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Abstract - Ethnographic fieldwork in a coffee shop “Mr. PETER”, this article studies the way the founder attempt to 
introduce an original nice coffee through team working and empowerment of his baristas to customers. Through 
interviewing baristas of the shop, their stories about providing a good coffee to people scrutinized and evaluated, based on 
ethnographic fieldwork, this paper attempts to find out how a newly open coffee production shop finds its way to build a 
reputable brand through his team working friendship attitudes with his Baristas; and how its customer would be loyal to this 
brand as the aim of founder is the sustainability of his business along with acquiring and enhancing his market share through 
business ethic. At the same time, those factors which dealt with sustainability would be assessed in this paper. 
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I. INTRODUCTION 
 
My story about coffee shop: 
It was just the day right after my very last exam for 
the last year of my high school; me and some of my 
classmates gathered togetherin one of the most 
famous and most comfortable coffee shop in Iran to 
celebrate our freedom after one month challenging 
time which we had for the tough exams. My major in 
high school was Persian Literature and I was 
determined to continue it in the university as well. 
We ordered coffee while sitting comfortably as the 
coffee shop has a historical ambience with its unique 
spaces which I feel like you will never find the same 
as that anywhere else in the world. Even our father 
used to go to that shop during their young age. I love 
the shop very much as it has comfortable couch with 
warm and welcoming personnel which may not be 
young but has a very polite manner. Nowadays, all 
coffee shop provides Wi-Fi but during that times that 
coffee shop provides you a different type of books in 
different discipline. So we all sat around a round table 
and while we were chatting; a conversation in English 
language appealed to me. A British couple who were 
trying to order ice cream and as people in my country 
were often able to understand English fluently has 
drawn my attention. The old man who was taking the 
order, was struggling to understand what they would 
like to have. I tried to disregard them but then I found 
myself near their table and attempted to help them 
with their order which was not very easy for me as 
well; for my English knowledge was not enough 
though to speak properly. That was the very first time 
I dare to use my whole English knowledge which was 
taught in school and to be honest I hated it and had 
resistance to learn for some reasons but that day, in 
that favorite coffee shop of mine, with a ‘British 
couple” had changed the entire destination in my life, 
I had this very pleasant feeling to help them. Through 
the learning and admiration from that situation I 
decided to enroll in one of the English Institute and 

continue it to university degree till I got my BA in 
English literature and language.  
You may ask me why am I sharing a typical coffee 
shop story with you, First and foremost I have chosen 
Mr. Peter coffee as my project because when I first 
entered to this new coffee shop which was recently 
opened and to be precise, a month ago is quite near to 
Bilgi University where I am taking my PhD it 
reminded me of my favorite coffee shop. 
In this paper, I would like to assess the ways which 
the founder attempts to build a reputation brand name 
through the formation of his own way which is 
known as organization culture in management. My 
methodology is based on the ethnography and by 
narrative approach I attempt to bring their voice in 
the research paper.   
I would like to introduce different part of my paper to 
assess my readers, the first part is decribing my 
methodology, which is ethnography field work, 
thenext part is reviewing history of coffee followed 
by coffee culture in Istanbul, as there are third wave 
of the coffee consuming, I started to review the 
history of those three wave. Third wave history of 
Istanbul coffee shop dated back to 2005 which aimed 
at to provide the best coffee with artistic topping to 
the customers. The next part would be Mr. Peter 
Coffee Shop discussion which I tried to bring the 
voice of the founder with his Barista to find out their 
business culture and the influence of culture in setting 
business. 
 
II. LITERATURE REVIEW 
 
History of coffee: 
In fact Ethiopia is the first place which in 850 coffee 
explored by a herdsman’s goat as a bean and through 
trial and error people explored how to use it; after that 
merchant took it to Yemen and it cultivated there as 
well. Then through Ottoman Empire it was 
introduced to Europe and other places across the 
globe. The first written evidence about its medicinal 
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properties found in works of Avicenna Bukhara – 
Iranian Physician and Philosopher. 
Now a days, coffee is the most tradable commodity 
after oil  and one of the “world three top drinks” 
crops across the global, it was first planted in Arabian 
Peninsula and Ethiopia it was introduced to Asia and 
later to Europe and Latin America which became one 
of the main supplier of Coffee to Europe in 18th 
century; coffee has more than 500 types 6000 species 
most of them are tropical or shrub which widely 
distributed in tropical and subtropical region, through 
Latin America; Brazil is one the biggest world’s 
green coffee beans producers and keep its position 
since 1840; among 70 countries of coffee producer, 
Brazil, Vietnam and Colombia produce more than 
half of the glob coffee (Roldan-Perez, 2007). Coffee 
needs to grow in a special weather conditions; it is 
seasonal crop and has been treated as a unique 
commodity. It should be noted that seasons vary from 
country to country; accordingly; starting and finishing 
time would be at different times throughout the years 
and all of these caused to grow different types of 
green coffee beans. Even in one country many types 
of the coffee bean produced, however there is only 
two types of commercial coffee from Arabica which 
generally represented 65 per cent of the world coffee 
production; and Robusta which account 35 per cent of 
the world coffee production. “Arabuca is grown at 
altitudes over thousand meters; it is characterized by 
its good aroma, taste, better quality and higher price; 
and Robusta beans can grow at lower altitudes, are 
more resistant to diseases, are characterized by beans 
of an inferior taste to Arabica – usually with a woody 
and bitter flavor and more caffeine (Roldan-Perez, 
2007). 
 
Third Wave history:  
To understand the history of “Third Wave” coffee; I 
would like to start from the “first and second wave”; 
the first wave coffee dates back to the 19th and 20th 
century “mass production” was boned by Folger 
Coffee who was pioneer Steam Coffee and Spice Mill 
company by this process he made a luxury coffee 
available for every middle-class family and the 
slogan was readymade or “ready for the pot”. Hills 
Bros. Coffee company in 1900 invented the “process 
of vacuum packaging” in this process the air removed 
from the coffee and keeps the beans fresher and made 
possible to transfer “local roaster to retail shelves of 
grocers” among different cities of America. Another 
important incident which changed making coffee very 
quickly in early 1900 was “Instant Coffee” through 
Modern industry production and made it convenient 
to use.  Another company by the name of Maxwell 
House which active in distribution and wholesale 
grocery became famous by the slogan “good to the 
last drop” which was articulated by the President 
Roosevelt. Similarly, Mr. Coffee which was named 
after the home coffee maker machine and invented by 

Mr. Marotta helped the coffee culture to grow all over 
the America as quickly as possible. 
I would like to highlight here that though all of these 
incidents and inventions in coffee history helped the 
consumption of the coffee to enhance very quickly; at 
the same time many criticized them as they scarified 
taste and quality of coffee to make it available 
without spending so much time to make it.  
One of the main and important issue which caused 
the second wave coffee to be borne was the bad 
quality or “bad coffee” which was marketed under the 
first wave. Another reason was that consumers eager 
to know the origin of the beans also how is the 
roasting style which now called “specialty coffee” 
beans. By knowing these information coffee culture 
transformed to experiencing enjoyment moment 
rather than merely beverage. Though according to 
some coffee historians site this “second wave” 
principles, and process imitated and influenced from 
the wine industry. Some declare that by “second 
wave” coffee vocabulary began to transform from 
merely coffee to ‘espresso, latte, French Press’ and 
commonly used among coffee lovers. 
The pioneer of ‘second wave’ Schultz who provided 
through his successful coffee chain the chance for 
consumers to have their desired “espresso, latte” all 
over the country as in 2000 every working day new 
shop in new location was opening; “Starbucks 
became the poster child for the second wave”. By 
doing so Starbucks not only giving the chance of 
“having specialty coffee, but also providing a chance 
of social interaction to their customers to drink coffee 
together while chatting and having fun time. The 
main criticism of ‘second wave’ is that their aim lost 
in their big business. 
Third wave is a new concept in coffee world as 
“artisan arsenal” the term began to use in 2002 in a 
published article by Trish Rothgeb as he defined the 
three coffee movement as “wave”. Thus the ‘third 
wave’ is dealing with the character of the coffee by 
its coffee lovers; “The third wave is, in many ways, a 
reaction. It is just as much a reply to bad coffee as it 
is a movement toward good coffee (Trish R.). 
Actually, the ‘third wave’ philosophy and goal 
demonstrated through “Big Three of Third Wave 
Coffee” –“Intelligentsia Coffee & Tea in Chicago”; 
“Counter Culture Coffee in North Carolina” and 
“Stumptown Coffee Roasters of Portland”-. Each of 
this company is in their own kind evangelist in terms 
of “coffee quality, direct trade, and sustainable 
business practices. In this wave providing coffee is 
not merely the aim the knowledge of the corps, its 
character, the farmer, the farm, and the knowledge of 
roasting, educating baristas across the globe all are 
the key roles in the business models. They are not 
only focused on coffee, business and barista but also 
on educating consumer as they believe that the key of 
strengthening the industry and sustainable business.       
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Coffee culture in Istanbul: 
Nowadays, across the globe, there are more people 
who like to drink coffee in their daily life along with 
their own traditional drink; in most cosmopolitan 
cities life without coffee is impossible so coffee 
seems every moment of life “coffee culture”; 
irrespective, of place at home, in office or in any 
social occasions, people prefer to buy a cup of coffee 
and taste it. So now it is part of our life as you can 
find coffee shop in every corner of the city. It is a 
place which witness’s people’s chat, how they work 
through their tech means: mobile, laptop, or provide a 
peaceful music to relieve any exhaustion in this way 
“Coffee has developed as a culture”.  According to 
Zhang (2006) coffee culture defined a “social 
atmosphere” or “series of associated social 
behaviors” that based on coffee. A “coffeehouse or 
Café” historically, which provide coffee or any kind 
of hot and cold drinks along with some cake or 
homemade cookies are the center of social interact in 
most of the country. People gathered together to talk, 
write, entertain or socialize. It is worth to note that 
this precious bean that now has a very special place in 
our daily life and make a joyful memory by bringing 
people together to just have enjoyment introduced to 
the World by the “Ottoman Governor of Yemen in 
the mid-1550s.”  
The importance of this precious bean in Turkey is 
obvious “from its diffusion through the Language.” 
The roasted coffees’ color is brown; in Turkey the 
brown color is ‘kahverengi’ and the breakfast is 
‘kahvalti’ or what you have before you take coffee, 
and they called coffee kahve and coffee shop 
‘kahvehane’.  Now a days, in Istanbul beside coffee 
wherever you go you would see tea ‘cay’ in 
‘ubiquitous tulip-shaped cups’ (Elif Karataş, 2013).  
Therefore to talk about the first “Coffeehouses” in 
Turkey or the world was opened in “Tahtakale” five 
centuries ago, at that time coffeehouses were the 
place which had a very important role on passing 
Ottoman Empire culture as people used to pass their 
times after their work or after dinner in those coffee 
houses; most of people social interaction would be 
done in coffee houses; moreover, in those days “the 
bard, the comedian, the “karagöz” (shadow play) 
artist would set their stage and perform”. Even one 
can understand the important role of this black bean 
when in Ottoman Empire time they gave nickname 
“Black Pearl” to it.  Additionally, until the mid-
twentieth coffeehouses were witnessing “production 
and exhibition places for folk literature”. The two hot 
beverage (Coffee & Tea) has special meaning for 
Turkish as they favored these drinking. Most of 
Turkish family would welcome you by tea or coffee 
though ask your preference first irrespective of you 
enter to their home, workplace, or shops to buy. I 
would like the shopkeepers culture as soon as you 
entered to the shop they would ask your preference 
even if you don’t buy anything they would offer you 
their drinks (Elif Karataş, 2013). 

In 1999, Gloria Jean’s Coffee opened its first branch 
in Istanbul, and Starbucks opened its own branch in 
2003. Following these two international brands other 
brands also opened their shops such as Caffe Nero, 
Rober’s Coffee and even other Turkish brand such as 
Kahve Dunyasi (Elif Karataş, 2013).   
Third-wave coffee shops in Istanbul (Foreigner, 
Turkish) 
Following the movement of Third-wave coffee shop 
aimed at providing a “good cup of coffee” –“a sense 
of coffee as an artisanal drink, make from single-
origin beans that are roasted in individual batches and 
freshly ground for each cup.” The first Turkish 
pioneer in this kind of business is Sherif Basaran after 
coming back from Australia he recognized a good 
market for the “third-wave” so he developed the 
market and started to deal with all the details of third 
wave’ coffee shop instruments. He started his 
business by bringing original beans from original 
country to roast it in his factory (KahveFabrikasi, 
www.kahvefabrikasi.com) in Istanbul. He viewed that 
Turkey lacked the basic equipment which barista 
need to make specialty coffee such as “tampers and 
milk pitchers”; first barista resistance to change made 
him disappointed as they stick to the traditional way 
of warming milk which in his point of view remove 
‘espresso’s original taste.  
Things changed when in 2008, Serif awarded “Most 
Passionate Coffee Educator” from SCA of Europe. 
He also owned the company which deals with 
importing special instruments for coffee making like 
“espresso machinery” (Elif Karataş, 2013). Moreover, 
he started to teach ‘professional barista skills to those 
who really interested in acquiring international 
certificate; of course that education should be and 
meet the requirements of “Specialty Coffee 
Assiciation of Europe”. One of his main job now 
distributing ‘miro-roasteris’, and helping to open 
coffee shops those who are interested in. He declared 
that doing this kind of business is one of his favorite 
things to do, as it is enabling him to give such a 
wonderful services to the people of Istanbul; “places 
like Bebek and Moda are more cosmopolitan, their 
residents have lived abroad and experienced the 
coffee scene elsewhere”. Besides, he concerns about 
prices of coffee as he is saying that “once word gets 
out … this quality of coffee will be more sought after, 
especially when prices compare to Starbucks and 
Nero”.   
There are some coffee shops which is newly opened 
in Istanbul and all get help from Başaran which I 
would like to list some of them. (Çekirdek, Cup of 
Joy, Ipekli).  
 
Mr. Peter Exclusive Coffee Production: 
One of my school friend lives just opposite to the 
university and sometimes we ate our lunch in 
Restaurant next to Mr. Peter, on the way of going 
there I noticed a shop under the construction, the 
name of Mr. Peter, was written on the entrance door; 
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I thought that the shop is a branch of one the western 
brand which late I understand it is Turkish. 
Sometimes I and my friend are talking about the 
potential market around the university and we wonder 
about the coolness of local people who are indifferent 
about this huge market. Anyway, my tracing for the 
coffee shop ended by the mid April as the shop 
opened and me and my friend were among the first 
customers of that shop; when we entered I was 
surprised as I saw its decoration the walls made of 
natural brick it flashed me back to my old coffee shop 
in Tehran. The tables, the chairs, the lights, the 
painting, roasting machines, Baristas bar table with a 
nice, neat, and organized decoration which give you 
the impression of cleanness, as you can see the realm 
of lights on the glass of different steaming coffee 
instruments.     
The owner has created a warm, friendly, inviting 
space for the customers to stay long in that 
environment and enjoy their drink. The walls are 
designed partly by brick, cement, iron, and the floor 
all made up of wood, the tables are in different shapes 
and models which are made from wood with its 
natural cut-tree surface, polished to give a smooth 
texture without re-shaping them; even the natural 
hole on the tables surface are remained as it is and 
clearly be seen which after some days I noticed some 
of them filled with roasted coffee beans that again 
gives you the essence of nature and allow you to feel 
them and create different shapes when you are 
drinking your coffee. The cloths of sofa is made up of 
natural sack fabric which though small to sit 
comfortably but very unique. Some of the tables 
which positioned near the door of the shop are long 
legged Bristol that matches the long legged stools, 
and other decorative small version of seats which 
placed in front of sack-fabric textured couch placed 
opposite to the bar which allow you to watch how 
Barista makes an artistic coffee with too much care 
for you while sitting which give you a feeling of 
specialty like a ritual which give a kind of power and 
authority to the person who does it. 
The mixture of wood and iron make you to think 
about the originality of idea behind that mixture; 
whether it happens by chance or there is special idea 
behind it. It just gives you the essence of nature; 
originality of their performance is flow in every 
details of their work, everything is vividly laid down 
and you are able to see all of their activities which 
rendered eagerly, and the energy of their works is 
flowing everywhere. In my point of view, it is all 
reminded you the life; as it is natural it has its own 
ups and downs, as sometimes you required to be 
natural for instance, when you are at home and there 
is nobody around you don’t concern anything; while 
sometimes in your life in different stages of life you 
need to behave in a way which is accepted to behave 
normal. Similarly, what Goffman (1965) describe 
about “presentation” so with their types of decoration 
you will be to see both their private and public sphere 

of activities. Sometimes, people doesn’t want to show 
all their activities to other people but in Mr. Peter you 
would be able even to see how they roast their beans.  
“We don’t have anything to hide everything is there 
even if somebody wants to see our storehouse we 
willingly show to them as what we claim we provide 
original coffee beans.”  
“The owner”  
There exists two different size of roasting machines 
which reminded you “factory”, industry which is 
opposite to the pleasant feeling of cozy coffee shop; it 
will gives a feeling of mixture of work and 
enjoyment. At the back end of coffee shop you will 
see from the glass door a painting from the patio of 
World map specifically emphasizing those countries 
where they source their coffee beans.  The patio with 
a world map painting also serves as a dining area for 
those customers who needs privacy, who want to chat 
and be far away from anyone. Also in front the coffee 
shop patio there are tables placed for those who 
prefer to seat and enjoy the atmosphere outside and 
does not care about the sound of cars and people 
passing by the shop.  
The management office has created a unique “open 
laboratory” inside the store with an elevated glass 
walled room at the end of the shop facing the diners 
to intentionally show the customers how they ensure 
the standard of the coffee beans before it passes 
through a “certified quality check.” The natural-cozy 
ambience and at the same time its unique 
arrangement of  layout design seems not to be an 
ordinary coffee shop you need to remember they have 
natural tones of beans from across the globe in that 
same shop, wherein you can have a try to taste the 
beans while deciding what to have.  
The first important thing which play as a key role in 
defining a Barista’s special coffee is to ensure the 
originality and freshness of the beans; in Mr. Peter, 
the owner attempts hard to source the highest quality 
beans from across the globe and bringing them to the 
store of the coffee shop in tones of kilos as they can 
roast their daily coffee inside the shop on top-of-the-
line machinery. Whoever would like to order for a 
filtered coffee have a chance to do it by themselves 
with Barista’s help while watching how they make it 
artistically, there are eleven types of coffee beans 
from different countries with different aromas and if 
you ask all Baristas about coffee bean knowledge 
they are eagerly inform you beyond your expectation.  
There are some types of instruments which you can 
make filter coffee either by Aero Press, French Press, 
single –drip and siphon. The ambiance is sprightly 
with a light-hearted music in the background, its light 
which jog your memory to at least fifty years ago. It’s 
a good place to take a break after hardworking in 
university you feel fresh. Apart from filter coffee 
there are other types of coffee with their special 
instruments such as espresso machine which claimed 
that “there is only two sets of this machine, and we 
order the larger one …”, latte, and other types; It is 
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breath taking when professional Barista who eagerly 
make the ordering with different designs on top 
which made you to think for a second. What makes 
“third-wave” to stand differently from those “first and 
second wave coffee shop”, allowing you to have 
traditional types of Turkish coffee by Cezve – a 
traditional simple instrument to make Turkish coffee- 
in that modern shop. 
Another part of their work is roasting coffee daily and 
supplying to other coffee shop, the person who is the 
master in roasting is in love with coffee and has been 
working in this field for more than six years. He is 
like those who work with their heart, because during 
the interview time he indicated:  
“I feel those bean very well, though there are some 
standards in roasting which the person should observe 
such as the degree of roasting with different elements 
to give you a kind of aroma, for me the color of beans 
and their smell is important and I would stop the 
machine when I feel that I have to.” 
For him, coffee is life and life without coffee doesn’t 
have meaning. He devoted his life to coffee and 
innovate specialty with coffee, every time he is 
preparing coffee he would give you different taste 
and aroma with one kind of bean. He treats coffee 
beans with too much care in a way I can say that a 
mother care for her child, he views two types of 
beans like his daughter and son as he says “he called 
Elsalvador bean his daughter and Capo verda beans 
like his daughter”; this shows how he devoted himself 
to his job and his contribution to the organization 
which he is working is too much. 
 
III. METHODOLOGY 
 
“Qualitative research provides insights that are 
difficult to produce with quantitative research.”  
 Gephart (2004) 
Some research topics in organization cannot be 
analyzed through quantitative method therefore, in 
this research paper, I opt qualitative research method 
to explain my observations by providing descriptive 
evidences. My research technique is ethnography as it 
enables the researchers to describe very detailed of 
everyday life. Looking back to history, ethnography 
dates back to Herodotus who was the first ancient 
Greek ethnographer that recorded all his observations 
from other cultures and their strangeness. 
Anthropologists practice ethnography which involves 
interpretive procedures in early twentieth century. In 
doing this research, I observed, I get the experiences 
and discussion of individuals which are unique and 
original. Through my observations I attempted to get 
the original and raw data as my interviewee’s 
experiences and interpret and narrate them in the 
form of stories; these stories enabled me to create 
deep understanding through “thick description” 
(Geertz, 1973) for my readers. Being ethnographer, 
with lens of culture, I do my attempt to understand 
and transfer my understanding about the 

organizational culture of Mr. Peter which create 
feeling of family among the workers, the Baristas and 
other staff. I also choose to narrate my observation as 
narratology which is a means of understanding the 
relationship of between a narrator and the story teller 
(Genette, 1980); according to the organization theory, 
as Genette (1980) pointed that narrative is one of the 
best means of researching in organization as it 
enables the researcher to give voice to the speaking, 
writing, texts and discourse.  
Based on ethnographic fieldwork, this paper attempts 
to find out how a newly open coffee production shop 
finds its way to build a reputable brand through his 
team working friendship attitudes with his Baristas 
and how its customer would be loyal to this brand as 
the aim of founder is the sustainability of his business 
along with acquiring and enhancing his market share 
through business ethic. 
The primary data collected through seven in-depth 
interviews with the owner, the father of owner, the 
master of roaster, master Barista, and other Baristas. I 
recorded information and interviews, some of 
interviews conducted in original language as I don’t 
know Turkish very well so I asked one of my Iranian 
friends, classmate who knows Turkish very well to 
translate my question and their stories though I 
understand what they say, unable to converse with 
them.  In some of my attendance to the place I jot 
notes and then I save them in my notebook. I took a 
survey based on a stratified random sample of case 
studies. The interviews, survey and documentary 
films focused on various aspect of business ethic and 
organizational culture to enable me to understand 
deeply the culture and the nature of coffee shops. My 
position in this research is an “ethnographer” what 
Goffman stated about the present unconsciously I 
find myself that I was acting like researcher and 
detailed observer, things come to me in special way at 
the same time I was looking at them with extra care 
to find their hidden or symbolic meaning in coffee 
shop atmosphere.   
 
DISCUSSION AND ANALYSIS 
 
Through my observation, I found that they have their 
own special way of conducting their business what 
Shein (1980) indicated “the way they do their things” 
to show “organizational culture”; in Mr. Peter, the 
founder of the business who is a young man with a 
special discipline aims to create a reputable brand 
through special ways in distributing fresh coffee 
beans across Turkey. In this area, as he declared he 
faced with so many obstacles to import different 
types of coffee beans from different countries. Apart 
from finding a good source, bringing them home also 
need different strategies which made him to tackle 
different stages. He attempted to transform some of 
the things which attached to this business and be a 
pioneer in supplying original and fresh coffee beans. 
He aims to provide consumers the best coffee; 
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principally he believes that coffee had distributed 
from Turkey to other countries especially to Europe 
and America in the past; but it doesn’t treat and 
appreciate very well in home now. Therefore, he 
along with his team decide to create value and worth 
to the coffee as it deserved through his energetic team 
across the Turkey. Correspondingly, Durkheim’s 
“collective conscience” which refers to shared moral 
awareness and emotional life in a society” is relative 
here to talk about as in coffee shop you will be able to 
see “collective conscience” among all the personnel 
and management as they act together with the same 
goal to have contribution in performing the business 
in a right way as management emphasizes on 
transparency on work and rendering quality services 
to the customers which inherent from his father.  
“I am working from age of 17 and my father told me 
the most important things in business is transparency 
of course “you have to earn money; before that you 
should build your transparency in work even during 
your hard time.” “The owner” 
He doesn’t want to franchise his business in future 
and it means that he is very meticulous about the 
name and the brand he wants to build as the name is 
from the father; he observes the process of building 
the name by his father and know very well if 
someone wants to build the reputation how hard he or 
she should work in order to fulfill it. Therefore, he 
inherent some of his features from his father and as 
he witnesses his father’s success and how he builds 
network and respected among them based on his 
transparent job; he also put his step on his father’s 
footprint to avoid any failure.    
Similarly, Durkheim’s theory of “sentiments and 
beliefs, like other dimensions of the social, are 
accounted for as a response to social structural forms 
and needs. In particular they tend to work to generate 
social order and social integration.” Could be 
grasped, though, he is talking in society level, the 
coffee shop is a vivid evidence of micro society as 
Durkheim described it. For, “This vision of a stable 
society made up of mutually reinforcing institutions, 
sentiments, and roles is known as functionalism” the 
staff in coffee shop ‘mutually reinforcing’ all the 
important details of their work in every moment of 
their function, to make those details “institutions, 
sentiments” and norms though not written sustain and 
continued toward future (Rawl, 2001 ).  
Though Durkheim in his study of religion doesn’t 
assume that culture is a response to social needs for 
organizing purpose and harmony rather it is a 
dynamic and motivating force, nonetheless, through 
my observation culture in this organization is not only 
a powerful motivating force but also has the roles of 
organizing things in responding to the environmental 
needs of the business.  
Durkheim believed that moral ties and sacred goals 
were of vital importance in contemporary societies. 
“My roasting machine doesn’t work well as it 
polluted the air with carbon so I asked the 

manufacturer to change in a way not to distribute the 
gas in the air”; what is clearly seen in this business is 
working legally, doing the right thing, as his aim is to 
build a sustainable business, he feels social 
responsibility and wants to be environmentally 
friendly. So he attempts to establish a kind of culture 
in his organization that things should be done in a 
right way and he doesn’t tolerate any things in this 
regard. His Baristas also respect him a lot as they 
compare his culture“way of doing things” with other 
organizational culture and they love to work with him 
because they feel they are not forced to hide 
something. They have their autonomy as the owner 
encourage them to do their best in every aspect of the 
business. 
“Nobody control me, I do what I want here, I can 
have this autonomy to make different taste of coffee 
to bring something new,”     
“One of Barista” 
“I roasted about half kilo coffee beans yesterday, I 
found that they don’t taste well because of roasting 
degree, so I pour them out.” 
“One of Barista” 
These declarations indicate that a relative autonomy 
would be given to the staff in order to encourage and 
empower them to elevate business performance. 
What I observed during my presence in coffee shop is 
that through this autonomy which is given to all the 
staff irrespective of their nature of work help them to 
innovate uniqueness, new taste and this innovation 
appreciates and values by entitling the person a 
special name when one of the Barista eagerly saying 
that:  
 “We have this culture here, if anyone make some 
new drinks [hot, cold] we assimilate his name with 
the drink name and create a new name for that special 
drink such as “Toreo” which assimilation of Togrol 
with Oreo.” 
“One of Barista” 
Self-organizing is another concept which I would like 
to highlight it here as in every detail of their work this 
phenomena is vividly seen;   
“Every one of us trying our best to serve the 
customers in a nice manner and if something 
happened among us we try to solve it through the 
referee of master Baristas.” 
Barker (1993) argued about self-organizing that 
indicated self-governing entity which is related to 
“human relation theory”, “social work” and 
“psychotherapy” knowledge; he indicated it through 
Rose statement as “individuals are to become, as if 
entrepreneurs of themselves, shaping their own lives 
through the choices they make among the forms of 
life open to them”. This is exactly what Marx views it 
as self-identity and how labor gives identity to 
human. Similarly, Grey (1994) mentioned Gidden’s 
statement to show the importance of self and how this 
“self” would be improved through the work and the 
environment which we are situated “the self is seen as 
a reflexive project, for which the individual is 
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responsible. We are, not what we are, but what we 
make of ourselves”. So management use “career” and 
different steps of “enhancement ladder” to invite 
individual to explore their hidden talent on their will 
as a “self-management” (Barker, 1993).  
This “self-management” with empowerment creates a 
strong personality inside the workers so upon this 
they know their special strength and attempt to 
enhance it as the culture of “persuasion” is there to 
persuade them to be strong enough so that in near 
future they will be going to establish a huge change in 
coffee culture of the whole country.    
“We want to do a great job in Turkey about coffee.”     
“One of Barista” 
“We have goal to expand our job and do great thing.”    
“One of Barista” 
“Each one of us will be manager in future …. As we 
plan to do great job in this context.” 
       
“One of Barista” 
The management put emphasis on doing things 
enthusiastically and create an atmosphere for the 
workers to do their duties with love and passion as he 
believes that “feeling passionate” help them to 
establish something unique and original.    
 “The first question I ask of those who want to work 
here is that are you in love with coffee? He or she 
should love the coffee and love the job” 
       
“The owner” 
 “I love to work here, here is like a paradise, I never 
think to leave here until they fire me.” 
“One of Barista” 
Throughout literature about organizational culture I 
find that terms and words like “Team” and “Family” 
which generate a kind of feeling and emotion in 
employees who would devote and in some occasion 
scarify their entire life to the work as Martin and 
Seihl (1989)stated that culture “Glue that holds 
together” so these terms “Team” and “Family” 
enhance employee’s “participation, commitment, 
motivation and empowerment, and organizational 
productivity”. (Casey, 1999). 
 “We are like a family, I don’t think one day to leave 
here;”  
“One of Barista” 
“If something happened to anyone we treat him like 
the way we treat our family because we are family 
here.” 
“One of Barista” 
They know that they have to complete each other, as 
they are “team” though they are perfect and master in 
their duties and responsibilities; they view this 
perfectness in working together. They respect to each 
other’s job and they know that each one of them is 
good and profession at one way of specialty in coffee 
business. It makes sense for them that they will need 
to have each other in rendering a good service to 
customers. This fact  could be observed in their 
speech and work; their main aim is presenting special 

coffee – natural, original, and unique- thus, to do this 
they need each other to complete the work like a 
“football team” as they believe it with their soul. 
Therefore, their culture is not to compete inside the 
coffee shop with each other but they have a kind of 
feeling to complete their competition inside the 
market and have a preference to compete with other 
coffee shop.   
A kind of “soft competition” would be observed 
among the staff, in fact they believe that there is 
enough room for their progress in their own field so 
“harsh competition” replaces with “soft completion” 
and the management believe it both to have 
innovation as well as rendering quality presentation.  
His management style is in a charismatic way, as he 
has talent to empower and established a strong belief 
that “all of you are a valuable asset for the 
organization.”Promotion is there for all of them 
which help them to avoid any ambiguity; as Gideon 
(1952) stated “…generate some enthusiasm, let them 
work off some steam, celebrate some of the success, 
shoe them that they are no out on their own, make his 
presence felt. … give them an example of the right 
“mindset.” “the trenches” (favorit expression)”.  
“The important thing here is trust, the skill is not 
important as we will train the person, first we have to 
trust him, so we hire those we know them or 
somebody recommend to us.” 
Thus what Gideon (1952) observed culture is able to 
present “social characteristics of the company” which 
required special behavior such as “informality,” 
“initiative,” “lack of structure,” “inherent ambiguity,” 
“hard work,” “consensus seeking.” “bottom-up 
decision making,” “networking,” “pushing against the 
system,” “going off, taking risks, and making things 
happen.” Culture offers deep rules for “thoughts and 
feelings”, “mindsets” and “gut reactions”, a sense of 
ownership, a strong commitment to the company, 
identification with company goals, and, not least, 
“fun.” Therefore, the culture is a definition “of 
membership in corporate that includes rules for 
behavior, thought, and feeling, all adding up to what 
appears to be well-defined and widely shared 
“member role,” 
 
CONCLUSION 
 
Giedon (1925) in his book by illustrating "Tech 
Company" and their implementing culture which aim 
at encouraging employee "to want to do" desnt work 
and at the end they failed to do their business due to 
culture failure, thus implementing culture could not 
gaurantee the success of business as Goffman (1961) 
pointed out “members are never passive objects of 
control; they are free to react: if conceptions are 
imposed, they are also systematically dealt with.” 
Therefore, manager should be aware that there are so 
many hidden factors which could have affected the 
culture which implemented at work. Thus, culture 
like every phenomena has both side its advantages 
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and disadvantages for both the owner of business and 
the employers.  
 Therefore, the supporter and opponent of this 
‘normative culture’ should notice the fact that 
whenever they are dealing with human beings they 
cannot fix a formula and expect individual to do that 
formula in the same way; on one hand, they have 
their own ideas and ‘self’ which before placing in 
company atmosphere their “self” took form and shape 
in their family, school, society. On the other hand, 
individual reaction to the same problem is different; 
thus if the managers want to be successful in 
controlling their employees through culture; he/she 
should take a consistent strategies and tactics to avoid 
any exploitation. Otherwise they would face with 
what Goffman (1961) noted that members are active 
and free to “accept, deny, react, reshape, rethink, 
acquiesce, rebel, conform, and define and redefine the 
demands and their responses.” 
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