedir. Sonug olarak, Tiirkiye’deki sivil toplum orgiitlerinin
faaliyetleri hakkinda toplum bilinglenmektedir. Ugiincii olarak, kimi AA kosuculart
bireysel hedefler koyarak AA  faaliyetlerinin  goriiniirliiliigiini  arttirmay1
amaglamaktadirlar. Baglattiklar1 siire¢ hem kendileri hem sivil toplum orgiitlerinin
temsilcileri tarafindan deneyimsel bir ortak deger yaratimina (Keng ve Ting, 2009)
olanak saglamaktadir. AA kosucular1 ve AA sivil toplum 6rgiitleri ortak bir hedef ugruna
farkli deneyimlerin bir pargasi olabilmektedir. Diger taraftan, AA tamitimlarinda
kullandig1 brosiirler, sosyal medya paylasimlari gibi igerikler i¢in birtakim kurallar tespit
etmistir. Bu kurallar zaman i¢inde sivil toplum oOrgiitleri ve AA arasinda ortaya ¢ikan
ihtiyaclar sonucunda sekillenmistir. Bahsi gecen kurallar, AA’nin hitap ettigi seyircinin
algisiin taraflar arasinda ortaklasa sekillendirilmesine imkan tanimaktadir. Ayrica,
organizasyonun faaliyetlerini devam ettirebilmesi i¢in hem sponsor ve organizatorlerin
destegine hem de goniilliillerin uzmanlik alanlarindaki goéniillii ¢aligmalarina ihtiyag
duymaktadir. Pro bono (Christensen,1981) olarak adlandirilan goniilliilik hizmeti
kapsaminda, goniilliller AA’nin profesyonel bir sekilde faaliyetlerini devam ettirebilmesi
icin organizasyona kendi gorilislerini ve katkilarmmi sunarlar. Bu paylasim topluluk
liyelerinin zamanla birbirine daha bagli hissetmesini saglar. Son bir ortak deger tiirii de
kimlik degerinin (Holt ve Thompson, 2004) ortaklasa yaratilmas: siirecinde karsimiza
cikmaktadir. AA’nin is birligi icinde bulundugu organizasyonlar ve AA’y1 destekleyecek
sponsorlarin se¢imi AA’nin seyircisinin kendisini AA ile bagdaslastirmasina da olanak

tanimaktadir.

146



5. Tartisma

Bu tezde literatiirdeki sivil toplum orgiitleri ile sosyal girisimlerin arasindaki farklara
atifta  bulunulmus (Dees,1998; Austin ve digerleri, 2006; Sen, 2007) ve AA
kavramsallastirilmaya ¢aligilmistir. Bu kapsamda TUSEV’in bugiine kadar yayimlamus
oldugu bireysel bagiscilik ve yardimseverligi konu aldig1 raporlar incelenmistir. TUSEV
(2016) raporuna gore, bireyler Tiirkiye’de bireysel sivil toplum oOrgiitlerinin devlet ve
biiylik sirketler tarafindan fonlanmasi gerektigini diisiinmektedir. Dolayisiyla bireysel
bagiscilar dogrudan sivil toplum orgiitlerine bagis yapmay1 tercih etmemektedir. Bu

durumda AA kurucularinin hakli bir ¢ikis noktasina sahip olduklari sdylenebilecektir.

Tracey (2007)’in de bahsettigi gibi sosyal girisimler hibrid bir yapiya sahiptir ve
kompleks yapilar1 nedeniyle kimi zaman girisimciler sosyal ve ekonomik hedefleri
arasinda sikisip kalabilmektedir. AA da buna benzer donemlerden gecse de, sonunda iki
farkli hedefi arasinda dengesini saglayabilmistir. Alter (2007) bir girigsimin sosyal girigim
olarak siniflandirilabilmesi i¢in mutlaka bir gelir yaratma mekanizmasina sahip olmasi
gerktigini savunmustur. AA bu kapsamda bu mekanizmaya sahiptir ancak yaratilan
gelirin yani bagislarin tamamu yine sivil toplum orgiitlerinin hesaplarina aktarilmaktadir.
Girigimin bu yaklasimi tercih etmesi organizasyonun bir sosyal girisim olarak
siniflandirilmasinin 6niinde bir engel teskil etmemektedir. Defourney ve Nyssens (2010)
de iki ayr1 ana diislince okulunun bulundugunu, bunlardan bir tanesinde inovasyonun

gelir yaratimindan daha ¢ok deger gordiigiinii ifade etmistir.

Son olarak, AA’da gerceklesen ortak deger yaratimi Karababa ve Kjeldgaard’in (2013)
caligmasinda yer verdigi teorik sonuglarin pratikte de gerceklesebildigini ortaya
koymaktadir. Tian ve digerleri (2017)’nin c¢alismasia gore de platformlar, bloglar ve

forumlar deger yaratimi igin elverisli ortamlardir. Deger yaratim siirecinde AA ve
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goniilliileri ile diger paylaslari siirecin merkezinde yer almaktadirlar. Tanitim, pazarlama
ve iletisim aktiviteleri ise merkezde yer alan AA ve paydaslarinin birbirleri ile olan birden
cok tarafli etkilesimleri sonucunda ortaya ¢ikmaktadir. Bu aktiviteler ise daha sonra
ortaklasa deger yaratimina olanak saglamaktadir. Tiim bu siire¢ AA’in benimsedigi

sosyal girisimcilik sdylemi gercevesinde ger¢eklesmektedir.

6. AA Yetkilileri i¢in Sonuglar

Bu ¢alismanin amaglarindan biri de toplanan verinin analizi dogrultusunda AA yetkilileri
ve sosyal girisim liderleri i¢in birtakim Oneriler sunmaktir. Yapilan goriismeler
dogrultusunda ortaya ¢ikan sonuglardan ilki, donorlerin ve amator kosucularin AA’y1
tanimlamalari istendiginde zihinlerinde olusan belirsizliktir. Dondrlerin biiyiik ¢ogunlugu
AA’nin toplanan bagislarin bir bolimiinii faaliyetlerini siirdiirebilmek i¢in kendi
biit¢esine ayirdigini diisiiniirken, amator kosu gruplarinda bulunan kosucular ise AA’nin
yardimsevelerlik kosu faaliyetlerini dikkate almadan AA’y1 bir kosu toplulugu
dolayistyla bir rakip olarak kabul etmektedir. Bu duruma karsilik olarak, potansiyel
tiiketicileri motive etmek i¢in organizasyonun varolus amacmin net bir sekilde
aciklanmasi gereklidir (Saxton, 1995). Bu noktada, yardimseverlik kosucularina biiytik
sorumluluk diismektedir. Ayn1 zamanda AA yonetimi AA’nin fonksiyonu ve ¢aligmalari

ile ilgili aciklayici sosyal medya paylasimlarina devam etmelidir.

Miilakatlarda AA’nin kiiglilme politikasin1 ¢oktan benimsemis oldugu goriilmiistiir.
Gorlismeye katilanlarin bir boliimii olusumun kurumsallagmas1 gerektigi yoniinde
fikirlerini tez kapsaminda tarafima iletmistir. Hala 6nemler alinabiliyorken, yoneticiler
bu konuyu bir kez daha ele almalidir. Bunu yaparken de, goriis alinabilecek miimkiin olan

en ¢ok goniillilye ulasmay1 hedeflemelidir.
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Sud ve digerleri (2009)’ nin de ifade ettigi gibi, sosyal girisimlerin sivil toplum
orgiitlerinden daha ¢ok paydasi bulunmaktadir ve her birini ayn1 anda memnun etmek
bazen zor olabilmektedir. Yapilan incelemeler sonucunda, AA’nin 2018 yilinda ilk AA
Faaliyet Raporu’nu yayimladig: goriilmektedir (Onur ve Ergun, 2018). AA ekibi, bu ve
buna benzer istatistiksel raporlari ¢ok sayidaki paydasini haberdar ve memnun edebilmek

i¢cin yayimlamaya devam etmelidir.

Goriismelerde kimi katilimeilar AA yoneticilerine sehir olusumlarindaki degiskenleri
takip edebilmeleri adina diizenli olarak memnuniyet anketi hazirlamalarini 6nermistir. Bu

sayede, illerdeki sorumlular AA’nin her zaman kendilerinden beklentisini hatirlayacaktir.

Daha o6nce yapilan ¢alismalar, bir toplulukta birlikte {iriin dizayn etme siirecinin, iiyeler
arasinda bir topluluk olma hissini arttirdigin1 gostermektedir (Kang ve digerleri, 2015;
Palmas ve Busch, 2015). Benzer bir bakis agisiyla, AA yaklasan yil doniimii i¢in
goniilliilerini AA’y1 en iyi sekilde yansitan bir antreman kiyafetini dizayn etmeye davet
edebilir. Internet iizerinden yapilacak oylama ile en ¢cok begenilen kiyafet y1l doniimiinde

sponsor tarafindan iiretilebilecektir.

Montgomery ve digerleri (2012)’nin de bahsettigi gibi sosyal girisimcilerin kapsayici bir
yaklasim icerisinde olmalar1 sosyal girisim i¢in hayati bir 6nem tasimaktadir. Cok seslilik
toplumda daha genis kitlelere ulasmak icin vazgecilmezdir. Olusumun kurucular1 da

sosyal medya hesaplarini kullanirken kucaklayici olmalidirlar.

Son olarak, Tracey (2007)’e gore, sosyal girisimler hibrid yapilar1 geregi yonetilmesi
glictiir ve idareci pozisyonunda bulunanlar diizenli olarak egitim gormelidir. AA 6zelinde

de AA’nin faaliyetleri goniilliilliigiin devam ettirilmesine bagli oldugundan, hem antrenor
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grubunda bulunan hem de idareci olarak gorev olan goniilliiler diizenli egitime tabi

tutulmalidir.

7. Calismanin Sinirliliklari ve Oneriler

Calismanin bir¢ok sinirliligt bulunmaktadir. Bu sinirliliklarin biiyiik ¢cogunlugu veri
toplama siireci ile ilgilidir. Sivil toplum orgiitii temsilcileri ile yapilan bes goriismenin
ikisi Skype yolu ile gerceklestirilebilmistir. Organizasyonun yonetim yapisi i¢erinde yer
alan her bir koc¢luk ydneticisine tez kapsaminda ulasilamasa da, ulasilan kog¢lar miilakat
sorularina birbirine olduk¢a benzer sekilde yanitlamislardir. Calismada eksik olan bir
diger nokta ise AA ile c¢alisan sponsor ve organizatorlerin goriislerine tezde yer
verilmemis olmasidir. Bununla birlikte, AA i¢in 6nemli bir yere sahip olan bazi
paydaslara da ulagilmaya calisilmis ancak sonug almamamistir. Ornek olarak, AA’nin
adma ilk kez yardimseverlik kosusu diizenlendigi sivil toplum orgiitii olan TOFD ve
farkindalik yaratmak i¢in Tiirkiye ¢apinda bireysel kosusunu gerceklestiren Riza

Martag’a ulasilmaya calisilmis ancak taraflardan geri doniis alinamamuistir.

Niteliksel veri toplama yontemi kullanildigindan, AA’nin her bir paydasina ulagmak
miimkiin degildir. Calisma yalnizca miilakata katilan 33 kisinin diisiincesini

yansitmaktadir.

Son olarak, Istanbul ve Ankara disinda AA’nin Izmir, Antalya ve Bursa’da da sehir
olusumlar1 da bulunmaktadir. Etnografi ¢alismasi1 kapsaminda sadece Ankara’daki
olusumun {iiyeleri incelenebilmis, yapilan miilakatlar kapsaminda ise hem Istanbul’daki
hem de Ankara’daki olusum paydaslarinin organizasyon hakkindaki goriisleri
alinabilmistir. Ancak, etnografik caligma kapsaminda Bursa, Antalya ve Izmir’deki

topluluk ozellikleri hakkinda gézleme dayali veri toplanamamagtir.
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Tezin yazim siirecinde, gelecek calismalar i¢in Oneri teskil edebilecek bazi caligma
konular1 ortaya ¢ikmistir. Bazi sivil toplum orgiitii temsilcileri, AA’nin antrendrleri ve
koglart AA’nin Acgik A¢ik Dernegi ile biinyesindeki sivil toplum orgiitlerini arttirmaya
devam etmesi durumunda organizasyonun kurumsallagsmasinin gerekli olabilecegine
isaret etmislerdir. 2019 yilinda yapilan son giincelleme ile platfrom biinyesindeki sivil
toplum Orgiitii sayis1 91°e ulasmustir. Yapisal degisimin bir zorunluluk oldugunu
diistinenler oldugu gibi bu konunun yeniden degerlendirmesini Oneren paydaslar da
bulunmaktadir. Olusumun kurucular1 ise ¢ikis noktalar1 olan “paraya dokunmama”
ilkesini devam ettirmekte kararlidir. Onlar1 destekleyen ve goriisme yapilan AA
goniilliileri de olusumun sirketlesmesi durumunda yaratilan degerin 6nemini ve tekligini
yitirecegini  diislinmektedir. Sonu¢ olarak, gelecek calismalarda bu tarz bir
organizasyonun kiiclilme ve kurumsallasma politikasinin sonuglar1 ele alinabilecektir.
Hayir kurumlarinin kurumsallagmasi daha dnce bir¢ok ¢alismanin konusu olsa da (Maier
ve digerleri., 2014; Padanyi ve Ganier, 2004; McDermont, 2007; Graddy ve Morgan,
2006; Aiken ve Bode, 2009), yarattig1 geliri dogrudan sivil toplum orgiitlerine aktaran bir
sosyal girisimin kurumsallasmas1 bir inceleme konusu olarak gelecekte ilgililere

onerilmektedir.

Son olarak, Cova ve Dalli (2009) ile Arnould (2007) gibi arastirmacilar, marka degeri
tiretimine tliketicinin dahil olma siirecini incelemistir. Cova ve Dalli (2009) bu siireci
sOmiiriici, Arnould (2007) ise tiiketici i¢in yararli bulmustur. Sonug olarak, gelecek
calismalarda marka goniillillerinin sosyal girisimler tarafindan kullanilmasi da ele

alinabilecektir.
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