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PART I: THEORETICAL FRAMEWORK

CHAPTER ONE

INTRODUCTION : THE FLEAMARKET AS
A SCIENTIFIC ENTERPRISE OF SOCIOLOGY

A. Studies on the Fleamarket

Studies of the fleamarket are not yet developed in the social sciences. The fleamarket
is still regarded by social scientists as a marginal aspect of their research. There are
two reasons which can be proposed why examining the fleamarket is still not a major
project in the social sciences. Firstly, the fleamarket emerged, especially in Germany,
as a social economic phenomenon around 1960 and the fleamarket has flourished in
almost all German cities only since the 1970s (Oberbeil, 1985; Winter, 1996).
Secondly, fleamarkets are seen as only a kind of informal aspect of the economy the
contribution of which for the German economy is not significant enough to be
considered as a proper subject for the scientific enterprise. Up to now there have been
only four studies of the German fleamarket by social scientists.

The first empirical study of fleamarkets in Germany was carried out by Gisela
Schessing-Krusch in 1982. Her “Diplomarbeit” (M.A. thesis) focused on the spatial
planning. She sees the fleamarket as the new urban adventure and communication
space in the city. The second study on this topic was conducted by Hartmut Heller in
1984. He looked at the Trempelmarkt in Niirnberg as origin of the German fleamarket.
Thirdly, within the framework of their introduction to the method of the empirical
social research at the University of Marburg, Carsten Clauss et al. carried out the
empirical research twice, in 1983 and 1989, at the Fleamarket in Marburg. They
interviewed both sellers and visitors who engaged in activities at the Marburg
fleamarket. They found that engaging in the fleamarket activities of trading and visiting
can be seen as an institution of leisure and communication. In his dissertation
"Tridelmirkte: Eine empirische Untersuchung zur sozialen und &konomischen
Strukiur einer Institution privater Offentlichkeir”, Giinter Winter argues that the
fleamarket is a “private public” and leisure institution. The term ”private public”
institution means that the fleamarket is located between the private and the public
sphere. The actors in the fleamarket, especially the sellers, present aspects of their
private lives, like their style, through displaying their clothes in the public sphere. The
fleamarket itself is also seen by Winter as a place for leisure.

Furthermore, some other studies have discussed the German fleamarket, but as a
minor topic. Gebhardt mentioned the fleamarket, when he explained operation of the
market for secondhand goods (1986). Like Gebhardt, in his dissertation “Der
institutionelle Handel mit gebrauchten Konsumgiitern: Strukturanalyse und
Marktpolitik (1987) Fuhrmann also discussed the fleamarket as an institution of the
trade in secondhand goods.
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Based on these studies of the fleamarket, we argue, however, that sociologists have not
yet elaborated on the fleamarket as a significant aspect of the scientific enterprise of
sociology. Most of these studies have explained the fleamarket phenomenon in the
perspective of urban sociology, namely the fleamarket is seen as a way of using urban
space for social purposes (Clauss et al., 1990; Winter, 1996). Departing from this
situation, therefore, I would like to take the fleamarket seriously as a part of the
scientific enterprise of sociology. In contrast to these other sociologists, I see the
fleamarket as an entry point for the "new economic sociology”.

B. Historical Sketches of the Fleamarket

The buying and selling of secondhand goods are not something new for Germans.
These activities have taken place for a long time. Through the social, economic, and
historical process, these activities take a new form in the fleamarket. The fleamarket,
in its current form, is very common throughout Germany at present time, also in
Bielefeld. In this part, it will be discussed two things : history of German fleamarket
and of Bielefeld fleamarket.

a. A History of the German Fleamarket

According to Hartmut Heller (1984) the history of German fleamarket can be traced to
the "Trempelmarkt” which was held from 1494 until 1914 in Niirnberg. This market
was attended by the cobblers, who repaired worn shoes and by sellers of
secondhand clothing.

After the Second World War, in Berlin the Schwarzmarkt (the black market) emerged
as a market-place where barter and cigarettes were used as the general medium of
exchange. Hermann Glaser (1991: 32) pointed that :
Der Schwarzmarkt entstand, weil die Reichsmark als Zahlungsmittel
fast wertlos geworden war; bedingt durch die hohen Ausgaben fiir
Kriegsriistung war in Deutschland zuviel Geld im Umlauf; angesichts
des geringen Umfangs der fiir den Handel verfiigbaren Konsumgiiter
tauschte man Ware gegen Ware; oder Zigaretten ersetzen das Geld als
Wihrung.

In this Schwarzmarkt people exchanged not only new goods and foods but also
secondhand goods. In its development, this Schwarzmarkt continued in a formal form,
namely the Secondhand-Markt. This latter form did not use parks or streets as
market-places, but rather in-door place like kiosks, shops, etc. In this new form, the
seller of secondhand goods follows the German regulations for market activities, in
general, such as paying tax (Klocke and Spellerberg, 1990).

The fleamarket in its present form emerged around 1960 in Germany (Jiillich and
Jingst, 1977). By the 1970s, the fleamarket had emerged in various cities in West
Germany. During this decade, the sellers were usually not professional traders who
engaged in trade in order to make money, but only pseudo traders who attended the
fleamarket to fulfill a value rational orientation. After the 70’s, the fleamarket became
more developed in both number and kind. At the beginning of the 1980s the
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commercialization of certain fleamarkets appeared through the combining of
fleamarket and trading. In other words, some organizers of fleamarkets hold
fleamarkets to earn a profit and also some traders sell their goods to make a profit.
Today, this type of economic activity is very common throughout Germany, especially
in the former West Germany. (Winter, 1996; Oberbeil, 1985). There were 15000
fleamarkets in 1985, as estimated by Oberbeil. According to Jiillich and Jiingst (1977)
and Winter (1996), the fleamarket can now be found throughout cities in Germany.

b. A History of the Bielefeld Fleamarket

According to on interviews, before the Second World War in Bielefeld there were the
sellers who bought and sold secondhand goods by going from door to door. They were
known as the Lumpensammler. In addition, at the ”Kirmesmarkt’, there were also
people who sold secondhand goods.

Under the title ”Nicht nur in Paris, auch in Bielefeld gibt es seit kurzem einen .
“Flohmarkt”, Hannes wrote an article in the Neue Westfilische on the emergence of
“the fleamarket” on May 5th 1963. For the first time in Bielefeld, a seller sold the
secondhand goods, meaning here antiques, in a shop located in the Stressemannstra3e.

On May 6th 1972, the first fleamarket was held in Bielefeld. This fleamarket was
organized by the city of Bielefeld through the Ordnungsamt, at the “alten Markt”.
With the passing of time, this fleamarket was only located at the Klosterplatz area and
its surrounding area. To run this market-place as effectively as possible, in 1992 the
Bielefeld officials gave Otto & Grotte GBR a chance to organize the fleamarket.
Besides this, Bielefeld city government, through the Freizeitzentrum, organized an in-
door fleamarket, at the end of 1981 in Baumheide. This fleamarket became the pilot
project for the other Freizeitzentren fleamarkets, like Stieghorst, Stricker, and so forth .

According to interviews, Otto & Grotte GBR was the first private company to organize
fleamarkets in Bielefeld. This private company held a fleamarket in 1984 for the first
time. They organized about 42 fleamarkets in 1995. We will discuss the role of this
company in the next chapter.

C. Why Study the German Fleamarket ?

There are several reasons for doing a sociological study of the German fleamarkets.
One reason is that this topic is basically undeveloped in sociology in Germany.
Through this study of the fleamarket, as described, I hope to contribute something to
sociology, especially to the New Economic Sociology. Secondly, I who come from a
developing country, Padang in Indonesia, wondered when I visited the German
fleamarket for first time in Gottingen, why rich Germans go to the fleamarket. There I
saw that people sold their own used goods for a few marks, while beside their stand a
”Volvo” car was parked. For Indonesians, the ”Volvo” is a “minister’s car’. In
addition, in my country, especially in Padang, the fleamarket is called as “pasar
miskin” (the poor market”). This means the market for the poor people. It is called
this because the traded goods are too worn or old or are stolen things. If someone goes
to this market, he or she will be stigmatized as poor. Therefore the “have” people do
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not go to the fleamarket. Since, if someone visits the fleamarket, it can lower her or his
social status. Seen from this point, as a student of sociology, at the time, I thought there
must be something involved in the German fleamarket which differs from Indonesian
fleamarkets.

Thirdly, if we compare Germany with other advanced European industrial Countries,
i.e., with France, England, and Italy, Germany is located in the center of Europe and
borders on the ex-communist countries, Poland and The Czech Republic. This
situnation makes Germany the gate to the European Union for people from the ex-
communist countries of Eastern Europe. Fourthly, in comparing with other advanced
industrial countries grouped into the G7, Germany has an environmental movement
more active on both the political level and the social level. In Germany, the Green
party is able to influence government policy on the environment both in the federal
government and in some “Bundeslidnder” (the federal states). In some states, like in
North Rhine Westphalia, the Green Party together with the Social Democrats (SPD)
are the governing parties. In social level, in everyday life Germans take care of their
environment. Germans preserve their natural environment through various activities
such as disposing of damaged household goods, garbage, and other unwanted objects
to different garbage containers and recycling some materials.

D. The Concept of the Fleamarket

Based on observations and interviews, Germans use several words to denote a market
place where people can sell their own used goods:
Der Flohmarkt

Der Trodelmarkt

Der Antikmarkt

Der Trodelbasar

Der Krammarkt

Der Sammlermarkt

Der Adventsflohmarkt

Der Weihnachtsflohmarkt

Der Sommerflohmarkt

Der Friihlingsflohmarkt

Der Kinderflohmarkt

According to interviews with a number of fleamarket organizers, the words above
refer to one situation only, namely the marketplace where people can bring
secondhand or new goods to sell. The words like “Floh”, Trédel”, ”Antique”,
”Kram” mean goods which have been used or have become secondhand”. Some
organizers of the fleamarkets add these words to other words which are related to the
season like ”Sommer” (summer) and “Friihling” (spring), or at certain time’s like
Advent and “Weihnachten” (Christmas), and to certain groups like “Kinder”
(children) and ”Sammler” (collectors), etc.

Based on observations and interviews, the organizers use "Flohmarkt” more than any
other destination for their market. As already mentioned, “Trodel™ is German for
secondhand things. Seen this context, goods traded in this market-place are
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secondhand things or used items. It does not mean that traders sell only secondhand
goods, at certain fleamarkets, sellers also offer new goods, handicrafts, vegetables, etc.
If the organizers of a fleamarket allow traders to sell new goods and vegetables, they
will announce this fact in their advertisements. We will return to this topic in the
following chapter.

In principle, anybody can sell things at the fleamarket. This means that at the
fleamarket, there are different traders who have various purposes for being there, such
as having fun, spending leisure-time, meeting other people, finding a new atmosphere,
and making money. Thus we can distinguish the fleamarket from the secondhand
shop. In contrast to the fleamarket, at the secondhand shop one engages in trade only
to earn money. She or he trades there because this shop belongs to him or her.
Furthermore, the visitors attend the fleamarket also have varying motivations like
having fun, engaging in social contacts, collecting something, etc. On other hand,
customers who come to the secondhand shop are that they want to buy used goods.
There are no people there who seek to fulfill a value orientation like having fun,
making new friends, spending leisure time, etc.

Based on the time of the activity, we can also distinguish between the fleamarket and
the secondhand shop. The fleamarket is by and large held at the weekend, namely on
Saturday and/or Sunday. In contrast to the fleamarket, the secondhand shop
generally is open on workdays. Also the traders who sell secondhand goods at the
fleamarket do not need a license. On the other hand, owners of secondhand shops need
a trade license. From this point of view, therefore, the economic activity which is
conducted at the secondhand shop can be classified as part of the formal sector of the
economy. In this sector one has to pay tax to the state or city in order to do this kind of
business. In contrast to the secondhand shop, at the fleamarket one pays only a small
fee for using space in order to set up table and display goods. Therefore, this activity
can be regarded as part of the informal sector of the economy.

The following is a table indicating the differences between the fleamarket and the
secondhand shop.

Table 1.1. Distinction between the Fleamarket and the Secondhand Shop

Items The Fleamarket = The Secondhand shop
Traders public Private

Purposes engaging in trade [ profit & nonprofit | Profit

Kinds of exchanged goods | various kinds one kind

Purposes for visiting heterogeneous Homogeneous
Market-place public sphere private sphere
Market-day weekend work-days

Kinds of economic activity [informal formal
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This study, as discussed above, will look at the fleamarket within the framework of
the New Economic Sociology. This framework has three parts: theoretical approach,
research findings and conclusions. The introduction will be followed by an exploration
of the theoretical basis of this study. The empirical data will be presented in the
second part. The empirical results will start in chapter three. In both chapter three and
chapter four, any social process, which takes place at the fleamarket, will be discussed.
In chapter three will also be described the setting of the fleamarket. This chapter will
include the setting and historical sketches of location, market-place, market-days,
number of the fleamarket, and types of the fleamarket. Chapter five will investigate
the fleamarket actors who play important roles. Before constructing a model of the
types of the actors at the fleamarket, some portraits of fleamarket actors will be
presented.

Discussion on the fleamarket as a mirror of social complexity will be presented in
chapter five. In this chapter engaging in trade as well as visiting the fleamarket as a
leisure activity, bargaining, the social meaning of money, German Romanticism and
the environmental movement, and socialization of children through the fleamarket will
be discussed.

Chapter six will describe the German fleamarket on the macro level, that is, in its
relation to the global economy. Bielefeld as an international city will be discussed,
seen from the perspective of international trade, the international flow of capital, the
circulation of information, number of tourists, number of foreigners, and religion. A
discussion of the German fleamarkets as a world market will follow. Chapter seven
will ask how the fleamarket is regulated. Who regulates the fleamarket ? This will be
followed by explanation of the relationship of market, state, and society at the
fleamarket.

The last part consists of concluding remarks. This chapter concludes that Germans
have a long tradition of selling and buying the secondhand goods at the market-place.
This tradition is continued in the new form, of the fleamarket. This gives rise the
conclusion that the fleamarkets are embedded in German society as whole.



CHAPTER TWO

ELABORATION OF THE CONCEPT OF
EMBEDDEDNESS IN THE CASE OF
THE GERMAN FLEAMARKET : A CONTRIBUTION TO
THE NEW ECONOMIC SOCIOLOGY

Introduction

The fleamarket, as described in chapter one, is still a marginal project in the scientific
enterprise of social sciences, including sociology. Some German social scientists have
engaged in the study of the fleamarket (Clauss et al., 1990; Gebhardt, 1986; Winter,
1996). These studies generally used the urban sociology perspective in which the
fleamarket is regarded as a way to use urban space for the benefit of society (Clauss et
al., 1990; Winter, 1996). In contrast to other sociologists, my study will explain the
fleamarket using the New Economic Sociology approach.

A. The Historical Context of the New Economic Sociology

The new economic sociology, which emerged in the early 1980s, can be traced to the
old debate between economists and sociologists about approaches to theorizing the
”economy”’. According to Granovetter and Swedberg (1992: 5), one possible reason for
the interest of sociologists in economic topics at this time was that scholars like Gary
Becker had challenged the existing division of labor between economics and sociology,
which meant that economists were now taking on sociological topics and beginning to
step on the toes of the sociologists. The first attempts to work on other social topics
came in the mid-1950s when a few scholars like Gary Becker and Anthony Down
argued that political topics could be analyzed with economic models. This economic
imperialism continued throughout the 1960s and the 1970s with the extension of
economic models to topics in history, law, and demography. The term economic
imperialism refers to an attempt to impose economic analysis on every topic of the
other social sciences. There are, at least, two economic approaches under this term,
namely rational choice sociology and transaction cost economics (Swedberg, 1987,
1990). These approaches will be discussed in another part of this chapter.

Under the guidance of Harrison White at Harvard, a number of his students and young
colleagues developed an interest in economic topics. Some of them, especially
Granovetter, constructed the basics of theory building for the new economic
sociology in which concept of embeddedness has been paid most attention. To
construct this approach, Granovetter and Swedberg use both classical sociology
theorists, especially Max Weber on economic action, and modern sociologists,
especially Peter L. Berger and Thomas Luckmann in The social Construction of Reality
(see Granovetter, 1985, 1990; Swedberg, 1987, 1990, 1991; Martinelli and Smelser,
1990).



Elaboration of the Concept of Embeddedness in the Case of the German Fleamarkets

According to Granovetter and Swedberg (1992), at the time of the publication of Adam
Smith’s Wealth of Nations (1776)1976), there was no sharp separation between
economic topics and social topics. In fact, there was an easy mingling of the two that
continued into the nineteenth century, especially in Germany where the local version
of this institutional economics soon became known as the historical school. The first
confrontation which began in Germany and Austria in the 1880s, became known as the
Methodenstreit (the battle of the method) and soon spread to several countries. The
abstract-deductive approach won a devastating victory over historically and socially
oriented economists. Some sociologists engaged in this battle like Auguste Comte,
Emile Durkheim, Max Weber, etc.

Granovetter and Swedberg (1992) argued that Comte had already, in the 1830s,
criticized economists for being far too abstract and non-empirical. In his book “Rules
of Sociological Method” (1915) and some of his other writings, Durkheim also
criticized the tendency of economists to radically isolate their topic from everything
’social”. Through his books ”Economy and Society” and ”General Economic History”,
Weber contributed some basics to economic sociology like concept of economic
action, types of actions, and so forth. However Durkheim and Weber made an
unsuccessful effort to motivate support for economic sociology among sociologists.

B. On Embeddedness

1. The Concept of Embeddedness

The concept of embeddedness denotes the fact that economic transactions of the most
diverse sorts are inserted in overarching social structures that affect their form and their
outcomes. The concept of embeddedness originated with the Hungarian anthropologist
Karl Polanyi, who used this concept to assert that economic life in the pre-industrial
age was embedded in social, cultural, and political institutions. This meant that such
phenomena as trade, money, and market as institutionalized in a society were
determined by social, cultural and political rather than economic factors. In other
words, economic life was inspired by motive other than profit making. Economic life
in this early society was governed either by reciprocity or by redistribution. The
market mechanism was not allowed to dominate economic life: supply and demand
did not set the price but rather tradition or political authority. The market system, on
the other hand, is necessarily a post-industrial phenomena, as the economy became
‘disembedded’ from the society during the process of the Great Transformation. In this
society, however, it is exactly ‘the price-making market’ that determined all of
economic life (Polanyi, [1944]1968 see also Polanyi et al., 1957).

This concept is then adopted with some critics by some sociologists, such as
Granovetter (1985, 1990, 1993) and Swedberg (1992), Portes (1995), Stanfield (1990),
Schrader (1994, 1995). According to Stanfield the Great Transformation in Europe
does not end with the achievement of disembedded economy, because such an
economy is anti social. Increasing commodification during the inter-war period was
followed by counter-actions to safeguard society from the disruptive forces of the
market. These counter-actions were government measures like welfare policy, labor
legislation, pollution control, an improvement in working conditions and a reduction in
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working hours, a social security and system and central banking, to cite some
governmental interventions in the market; there were also other non government
initiated actions as well as populist movements. All these actions were carried out to
protect social life from the imperative of the market. These counter-actions continued
during the post-World War II period (Stanfield, 1990: 202-203). These thoughts
convince me that after Great Transformation, both state intervention and social
relations become dominant in economic life.

The concept of embeddedness itself has been improved by Granovetter. He
distinguished between “relational” embeddedness and structural” embeddedness. The
“relational” embeddedness refers to economic actors’ personal relations with one
another. The later connects to the broader network of social relations to which these
actors belong (1990: 99-100). In Contrast to Polanyi, Granovetter argues that the
embeddedness of the economy takes place on different levels or to different degrees in
various types of societies. Granovetter argued that economic action in post industrial
society is just as embedded as in pre-industrial societies. In some pre-industrial
societies like tribal and peasant society there are people who are just as obsessed with
attaining wealth as in modern society, for example Guatemalan Indians are involved in
a monetized economy where they must engage in some commercial agriculture to earn
the money required for their daily needs (1993: 13). In modern capitalist societies
economic action is not as ‘disembedded’, as Polanyi thought. Rather, economic actions
are embedded in a different way, such as social networks in investment banking (see
Granovetter and Swedberg, 1992: 10-13).

2. The Embeddedness Versus Others

a. The Embeddedness Versus Over- and Under-socialized Action

In his 1985 article, "Economic Action and Social Structure: The Problem of
Embeddedness”, Granovetter saw that both classical and contemporary theorists (of
economics and sociology) had proposed economic action as representing a
continuum, with social action located somewhere on this continuum. One pole of the
continuum is over-socialized human action in economic behavior. It is indicated by
the actor’s high sensitivity to ‘the opinion of the others and hence his or her obedience
to the dictates of consensually developed systems of norms and values, internalized
through socialization.” The actor always orients his or her action according to the
dictates of internalized norms and values.

At the other pole of the continuum is the atomized actor or the under-socialized
economic actor. In this sense, as Granovetter mentioned, the actor acts according to
dictates of pure gains and rational choice. It is the approach of the classical and neo-
classical economics which make no attempt to integrate social relation and social
structure in the analysis. Social relations in rational behavior is regarded, therefore, as
“fictional drag that impedes™ rational behavior and the working mechanisms of the
market.

Granovetter does not agree totally with the model of either the over-socialized actor
or the classical and neoclassical economic approaches. Instead of these views, he
argues that the actions of actors are rather ‘embedded in concrete, ongoing social
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relations’. This meant that the actor modifies his/her social behavior depending on the
expectation of herself or himself and others. In that respect, he agreed with Weber
(1964). For Weber, economic action is not seen as simple stimulus-response
phenomenon, but rather as a result of an evaluative process undertaken by the
individual in the ongoing process of social relations. In other words, economic action
is socially situated and embedded in an ongoing network of personal social relationship
of the actor.

b. The Embeddedness Versus Rational Choice

Rational choice was introduced to sociology by economists. This rational choice
theory, as reflected in the famous publication of Gary Becker titled ”The Economic
Approach to Human Behavior” (1976), basically starts with some unit of behavior or
actor who is assumed to “behaving rationally”. Behaving rationally is regarded as
”maximizing” consistent behavior which is anticipated to bring future rewards or
returns.

In general rational choice theory assumes that the social actor is purposive and

intentional governed by a well-ordered hierarchy of preferences and that is “rational” in

the sense that:

a. Social actors calculate utilities or preferences in selecting a course of action.

b. Social actors also make calculations of the costs for each line of conduct (and its
forgone alternative).

c¢. Social actors try to maximize their utility in pursuing a particular option.

The rational choice approach, originating purely from the utilitarian and neoclassical
tradition, has now been introduced into the analysis of political science and
sociological issues like family, fertility, marriage, crime, etc. Granovetter and other
new economic sociology theorists, in particular, as well as some economists, have
labeled this approach as “economic imperialism”. In an interview with Swedberg
(1990), Neil Smelser pointed out that economic imperialism is “fundamentally
misguided” because of its “unrealistic assumptions,” especially the assumption that the
individual tries to maximize utility in all situations. Granovetter believes that
incorporating sociology and rational action is wrong. His basic argument is that
mainstream economics, as it exists today, cannot even solve its own problems; so how
could it possibly solve those in the other social sciences ? Furthermore, according to
Granovetter, this approach is an extreme form of “methodological individualism”,
which is trying to build ”an enormous superstructure on a narrow base”, because it
does not take seriously the importance of social structure or social networks and how
this structure affects the whole outcome. Also in an interview with Swedberg,
Granovetter argues that ”what happens in production, consumption and distribution is
very much affected by people’s embeddedness in social relations” (1990: 96-114).

¢. The Embeddedness Versus Efficiency

The “Efficiency” approach was developed by economists to look at institutions. This
approach, known as New Institutional Economics (NIE), originates from the recent
extension of economic analysis to cover (social) institutions. Some common belief
among institutionists are that:
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a. Mainstream economics should deal with institutions
b. Missing institutional analysis can be built directly on the basis of neoclassical
economic principles.

According to Granovetter and Swedberg (1992) NIE theorists represent a somewhat
heterogeneous collection of economists like Douglas North, Oliver Williamson,
Andrew Schotter, Robert Thomas. The central theme of their work is “efficiency”: an
institution exists because it is efficient. Efficiency is achieved by reducing transaction
cost, with transaction cost roughly defined as the cost other than price incurred in
trading goods and services.

This approach has also received a lot of criticism from proponents of New Economic
Sociology theorists. They see that the concept of efficiency in mainstream economics
has always been very confusing and contradictory. Through Berger and Luckmann
(1966) Granovetter understands that the (economic) institution, in this case the
fleamarket, is understood as a social construction. This is not the kind of objective, set
of “external” realities that it seems. Instead it is typically the result of a slow, social
creation; a way of doing something which “hardens™ and “thickens™ and finally becomes
“the way things are done.” When an institution is finally in existence, people orient
their actions to a set of activities sanctioned by other social actors, treating it as
something that exists out of time and could not be otherwise. But this sense of an
institution as external and objective is the sort of obfuscation that society is based on.

3. The Embeddedness in Different Ways and Degrees

Based on Granovetter’s idea of embeddedness of economic life, Schrader (1995: 10

also see 1994) has suggested that the embededdness can be also seen as a continuum

pole:
Ich stelle mir ein Kontinuum von mehr oder weniger eingebetteten
Handlungs- bzw. Interaktionstypen vor, die das wirtschaftliche
Handeln in verschiedenen institutionellen Kontexten (z.B. anonymer
Markt, Nachbarschaftsmarkt, Familie, usw.) kennzeichnen. Der
Handlungs- bzw. Interaktionstyp ist eine Funktion verschiedener
individuell determinierter Variablen (wie zum Beispiel Nihe bzw.
Distanz zum Gegeniiber), aber insbesondere auch Bedingungen der
Sozialstruktur (wie zum Beispiel dem Verhiltnis von individuellen
und Metapriferenzen oder der Festlegung gesellschaftlich legitimen
Handelns und dessen Kontrolle). Diese Funktion kennzeichnet die
moglichen Handlungsalternativen im Spannungsfeld zwischen
gesellschaftlichen Erwartungen und 6konomischer Notwendigkeit in
einem bestimmten institutionellen Kontext. Man kann sich die
verschiedenen Interaktionstypen auf einer stetigen Skala vorstellen,
die von ‘stark eingebettet’ bis ‘entbettet’ reich, wobei ich bewufit auf
eine Bestimmung der Intervallgrenzen verzichten mochte. Beispiele
fiir den ersten Interaktionstypus in westlichen Gesellschaften wiren
die Begrenzung der Kommodifizierung von Dienstleistungen
innerhalb des Familienkontextes, aber auch die moralische und
legislative Veurteilung von Kinderprostitution oder Korruption. Ein
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extremes Beispiel fiir die Entbettung wire die Reduktion einer
vormaligen Interaktion am Bankschalter zu einer entpersonifizierten,
objektbezogenen Handlung am Geldautomaten oder
Kontoauszugsdrucker.

Schrader elaborated on this modification concept of embeddedness by using concept of
rationality (1995: 11):
Diese Modifikation des Konzeptes der Einbettung konnte zu einem
erweiterten Rationalitdtskonzepts beitragen, das den von der
Neoklassik unterstellten Antagonismus von Markt und Moral
aufhebt. Der Grad der Einbettung einer Interaktion determiniert dann
die sozial legitimen Handlungsalternativen, iiber die das Individuum
optimiert, d.h. je nach Einbettungsgrad mehr nach zweck-mittel-
rationalen, wertrationalen, traditionellen oder anderen Kriterien
entscheidet.

In this study on the German fleamarket, therefore, we agree with Granovetter’s idea
that the embededness of economic life in society occurs in different ways. Following
Schrader’s contribution, any form of the embeddedness has its own degree, therefore,
the embededdness can be situated on a continuum between full embeddedness as one
pole and exact disembeddedness as the other. Based on these points, it can be argued
that the embededdness of engaging in the fleamarket’s activities like visiting, trading,
and holding the fleamarket can be seen in the following ways:

a. Orientation of Engaging in the Fleamarket’s Activities

Engaging in the fleamarket’s activities is an economic action. Through Weber’s
sociological idea (1964: 112), an economic action can be seen as a social action so far
as it “takes account of the behavior of someone else.” This “taking account of others”
is not meant by Weber solely in the sense of formal considerations attending market
transactions but, more importantly, in the sense of substantive expectations linked to
sociability. This therefore can be completed socially in various ways -by seeing other
people, by talking to them, by thinking of them, and so on. Furthermore Weber
insisted the actor always orients his or her action toward people’s behavior through
socially constructed meanings. This means that the actor interprets (verstehen) his or
her own customs, habits, norms, and vested interest in ongoing social relations. By
means of this viewpoint, we comprehend the actor’s action at the fleamarket as a form
of social action, because the action towards others is oriented through --seeing,
thinking, speaking, bargaining, trading, and so forth.

Social action in the scope of engaging in the fleamarket’s activities, based on Weber's
notion ([1922]1978: 24-25), at least, may be oriented in two ways. It may be: (1)
Instrumentally rational (zweckrational), that is, determined by expectations as to the
behavior of objects in the environment and of other human beings; these expectations
are used as “conditions” or “means” for the attainment of the actor’s own rationally
pursued and calculated ends; (2) Value-rational (wertrational), that is, determined by a
conscious belief in the value for its own sake of some ethical, aesthetic, religious, or
other form of behavior, independently of its prospects of success.
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In instrumentally rational orientation purposes of the actors in engaging in the
fleamarket’s activities are making money or something related to money (income).
On the other hand those in value-rational orientation are oriented toward the pursuit of
some non-profit orientations like having fun, engaging in social relationships, using
leisure-time, and so on.

Based on these kinds of orientations of engaging in activities at fleamarkets, we can
understand the degree of embeddedness based on Schrader’s idea that economic life
can be ordered on a continuum with full embeddedness as one pole and total
disembeddedness as the other. Value-rational orientation can be situated on the pole of
full embeddedness, while instrumentally rational orientation can be placed in the pole
of exact disembeddedness.

b. Social Networks

Network studies have been undertaken by sociologists since the 1960s. It is concerned
with how individuals are linked to one another and how the bonds of affiliation serve
both as lubricants for getting things done and as a glue which provides order and
meaning to social life (Powell and Smith-Doerr, 1994: 365). Social networks, at the
level of person to person interaction, can be regarded as a specific group of relations
among a defined group of persons with the additional property that the characteristics
of these linkages as a whole may be used to interpret the social behavior of the
individuals involved (Mitchell, 1969: 2). Using the network analytical approach,
therefore, one can see that the structures or patterns of social linkages enhance and/or
constrain the behavior of persons involved in various areas of social life. It thus
provides a base to understand how individual behavior is affected or influenced by
social structure.

In connection with our work, there are two kinds of social networks, namely trading
networks and non-trading networks. According to Hans-Dieter Evers (1988: 92-93),
the trading networks refer to social processes of exchange where social interaction
takes place between persons with the primary purpose of exchanging goods over more
less greater geographical distances. They operate from local to global networks
(Amponsem, 1994; Menkhoof, 1993; Schrader, 1988; Evers, 1988), from informal --
kinship, localities, surname, friendship, and classmate ties-- to formal ones -- trust in
contracts -- (Menkhoff, 1993; Suparb, 1990). Referring to Evers’ idea, therefore, the
non-trading networks refer to individuals who are bound to one another through
engaging in trade, but are not primary interacting to achieve the purpose of exchanging
goods over more less extensive geographical distances.

An action by a network member is embedded because it is expressed in interaction
with other people. The way a person is embedded in networks of social relationships is
crucial in determining many the social actions and much of the institutional outcomes.
According to Swedberg (1990), what happens in production, distribution and
consumption is very much affected by people’s embeddedness in social relation. Social
networks, therefore, are among the most important types of structures in which social
life, included in the economic activity, is embedded.
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Based on these points, we will see that social networks can be constructed by some
factors, including certain fleamarket regulations (like registration process) and similar
purposes for engaging in trading activity at the fleamarket. By registration process the
organizers of certain fleamarket give their members and neighborhood residents
favored access to trading opportunities. Through this process the fleamarket
organizers and visitors will be connected, glued or bound to each other (Burt, 1992).
Differentiation in degree and grade of network represents distinction in degree and
grade of embeddedness.

¢. Moral Economy

Departing from Scott’s notion, Evers (1994) pointed out that peasant societies are
normally characterized by a high degree of solidarity and by a value system that
emphasizes mutual help, the sharing of resources and subsistence security. Under these
conditions, traders in a peasant society have a moral obligation to share proceeds with
kinsfolk and neighbors, on the one hand, and the necessity to make profits and
accumulate trading capital, on the other. This situation is faced as a traders’ dilemma,
because this is a situation in which an actor has to choose between two courses of
action, both deemed equally unfavorable, undesirable or at best neutral. A dilemma,
therefore, signifies a difficult choice (Evers, 1994: 7). ‘

This moral economy can be regarded as an indication of the embeddedness of
economic activities in society, because the actors will consider moral issues, like
kinship obligation, when engaging in trade. Echoing Evers’s idea, I will argue in the
following chapters, that economic actors in industrialized countries, like Germany,
also face the traders’ dilemma in certain moral issues like paying taxes. Evers (1994 :
13-14) argued that:

What was once the traders’ dilemma is now the dilemma of the

capitalist state. On the one hand, its major function is to provide the

political and legal framework for capitalist enterprises to flourish; on

the other, governments have to face voters or political movements if

profit levels are too high, the environment is not protected and social

problems exceed tolerable, i.e., morally justifiable, limits. The values

of profitability and solidarity are still polar opposites.

d. The Market-Place as a Mirror of Social Complexity

According to Mai and Buchholt (1987: 2) the market-place, in the developing
countries, mirrors various aspects of community life, because the market-place
accommodates ample information on the structure of goods offered, the types of
traders, the enterprises, the customers, even the economic and social organization of
trading, market prices, credits, selling and buying strategies, the communicative and
cultural aspects of the market-day, and so forth. In short they claim that the market-
place mirrors the whole complex of social, cultural, political, and economic aspects.
This means that economic life in the market-place, as a mirror of social complexity, is
embedded in other aspects of human life. Using this approach, as described in chapter
five, the fleamarkets can be considered as a mirror of social complexity, because it
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contains ample information on types of the organizers of the fleamarket, the visitors,
the traders, leisure activity, types of bargaining, price, social meaning of money, etc.

e. Leisure Activity

Based on Webster’s Third International Dictionary, the word leisure is derived from
Latin licere, meaning to be free. Leisure is time spent in a leisurely or relatively
unconstrained and uncoerced manner. It is something freely done. According to Kelly
(1982), leisure is freely chosen because the activity itself or one’s companions, or some
combination of the two, promises personal satisfaction. It is the personal and social
orientation of the actor that makes it leisure — or something else. Thus, leisure is
related to the use of the time, not time itself. It is distinguished by the meaning of the
activity, not by its form. Hence, leisure is defined as an activity chosen in relative
freedom for its quality of satisfaction. Leisure activity, therefore, can be seen as  an
activity that is embedded in human life. Connecting with this study, it can be argued
that some peoples who engage in the fleamarket’s activities like trading, visiting and
holding the fleamarket use their leisure time in the fleamarket. Therefore these
activities can be regarded as the leisure activity.

f. Price

In general classical economic theories, the prices in different types of markets for
different types of commodities are usually determined, changed, and stabilized by the
law of supply and demand. According to classical economists, traders set price by
considering the interplay between supply and demand. Therefore, the more markets
become competitive and prices stable, the greater the number of traders. But in his
study of stock option trading, Baker (1984) finds that price volatility increased with the
size of the trading group. According to Baker this occurred because as group size
increased, the number of personal trading relations that the average trader could sustain
did not. In a large group it was thus harder to know about all traders; information flow
was reduced by the size and resulting fragmentation of the trading network, and
convergence to a single equilibrium price become problematic. The imperfect
movement of information that caused this resulted from fundamental cognitive
limitations of human actors in conjunction with the necessary embeddedness of trading
in networks of personal relations.

In general, many kinds of prices are influenced because transactions do not occur on
the spot in the market but between traders of long acquaintance. Anthropologists
pointed out that peasant and tribal markets are typically clientelized —namely, buyers
and sellers have long-term continuing relations (see Geertz,1978; Alexander, 1987).
This leads to sticky prices, as buyers and sellers are unresponsive to price inducements
to trade with unfamiliar partners. This stickiness, and the result that adjustments must
then be made in quantities, so the market is not cleared, is important not only in tribal
and peasant setting but also capitalist societies (Braudel, 1985). In his book Prices and
Quantities: A Macroeconomic Analysis”, Arthur Okun argued that two types of prices
are formed in product markets: “auction-market prices” and “customer-market prices.”
The former are identified by the fact that they are exclusively shaped by demand and
supply forces and thereby fit the classical paradigm of continuous market-clearing.
According to Okun, this is typical of certain homogeneous products such as
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agricultural and mining products. The latter denote prices where the social relationship
between the buyer and the seller affects the price in combination with the ordinary
supply and demand forces. Okun (1981: 142) pointed out that customers avoid
shopping costs by sticking with their supplier as much as workers avoid search costs by
sticking with their employer. Based on his literature study, Granovetter (1993) found
that supply and demand as well as social structure affect prices and quantities not only
in tribal and peasant markets but also in modern markets. Based on these points, we
see that price is also embedded in social (trading) networks.

g. Bargaining

According to Geertz (1978) when the information is poor, scarce, maldistributed,
inefficiently communicated, and intensely valued in the market-place, the customer
will search for information through the two most important search procedures, namely:
clientelization and bargaining. The clientelization is symmetrical, egalitarian, and
there is an oppositional relation between the buyer and the seller. This reduces the
search to manageable proportions and transforms the mob into a stable collection of
familiar antagonists.

Geertz (1978) pointed out that bargaining in the bazaar is multidimensional and
intensive. Though price setting is the most conspicuous aspect of bargaining, the
bargaining spirit penetrates the whole interaction. The multidimensionality of
bargaining refers to bargaining along nonmonetery dimensions. While money price is
held constant, the possibilities for bargaining in terms of quality aspects, quantity
aspects, credit arrangements and so on, are enormous. These can include various
techniques and strategies like maintaining sales patter and switching currency units,
interchanging items, ‘walking off’, and adding extra (see Alexander, 1987; Evers,
1988; Evers and Schrader eds., 1994). The bargaining embeds in its sociocultural
contexts, because, according to Geertz:

The whole structure of bargaining is determined by this fact: that it is

a communication channel evolved to serve the needs of men at once

coupled and opposed. The rules governing it are a response to a

situation in which two persons on opposite sides of some exchange

possibility are struggling both to make that possibility actual and to

gain a slight advantage within it (1978: 32).

h. The Social Meaning of Money

In mainstream economic thought, like Adam Smith (1776) and Carl Menger, money is
often considered a neutral exchange instrument, no more and no less, having no social
meaning. Money is the only medium of exchange in market transactions. Therefore,
money is only related to market rules. This means, according to Barber (1977), that
market exchange is free from cultural or social constraints and money seems to be
exempted from extra-economic influences.

In classical sociological interpretations of money, as we have discussed, money has
pervasive effects on the quality of social life. For Simmel and Marx, money
revolutionized more than economic exchange: it fundamentally transformed the basis
of all social relations by transforming personal bonds into calculative instrumental ties.
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In his Philosophy of Money, George Simmel (1990: 346) suggested that ’the complete
heartlessness of money is reflected in our culture, which is itself determined by
money.” He continued that money is not just an impersonal instrument but also has
liberating aspects. By breaking the personal relationship characteristic of traditional
society, money allowed each individual the freedom of selecting their own terms and
partners of economic exchange.

For Zelizer (1994: 11 - 19), both economic mainstream and classical sociological
thought have some problems in understanding the phenomena of money. Firstly, the
functions and characteristics of money are usually defined strictly in economic terms.
Even when the symbolic meaning of money is recognized, it either remains restricted
to the economic sphere or is treated as a largely inconsequential feature. Hence, she
suggests that "while money does serve as a key rational tool of the modern economic
market, it also exists outside the sphere of the market and is profoundly influenced by
cultural and social structure.” Secondly, monies are seen as the same in modern
society. This interpretation referring to what Simmel called money’s “qualitatively
communistic character” denies any distinction between types of money. According to
Zelizer, this interpretation denies that the social actor can react with anger, shock, or
ridicule to the ”misuse” of monies in the wrong circumstances or social relations. She
suggested that, therefore, there is no single, uniform, generalized money, but multiple
monies: people earmark different currencies for many or perhaps all types of social
interactions, much as they create distinctive languages for different social contexts.”
Thirdly, for her, the classical economic inventory of money’s functions and attributes,
based on the assumption of a single general-purpose type of money, is unsuitably
narrow. She argued that , therefore, money is not only as a market phenomenon but
also a political and sociocultural phenomena. One can see that certain monies can be
indivisible, nonfungible, nonportable, deeply subjective, and therefore qualitatively
heterogeneous. Fourthly, she disagrees with a sharp dichotomy between money and
nonpecuniary values. For her, money under certain circumstances may be just as
singular and unexchangeable as the most personal or unique object. Fifthly, according
to her, given these assumptions, the alleged freedom and unchecked power of money
becomes improbable. Cultural and social structures set inevitable limits to the
monetization process by introducing controls and restrictions on the flow and liquidity
of monies. This means that Zelizer has given us an alternative approach to money,
namely the social meaning of money approach. In this approach, therefore, she (1993:
197) claims that:

” money is neither culturally neutral nor socially anonymous. It may

well “corrupt” values and social ties into numbers, but values and

social relations reciprocally transform money by investing it with

meaning and social patterns. Despite its transferability, people make

every effort to embed money in particular times, places, and social

relations. Thus, there is no single, uniform, generalized money, but

multiple monies: people earmark different currencies for money or

perhaps all types of social interactions, as much as they create

distinctive languages for different social contexts”.

Using the social meaning of money approach Nugroho (1994) has analyzed the
meaning of money in Javanese society. He found that there are at least three the social
meanings of money, namely money as a means of economic exchange, as an
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instrument for meeting the social, cultural, money as well as psychological necessities,
and money as a political means. Thus he agrees with Zelizer’s opinion, namely that
there is no single, uniform, generalized money, but multiple monies.

Furthermore, an important collection of essays edited by Parry and Bloch (1989)
showed the variation of money, describing how the multiple symbolic meanings of
modern money are shaped by the cultural matrix. For Zelizer these studies are
restricted to societies outside the centers of capitalism. She mentioned that:

A sociological model of money must show how, how much, and

why, even in the heartland of capitalism, different networks of social

relations and meaning systems mark modern money, introducing

controls, restrictions, and distinctions that are as influential as the

rationing of primitive money. Multiple monies in the modern world

may not be as visibly identifiable as the shells, coins, brass rods, or

stones of primitive communities, but their invisible boundaries work

just as well (Zelizer, 1993: 200)

i. Consumer Culture

Consumption is always considered a cultural process. While consumer culture -- a
culture of consumption -- is unique and specific. "It is the dominant mode of cultural
reproduction developed in the west over the course of modernity”, said Don Slater
(1997: 8). Consumer culture denotes the culture of the modern west — certainly central
to the meaningful practice of everyday life in the modern world. Therefore consumer
culture is more generally bound up with central values, practices and institutions which
define western modernity, such as choice, individualism and market relations (see also
Featherstone, 1991; Evers and Gerke, 1977).

To understand this social phenomenon, in his book Consumer Culture and Modernity,
Don Slater (1997: 24-32) has identified some characteristics of consumer culture:

a. Consumer culture is a culture of consumption.

The idea of consumer culture implies that, in the modern world, core social practices
and cultural values, ideas, aspirations and identities are defined and oriented to
consumption rather than to other social dimensions like work, citizenship, religious
cosmology, military role, etc.

b. Consumer culture is the culture of a market society.

In the market society, goods, services and experiences have been produced solely in
order to be sold on the market to consumers. In this context, consumer culture develops
as part of capitalist system.

c. Consumer culture is, in principle, universal and impersonal.

Consumer culture often refers to the notion of mass consumption because it
exemplifies the generalization of commodity consumption to the entire population.
However, mass consumption is only one form of a more fundamental principle: the
idea of making large volume of goods for sale to a general public than for oneself, for
one’s household or local community or on the basis a personal commission.

d. Consumer culture identifies freedom with private choice and private life.

To be a consumer is to make choices: to decide what you want, to consider how to
spend your money to get it. Consumer choice is a private act.
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e. Consumer culture is the privileged medium for negotiating identity and status
within a post-traditional society.

Consumer culture is not inherited like social position which is ascribed by birth in

traditional society; but it is negotiated and constructed by individuals.

f. Consumer culture represents the increasing importance of culture in the modern
exercise of power.

Consumer culture is notoriously awash with signs, images, publicity. Most obviously,

it involves aestheticization of commodities and their environment: advertising,

packaging, shop display, point of sale material, product design etc.

g. Consumer needs are in principle unlimited and insatiable.

In consumer culture, uniquely, unlimited need - the constant desire for more and the

constant production of more desires - is widely taken to be not only normal for its

denizens but essential for socio-economic order and progress. While the insatiable

need refers to the increased productivity of modern industry it is widely understood as

both a response and a spur to the capacity of people’s desire to become increasingly

sophisticated, refined, imaginative and personal, as well as people’s desire to advance

themselves socially and economically.

From these explanations above, consumer culture indicates embeddedness of economic
life in culture. In relation with our study, consumer culture is regarded as a cultural
context where the fleamarket emerges as a social economy phenomenon.

j- German Romanticism

It is difficult to fix the limits of the concept of the romanticism (Frankland and
Schoonmaker, 1992: 19; Furst, 1979). To understand this concept, however, we use
Hawthorn's idea:

Romanticism, which after A.W. Schlegel's contemporary definition

is what most have called this extraordinary movement of artistic and

intellectual creativity, is inherently difficult to describe. The spiritual

and intellectual freedom that it presumed generated a range of ideas

that defy a comprehensive account. It is, perhaps, best characterized

as a belief in two propositions: that as one contemporary put it “we

live in a world that we ourselves create’, and that the principle of

creativity is plenitude, infinite variety. Even so, one has immediately

to qualify this, for there was also a conviction, among the poets,

novelists, musicians and painters as much as among the philosophers

and political theorists, that from the plenitude a unity was possible,

although whether merely a unity of imagination or senses or a

theoretical and practical unity of the society remained always in

dispute and ever uncertain (1987: 37).

At its core, furthermore, romanticism attempts to right a balance: ‘against reason it sets
feeling, against universal right it sets particular traditions, and against personal
development through civic action it sets self-development through inward exploration’
mentioned Frankland and Schoonmaker (1992: 19). Hence, the romantics, according to
Barzun (1972: 859 - 870), wanted for themselves and their peoples the freedom,
diversity, self-reliance, and opportunity for self-development.
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The romantic movement was in evidence throughout Europe, but its form varied from
one county to another. As Zeitlin has pointed out (1968: 36), in England, and
especially in Germany, this movement reflected a strong national reaction to the
radicalism of the enlightenment as expressed in the French Revolution and against
Napoleonic expansionism. In general, the romantics rejected the static view of the
world and human nature which the Enlightenment advocated. They refused to accept
the notion of a universe that, like a machine, runs smoothly according to an inherently
rational and universal law. Furthermore, Zeitlin argues that in every field -literature,
art, music, philosophy, and religion- an effort was made to free the emotions and the
imagination from the austere rules and conventions imposed during the eighteenth
century. In religion, German Protestantism restored inner experience. Its theological
tenets released man from nature. In philosophy, the individual mind was assigned a
creative role in shaping the world. In his philosophical writings, Immanuel Kant freed
man from god and society as well. ‘Enthusiastically if crudely interpreted, he had
demonstrated the supreme power of the idea,” mentioned Hawthorn (1987: 36).

As Hanke has written (1981), the historical sensibility of the romantics was shaped by
their temporal awareness and was informed by the same sense of duration that creates
the feeling of continuity and unity of individual mind in time. Historical past, present,
and future are not conceived as discontinuous, isolated instances but are instead seen as
organically developing from each other.

In dealing with the fleamarket, the legacy or tradition of German romanticism has
given contemporary Germans the idea that a human being can create her/his life as
she/he wants, but at the same time creativity is plenitude. Besides that, the romantics
regarded life as meaningful and good (Hanke, 1981: 2). In terms of these ideas,
therefore, people can make their life as good and meaningful as they need through their
creativity. To preserve the environment and thus to create the meaningful and good
life, the Germans invented the Green Movement, and also the German fleamarket. So,
like consumer culture, German romanticism is also considered a cultural context for
the emergence and development of the fleamarket. In this way, we try to describe the
embeddedness of the fleamarket in German culture.

k. The Social Market Economy

Miiller-Armack (1966) explained a German way of constructing of the economy by

combining freedom and responsibility. In other words, the German economy is

generated by interaction between market economy and state intervention (see also

Nicholls, 1994). In principle this system economy, well known as the social market

economy, involves the following :

1. The price is determined, changed, and stabilized by the law of supply and demand.

2. The state is regarded as protector of competition. This means that the state will
intervene the economic life, if the state sees that unfair anomalous situations.

3. The state is a factor in social compensation. The free market will be both controlled
and stimulated by governmental intervention designed to create full employment
and a just distribution of wealth. These matters will be developed in a following
chapter.
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Thus, like two points above, the German social market economy is regarded as a
context where the German economy developed. Using this idea, this means that
German economic activities are embedded in the political aspects of human life.

l. Socialization through the Market-place

The market-place can be regarded as a social arena where members of society transmit
to new individuals the social and cultural heritage of their group. Through
socialization the individual learns the attitudes which usually refer to broad system of
meaning and of values that extend far beyond his/her immediate situation. We argue
that through the fleamarket children or the youth can internalize and/or actualize
his/her culture which he or she inherited from his/her family or society. By seeing this
phenomenon, this implies that through economic activity members of society transmit
to the youth their social and cultural heritage of their group. This is also exemplifies of
the embeddedness of economic activity in socio-cultural aspects of human life.

Based on these arguments, we argue that the embeddedness of a certain economic
institution takes place in different ways and to different degrees. This can be explained
in social, political and cultural structures where this economic institution exists.
Therefore, it can be assumed that the distinction of the embeddedness of the
fleamarket in various ways and degrees can be seen in some manners, namely
orientation of engaging in the fleamarket’s activities, social networks, moral economy,
market-place as a mirror of social complexity, leisure activity, price, bargaining, the
social meaning of money, consumer culture, German romanticism, and socialization
through the market-place.

Until now, as described above, there is no study which focuses on the German
fleamarket using the New Economic Sociology perspective. Therefore, this study can
be regarded as a basic study of the fleamarket in Germany using this approach. This
present study was guided by four basic questions:

1. How were the fleamarkets constructed and how do they grow ?
2. Who are actors of the fleamarkets ? Which roles do they have ?
3. Who regulates the fleamarkets ?

4. How are the fleamarkets embedded in the society as a whole?



PART II: RESEARCH FINDINGS
CHAPTER THREE

LOOKING AT THE SETTING :
THE TIME AND SPACE OF THE FLEAMARKET

Introduction

Economic institutions are defined by Richardson (1986) as the set of organization, groups,
and processes by which people in a society produce and distribute goods and services.
We can, therefore, say that the fleamarket is an economic institution, because it is
characterized by processes of the distribution goods and services which involves actors.
Since these processes are related to actors and groups of actors, we can also regard the
fleamarket as a social process. All social processes have two crucial aspects, namely, the
setting and the actors. According to the Webster New Encyclopaedic Dictionary, setting
refers to the time and place of human activity. The actor is one who acts. The latter it will
be discussed in the next chapter. In this chapter the setting of the fleamarket will be
presented. ‘

Discussing the setting of the German fleamarket, therefore, we look at some aspects
connected to the time and the place of the human activities in which this economic
institution exists, e.g., settings and historical sketches of locations. Then market-places,
market-days, numbers of fleamarkets, and types of fleamarkets will be discussed.

A. Setting and Historical Sketch of a Location

1. The Setting

Bielefeld is the only county-town (kreisfrei Stadt) belonging to Detmold district
(Regierungsbezirk Detmold) in the state of North-Rhine Westphalia. Covering an area of
about 257.66 sq. km., it is located geographically 52° 1" 21” north latitude and 8° 31°
59” east longitude. Topographically Bielefeld is located between 73.40 m (Brake) and
313 m (Hiinenburg) above sea level.

Bielefeld can be economically divided into three areas, namely, the shopping area, the
industrial area, and the agricultural area. Like other cities and towns in Europe Bielefeld
has a shopping area located in the center of the city. This area is called the Jahnplatz in
Bielefeld. Around this area can be found the town-hall, the municipal theater,
churches, the main railway station, the bus station, and so on. Industrial areas are located
in Milse, Altenhagen, Ubbedissen, Jollenbeck, and Babenhausen. Agricultural areas can
be found in Dornberg, Babenhausen, and Senne.

Most roads date to before the Second World War. They connect to other cities located
around Bielefeld, e.g., Herford, Detmold, Lemgo, Glitersloh, Paderborn, Miinster,
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Osnabriick, Minden, Bad Oeynhausen, etc. There is also a main highway (Autobahn)
which joins to other cities in Germany - especially western Germany and in other West
European countries, e.g., Austria, Belgium, Denmark, the Netherlands, France, as well as
with Poland. In 1847 the railway was constructed from Koln (Cologne) to Minden
through Bielefeld. Nowadays the railway connects Bielefeld to all cities, not only within
Germany, but also in western Europe, e.g., Austria, the Netherlands, Belgium,
Luxembourg, and France. There are three street railways which connect to metropolitan
Bielefeld, namely, from Sieker Mitte to Babenhausen Siid, from Sieker to Milse, and from
Schildesche to Senne. There is also an airport that can be used by small airplanes, in
Senne.

In the past 255 years Bielefeld grew from a small town with 3,200 inhabitants in 1740 to
a middle city with 324,674 inhabitants in 1993. The total of population has increased
substantially reflecting births as well as immigration (see table below).

Table 3.1. Growth of the Population of Bielefeld from 1740 until 1993

Year Population Year Population
1740 3,200 1900 63,007
1783 3,400 1910 78,615
1787 5,302 1920 81,414
1798 5,581 1930 120,963
1811 6,077 1940 127,144
1825 6,704 1950 154,982
1830 7,833 1960 175,076
1840 9,298 1970 169,236
1850 10,706 1980 312,708
1861 13,718 1990 319,037
1870 18,693 1991 322,132
1880 31,110 1992 324,287
1890 41,358 1993 324,674

Source : Ostermann, 1961 : 35 and Statistisches Jahrbuch NRW 1970-1994

In the 1960’s emigration combined with migration to other cities in Germany caused a
decline in population. In that decade, annual emigration rates were lower than annual
immigration rates (see Table 3.2.).

In 1946 the immigration rate was higher in comparison with other years. One major cause
was soldiers returning from the war. The migration to and/or from Bielefeld was not only
by Germans but also by foreigners. This is evidenced by the numbers of foreigners
living in Bielefeld (see Table 6.2.). After the Second World War, Germany needed these
”Gastarbeiter” to rebuild infrastructure and industry. As a result, many foreigners came
from various countries to Bielefeld, i.e., from Turkey, Italy, and ex-Yugoslavia. The
majority of these were Turks (see Table 6.3.).
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Table 3.2. Balance of Migration Bielefeld from 1946 until 1993

Year |Balance of Migration |Immigration |Emigration
1946 + 29,458 35,797 6,339
1950 + 6,251 11,532 5,281
1960 - 671 9,716 10,387
1970 + 185 11,991 11,806
1980 + 1,380 15,916 14,536
1990 + 1,633 15,384 13,751
1993 + 421 13,184 12,763

Source : Ostermann, 1961 : 36 and Statistiches Jahrbuch NRW 1970-1994

The above facts suggest that Bielefeld is an international city where many foreigners live,
not only as workers but also university students. This theme will be developed in the next
chapter, through a consideration of the international flow of capital, international trade,
the circulation of information through modern communication systems, the number of
tourists, and the religions characteristic of Bielefeld today.

Table 3.3. Occupation of the Bielefeld Population in 1992

Occupation Total of population
Agriculture, Forestry, & Fishery 1,365
Electric Power, Water Supply, & Mining 1,395
Manufacturing Industry 47,153
Trade 27,876
Transportation & Communication 10,780
Construction 7,292
Banking, Finance, & Insurance 5,803
Services 24,517
Non-Profit Organization & Self-employed 12,723
Government & Welfare System 24,078

Source : Statistisches Jahrbuch NRW 1994

In 1992 there were 162,984 persons employed in Bielefeld. 47,153 people were in the
manufacturing industries, and 27,876 in trade (see Table 3.3.). The majority of
Bielefelders were, therefore, engaged in the modern sector of the economy, namely in
industry and service activities. There are many industries located in Bielefeld
manufacturing a variety of products, from machines to electronic equipment.

2. History

Bielefeld was founded by the court of Ravensberg in 1214. This development was
motivated not by military but economic goals:

Weitgehend fiskalischer Art waren sicherlich die ersten
Erwigungen, die den Grafen zu seiner Griindung bestimmten. Die
oben angezogenen Urkunden von 1216 wund 1224 geben zu
erkennen, dal Graf Hermann bereits vor der Stadtgriindung Zoll-
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und Miinzrechte fiir eine Stadt im Bielefelde erbeten und erhalten
hatte (Engel, 1952: 42).

The logical consequence of this decree was that Bielefeld citizens had the right to
construct a market-place. The development of the market led that place to become not
only the shopping center but also the settlement area for the merchants. Hence, as Engel
states (1952: 42 - 45) this city came to be known as ”Kaufmannstadt” (trader town). In
1293 ”Neustadt” (new town) was built up around the Mary Church in order to
accommodate the developing activities in the urban society, e.g., trading, industry, and so
on. Until December 1972 Bielefeld was divided into two parts, namely the “Kreisfrei
Stadr” (county-town) of Bielefeld as well as “Kreis” (municipality) Bielefeld which
consisted of Senne, Sennestadt, Heepen, Schildesche, Brackwede, Ummeln, Gadderbaum,
Quelle, Brake, Milse, Hoberge-Uerentrup, Deppendorf, and so on. Since January 1st.
1973 both parts of Bielefeld have been fused in ”Kreisfrei Stadt” (county-town) Bielefeld
(see map).

In 1309 the merchants were granted the privilege which related to the sale of the garment,
i.e., producing wool and linen, making clothes, and trading. They formed an organization
which was named “Johannis-Bruderschaft” to be used as networks of producing and
trading - especially linen (Engel, 1975: 24 - 29). These networks engaged in long-
distance trade between German cities and extended abroad as well, i.e., Dortmund
(1391), Liibeck (1475), the Baltic lands and Scandinavia. In 1768 a modern bleaching
factory was built for the production of high quality linen products. Since then state
mercantilism was transformed by the creation of “Aktiengesellschaft”’ (incorporation).
During this more recent period, this textile industry played an important role in the
economic activities of Bielefeld (Engel, 1975: 28 - 32).

As an industrial city Bielefeld grew and developed together with the growth and the
development of industry. A spinning mill was constructed in 1854 and called the
Ravensberger Spinnerei”. Nikolaus Diirkopp built the Bielefeld bicycle as well as the
work tool industry (sewing machines) in 1866. Before the Second World War his factory
had produced racing cars and airplanes. A prepared foods industry was founded by Dr.
August Oetker on January 1st. 1891 (Gerke, 1973: 72 - 81). Today Bielefeld is identified
by this industry, i.e., Dr. Oetker City. This is because Dr. Oetker company is one of the
biggest of companies in Germany making pudding mixes, etc. Besides Oetker and
Diirkopp nowadays there are a number of big companies that produce a range of
commodities, from machines to cosmetics, from electronic goods to medical wares in
Bielefeld. These goods are sold in both the national and the international market (see
Andreas Beaugrand eds., 1996). This point will be discussed in the following chapter.
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B. The Setting of the Fleamarket

Some aspects connected to the time and the place of the fleamarket will be presented in
this section. These are the market-places, market-days, selling and display area, numbers
of fleamarkets, and types of fleamarkets.

1. Market-Places

The market place is a location of human activity in which people relate to each other
through seeing, smiling, speaking, bargaining, selling, buying, etc. The fleamarket’s
organizer considers a number of factors before choosing a place for holding a fleamarket.
The main factors are not only economic but also sociocultural. For some organizers,
especially those who hold fleamarkets to make money, economic reasons are more
important than sociocultural goals because they have to pay a fee for using a space as well
as taxes for holding the fleamarket. On the other hand, other organizers tend to consider
sociocultural factors more than economic ones. These organizations are clear that holding
fleamarkets in any place which is known that place is more important than using other
places which are not known by their members, for example the organizer of the
fleamarket in the “Haus Grofi-Bethel.” This idea will be discussed in detail in the
following chapter.

With regard to the building used for holding the fleamarket, therefore, we see that there
are two kinds of fleamarket market-places, namely the indoor market-place and the
outdoor market-place. Firstly, the indoor market-place means that all activities - like
seeing, speaking, selling, buying, bargaining- are generally done in the building. The
organizers of the fleamarket usually use the Freizeitzentren (leisure centers), schools, and
public halls, for example the Freizeitzentrum in Stieghorst, the Sonnen Hellweg Schule,
and the Bielefeld Hall. At the indoor market-place, traders and customers can use
facilities like the café, toilets, toys, and the building itself. The traders can buy a cup of
coffee or tea with cake in the café, for instance in the Baumheide Freizeitzentrum, and
then drink coffee there or carry it to their table. After looking around the fleamarket, the
visitors can also drink coffee there. Also if one needs to use the toilet, he or she can find
one right it in building, like in the Baumheide Freizeitzentrum. One can also use
recreation equipment, for example the soccer game, in other rooms like in the Stieghorst
Freizeitzentrum. One must not worry about the weather if he or she goes to the indoor
market-place, such as in the Carl-Severing Schule, because the building protects visitor
from the rain or the sun’s heat.

The outdoor market-place, however, means that all of the activities are generally
conducted in the open-air or outside of the building. To hold an open-air fleamarket, the
organizers use a city park (the ”Johannisberg” and the "Radrennbahn”), the parking lot of
a big store or some other building (e.g., Real Markt Bielefeld-Mitte, Marktkauf on
Friedrich-ListstraBe, University of Bielefeld and the Seidenstickerhalle ), and public
parking areas (Hotel Vier Taxbdume Brackwede and Kesselbrink). There are generally no
the café and the toilet at these places. However, sometimes toilets and food stands are
available like at the fleamarket at the “Johannisberg” and in the yard of the
”Seidenstickerhalle.”
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We have already described the physical setting of the location of the fleamarket. Now, we
move on to another aspect of the fleamarket, namely the social setting. This relates to the
location of the market-place in a social context. Based on the social setting of the
market-place, therefore, we can see that there are three locations which are used by
organizers for fleamarkets, namely near settlement, near the shopping center, and far
from settlements as well as shopping centers.

Firstly, the market-places of the fleamarkets located near a particularly neighborhood
usually are carried out at the Freizeitzentren (€.g., in Baumheide, Stieghorst, Stricker,
etc), at the indoor or outdoor facilities of public institutions (e.g., the Biirgerwache, the
University of Bielefeld, Haus Grof-Bethel, the AWO-Begegnungszentrum, Stapenhorst-
schule, etc.). The majority of market-places are located in working class settlements (e.g.,
the fleamarket at the Freizeitzentren, at the Begegnungszentren, in the schools, etc.).
Some of them are located near special residential areas for handicapped people,
pentioners, etc (e.g., the fleamarket in Haus Grof3 Bethel, in the Katholik St.
Meinolfgemeinde, and so on). Part of them are located in student neighborhoods (e.g., the
fleamarket at the University of Bielefeld and the Siegfriedplatz).

Secondly, the market-places located close to shopping centers are normally held in the
parking lot or on grassy areas near spaces belonging to the shopping centers (e.g., the
fleamarket in the parking area of Realmarkt’s shopping center, Marktkauf in Friedrich-
liststr,  Allfrisch ‘s shopping center in Quelle, etc) or close to shopping areas (e.g., the
fleamarket in parking area of the Viertaxbdume Hotel, Kesselbrink, in Teutoburgerstreet
--in front of Realmarkt’s shopping center--, and at the Klosterplatz, etc).

Thirdly, market-places located far from the settlements as well as shopping centers are
generally held in parks ( e.g., in the Johannisberg) as well as in parking areas (e.g., in
the parking lot of Fa. Windel Textil Kracker street).

2. Market-Days

Fleamarkets are generally organized on weekend-days, namely on Saturdays and on
Sundays. However, there is a fleamarket that is held every Wednesday by the
Beratungsstelle in Baumheide’s Freizeitzentrum. On official holidays there is also,
occassionally, the fleamarket in Bielefeld, such as on the Easter-Sunday. Most
fleamarkets are held on Saturdays. For example on June 24th 1995 there were three
fleamarkets, i.e., in the Stieghorst Freizeitzentrum, on the Johannisberg and in the
Diakoniezentrum Brackwede. On the other hand, on the next day, June 25th 1995 there
was only one fleamarket held on the Johannisberg. Furthermore, the number of traders
who attend fleamarkets on Saturdays is larger than on Sundays (see Table 3.4).

Table 3.4. Number of Traders on the Johannisberg on March 3rd and 4th 1996.

Iraders Present

45

Source : author’s data collection
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The season is also considered by organizers when deciding to hold a fleamarket,
especially by private companies. In addition, the hours of the fleamarkets vary
particularly between the summer and the winter, and fleamarkets in the summer are open
longer then in the winter. Besides that, we can also see differences hours open between
different organizations. Fleamarkets that are organized by the Freizeitzentren are usually
open between 12 noon and 5 p.m. Private companies usually hold their fleamarkets from
about 8 a.m. until 3 p.m. -- some of them until 5 p.m. The bulk of the non-governmental
organizations -like the Kirchengemeinde and the Biirgerwache- hold the fleamarket about
1 p.m. until 5 p.m. and the other -like AStA (Students Union) at the University of
Bielefeld- from about 9 a.m. until 1 p.m. These hours are usually typical of fleamarkets
held on Saturday. On Sundays, the fleamarkets are usually open between 11 a.m. and 5
p.m.

There are some reasons for these differences. For both the governmental organizations
and the non-governmental organizations the opening hours of fleamarkets are set
according to the rhythm of the members of the organization or of residents. Some
members or residents have to do their shopping, cooking, washing, and so on by noon on
Saturday. To attract as many members or residents as possible these organizers set the
opening times of the fleamarkets from 12.00 o’clock and later. But private companies
usually open their fleamarkets from 8 a.m. onward on Saturdays, reasoning that the
organizers can thus attract as many traders as possible and earn more money in fee for
© space use.

3. Selling and Display Area

There are generally two forms used by traders to present their goods. These are to display
them on a table and/or on the ground. At some fleamarkets like in the Baumheide
Freizeitzentrum, the Stieghorst Freizeitzentrum, and AWO-Begegnungszentrum
Oldentrup, organizers supply traders with tables. Most fleamarket organizers do not
furnish tables for traders. This means that traders have to bring their own table to the
market-place. The traders usually use either a folding camping table or a big table (60 x
300). Also, some traders set up shelters made from canvas or a big umbrella to protect
them from the sun’s heat or the rain. Furthermore, many traders display their goods on
the ground. This is normally done by children, when they engage in trade at the
Freizeitzentren (leisure centers).

At the indoor fleamarket organizers usually arrange their tables according to names on
the registration list. This way, the building’s space can be used as efficiently as possible.
At this kind of fleamarket, traders can not change their display spaces which are
determined by the organizer, since the other spaces belong to other traders or are used as
footpaths for visitors. If a trader adds to his or her display space he or she can take
another trader’s display space or make the footpath smaller. Footpaths are constructed so
that visitors can see all the stalls located at this fleamarket. They are generally very
narrow. At certain times, this path is crowded, especially at opening time. On the other
hand, in outdoor fleamarkets there are normally no regulations concerning space.
Whoever arrives at first time at the market-place, can choose a strategic location for
engaging in trading activities. At fleamarkets held by private companies, traders can also
use as much display space as they want. There are no restrictions. Moreover, footpaths at
this kind of fleamarket are usually wider than those in indoor fleamarkets.
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Regulation of indoor fleamarkets through numbers and names which are based on
registration lists can be regarded as formalization of the informal sector. Regulation is
done because demands by traders are higher than supplied spaces. In addition, through
this regulation, organizers of municipal and initiative fleamarkets, can offer trading
space to their people.

4. Pictures of Fleamarket Activities in a Market Day

To gain a relatively detailed picture of activities going on at the market-places on the
market-days, it is useful to highlight six portraits of fleamarkets, namely the
Freizeitzentrum’s fleamarket in Baumheide, the Freizeitzentrum’s fleamarket in
Stieghorst, the “Café Floh” in Baumheide, the Tausch- & Trodelmarkt at the
“Siegfriedplatz”, the Kram-Antik- & Triodelmarkt on the ”Johannisberg”, and fleamarket
at the "Klosterplatz”.

a. The Freizeitzentrum ’s Fleamarket in Baumbheide

On the eighth of June the organizer of the Freizeitzentrum organized his sixth fleamarket
in 1996. This fleamarket used two market-places, namely in- and outdoors of the Freizeit-
zentrum building. In the indoor market-place the traders can start selling at 12 noon. The
outdoor market-place is also opened by the organizers at 12 noon. The day before the
fleamarket, the organizer set up the stales and labeled them according to the names and
numbers of the traders.

At 9.30 a.m. the first trader arrived at the market-place. She brought her table to the yard
of the Freizeitzentrum and set it up. She chose a strategic location as the site for her
trading activities, namely on the side of the path to the Baumheide library. After that she
took other goods from her car which was parked in front of the Marktkauf supermarket.
By this time there were about 10 visitors there.

At 10.00 a.m. there were 30 traders at the market-place. Some of them had only set up
their tables. They did not display their things on the tables yet, because, according to
them, they could be fined about 50 marks for doing so. That means paying three times the
amount for using a space, which is usually about 15 marks. Some of them unloaded their
goods from the boxes and displayed them on the table.

By 11.00 a.m. there were about 80 traders. All of them had set up their tables. Some of
them were not selling at this point, because they followed the rules of this fleamarket.
But the others had already sold some of their goods. '

At 11.30 a.m. the activities in outdoor market-place were in full swing. The bulk of
traders who would be engaged in trading activities at the outdoor market-place had
arrived. There were also about 250 visitors present. Some traders, who wanted to trade at
the indoor market place, stood in front of two entrance doors of the Freizeitzentrum.

At 12 noon all of the traders were ready to serve the customers at the out door market-
place. The two entrance doors of the Freizeitzentrum were opened by the organizers. The
traders came into the center. Each trader had to show her or his registration card to the
organizers before coming in. This is important for supervision and for the security of
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traders’ goods. After fifteen minutes, the organizers allowed the visitors to enter the
indoor market-place. At this point, there were about 350 visitors in both the outdoor and
indoor market-place.

At 1 p.m. some visitors had already left but there were still about 200 visitors present.
Trading was still busily going on. After looking around, some visitors went to the café to
drink and/or eat snack.

At around 2 p.m. it suddenly started drizzling. Thus the majority of the traders at the
outdoor market-place started packing up their commodities. Some of them moved into the
Freizeitzentrum building. At this point were only 75 visitors at both market-places.

By 2.30 p.m. about 90 % of traders who had set up their wares at the outdoor market-place
had left this place. Only thirty persons stayed there.

By 3 p.m. there were only two traders left at the outdoor market-place. Some traders in
the indoor market-place started packing up their goods. About 20 visitors remained in the
market-place.

At 3.30 p.m. all of traders started packing up their goods. There were no visitors left at
the market-place.

By 3.45 p.m. everyone had left.
b. The Freizeitzentrum’s Fleamarket in Stieghorst

On the twenty-seventh of January the staff of the Freizeitzentrum organized their first
fleamarket in 1996. Before opening the entrance doors of the Freizeitzentrum, as a
market-place, the organizers set up tables and labeled them according to the name and
numbers of the traders who would come. This is usually done about one hour before the
opening of the fleamarket.

At 12.10 noon the first trader arrived in this center with her own car. One of the
organizers led her to the parking area located at the back of the building. After parking,
she got out and entered through the back of the center. She scrutinized the
announcements relating to the fleamarket and then went back to her car and waited there
until the arrival of the other traders. It was very cold and snow was falling.

By 12.20 p.m. 15 traders had arrived. The bulk of them stood near their own unused
goods in front of the entrance door. The rest of them waited in their cars. By this time,
three visitors had arrived. Some of them waited while talking to each other about the
weather, this fleamarket, and so forth. '

At 12.30 noon. the organizers opened the entrance door and supervised the traders who
would come into this center. Each trader had to show her or his registration card and then
would be stamped on her or his hand by the organizer before having access to the market-
place. For the organizers, this procedure is important for the security of trader’s
commodities. The organizers could also easily supervise the traders who come in and out
this building with their goods. Children who sell their goods in this fleamarket were also
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allowed by the organizers to enter. Unlike adults, there is no registration procedure for
children. The organizers forbade the entry of a visitor who wanted access to the building
through this gate. They said that the entrance door for the visitors is located at the front of
this building.

At around 1.15 p.m. the bulk of traders were in the market place and also had unloaded as
well as displayed their goods. Two traders came late to this market-place. The organizer
asked for their card and showed them their stalls.

At 1.20 p.m. the entrance door for the visitors was opened by the organizer. At least, 25
visitors came in and looked around the market-place.

Between 1.45 p.m. and 2.45 p.m. the fleamarket was in full swing. About 100 visitors
were doing their bargaining and shopping and in the process found time to chat with
friends and acquaintances. As practically paths between the stands had become jammed
by now, visitors had to move slowly through the crowd. An organizer took some money
from the traders for using a space and/or the table. In the café, some people were drinking
and/or eating snacks and speaking with each other. The bulk of them were the visitors
who had looked around the market-place. In the toy room, some youths were playing the
football game table.

At around 3 p.m. there were fewer visitors at the market-place. Some traders were
drinking and/or eating snacks that were sold in the café. Some traders had brought their
own food. The others were speaking with each other or with their friends and
acquaintances who went there as visitors. Some of them were also looking around the
market-place to see other trader’s stands, to buy something, or only to have fun.

At 3.45 p.m. there were only 20 visitors in the market place. Some of the traders started
packing up their goods into cardboard boxes or bags and then brought their goods into
their car.

By 4 p.m. a quarter of the traders had departed from this place and the bulk of them
started packing up their commodities. There were no people in the café.

At 4.10 p.m. all of traders packed up their commodities and then left this market-place.

At 430 p.m. there was no-one there, neither visitors nor traders. The organizers
organized and tidied the tables as well as the rooms and then went to their home.

¢. The ?Café Floh in Baumheide

The ”Café Floh” is organized every Wednesday by the Baumheide Beratungstelle. One
day before holding the fleamarket, the organizers set the tables in the hall of the
Baumheide Freizeitzentrum. This means that the market place was ready for holding the
fleamarket in the morning. This following scene was a picture of the ”café fleamarket”
on the 20th March 1996.
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At 8.10 a.m. the first trader arrived in the Freizeitzentrum. She brought her commodities
into this center and set them on the floor in front of the entrance door of the hall which is
located near the café. Then she sat in the chair located near the entrance door.

At around 8. 30 a.m. there were 25 traders waiting in front of two entrance doors of the
hall. They queued up in two lines. Some of them spoke with each other. There were
also about 20 visitors who had come to this center.

At 8.45 a.m. about 90 percent of the traders had come there queued in the line. The
visitors swelled in number and became indistinguishable from traders. Some of visitors
also stood near the entrance doors of the hall. The rest of them spoke to each other.

The entrance doors of the hall that functions as a market-place were opened by the
organizers at 9 a.m. As soon as the doors opened, the traders were in a mad rush seeking
strategic places to display their goods. Some of them did not have tables. Therefore,
they only used chairs to hung their goods on the walls. There were 60 traders there. After
all traders had entered the market-place, about 120 visitors also rushed madly into this
market place in search of interesting offers and to fulfill their needs, while the traders
were unloading as well as displaying their things. By this time, the fleamarket was
crowded. It was difficult to distinguish between the visitors and the traders, because bulk
of the traders were surrounded by the visitors. There were four visitors who did not
directly go to market-place but to the café¢ to have breakfast for the first time. After that,
they came into this market-place.

At 9.15 am. an old woman (about 60 years old) stole a sweater from a table but the
trader saw this woman. The trader took back her property. The old woman did not react
and went slowly through the crowd. The trader only shook her head back and forth. After
looking around the market-place, some visitors spoke to each other, while having
breakfast.

At 9.45 a.m. there were 50 visitors in the Freizeitzentrum. Some of them were drinking
while speaking to each other in the café or in the passage which is located between the
café and the hall. Some of the traders started packing up their commodities into boxes.

At 10 a.m. twenty traders left this place and the others were packing up their commodities.
There were fewer visitors.

At 10.30 a.m. there were only twelve traders and no visitors in market-place. Ten
visitors were still speaking each other in the café.

At 11 am. all traders left the hall. The organizers set up the tables as they had been
before the holding of the fleamarket.

d. The Tausch- & Trodelmarkt at the ’Siegfriedplatz”

On thirtieth of March the Bielefeld Biirgerwache e.V. organized the first fleamarket in
1996 in the “Siegfriedplatz”. The first trader arrived at 1.45 p.m. in this place. After
parking her car, she brought a cake to the Biirgerwache which is located in front of the
”Siegfriedflatz”. She gave her cake to one of the organizers of this fleamarket through the



Looking at the Setting : the Time and Space of the Fleamarket 33

window. At this fleamarket, the cake is accepted as payment in kind for space use. After
giving her cupcake, the organizer stamped her registration card. For organizers of the
fleamarket it is important to control the traders who pay in kind. At that time, it snowed
for about 1.5 minutes.

At 2 p.m. nine traders arrived at the fleamarket. Some of them were standing in front of
their cars. The others were speaking to each other in the market-place. A trader forgot to
bring her registration card, but she brought a cake. After receiving the cake, the organizer
of the fleamarket stamped her hand. In the Biirgerwache there were five cakes, as in kind
payment, but there were nine traders who had displayed their goods. There are at least two
possible explanations for this situation. One is that the traders did not yet give their
cakes. Second is that the traders who had displayed their things had the same table as
other traders who gave the cakes. There were ten visitors there.

At2.15 p.m. some traders started unloading and displaying their goods. While they were
still displaying their goods on the table, some of them had to answer customer’s question
about the prices and/or to engage in bargaining with them. According to the
advertisement in the local newspapers, the fleamarket started by 3 p.m. but in reality at
this time some of traders had already made transactions with the customers.

At 2.30 p.m. about 60 visitors were doing their shopping and in the process found time to
chat with friends and acquaintances. There were about 25 traders there but only 19 cakes
in the Biirgerwache. An organizer shouted to ask weather anyone had not yet paid in
kind.

Around at 3 p.m. when it snowed for about two minutes, visitors in the market-place
swelled in number and became indistinguishable from the traders. All traders had arrived
there. The café was in full swing at this time. The organizers of the fleamarket functioned
as the waiters and waitresses in this café. An organizer checked the trader’s reservation
cards. He asked each trader about this as he moved from stand to stand.

3.30 p.m. was peak hour for activities at this fleamarket. About 250 visitors were
bargaining, shopping, looking around, and speaking to each other in the market place. The
café had become jammed by now.

At around 4 p.m. there were fewer visitors in the market-place. The café was still full.
Some traders bought slices of the cake at the café and brought them to their stands.

At 4.30 p.m. only about 60 visitors were in the market-place. Some of them looked around
and/or bought things. About ten traders packed up their things and left the market-place.

At 4.45 p.m. it snowed. The bulk of traders started packing up their commodities. There
were about twenty visitors in the market-place and 30 visitors in the café.

By 5 p.m. only ten traders were left in the market-place and packing up their goods.
There were still more visitors in the café than in the market-place.

At 5.30 all traders and visitors had left this place. Only organizers of the fleamarket, who
were setting tables and washing glasses, remained.
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e. The Kram-Antik- & Trodelmarkt on the ”’Johannisberg”

On twenty-third of March Jorn Werber held the first fleamarket in 1996 on the
Johannisberg. On the ”Johannisberg” the fleamarket is usually carried out for two days
namely on Saturday and Sunday. On Friday night some traders went to this place in order
to search for strategic positions to pitch their tents and/or to park their trucks. This was
important for them because besides having a strategic place to trade, they also would not
have to wake up early on the morning of the fleamarket. Professional traders who live in
Bielefeld and/or not so far from Bielefeld, like Giitersloh, normally do this.

At 5.30 a.m. there were ten traders that had pitched their tents and parked their trucks.
The bulk of them came from other towns like Paderborn, Osnabriick, Herford, Giitersloh,
and Detmold. The Organizers of this fleamarket were speaking to each other about the
weather. It was cloudy.

Between 6 am. and 8 a.m. the bulk of traders had arrived there. Some of them were
chatting, joking, and helping each other to pitch tents, set tables and display their goods.
The others had displayed their goods on the table and/or on the ground. At this time,
some visitors came to this place to only look around this market-place without intending
to buy anything.

Between 8.30 a.m. and 10.30 a.m. there were about 60 visitors in the market-place. The
visitors generally came to this place together with their friends or their family (i.e., in
small groups) using their own car or by bus. When a small group left this place, another
group arrived there. This was a reason why the number of visitors was only about 60
persons.

At around 11 a.m. it was drizzling. The bulk of the visitors went to the parking area.
There were only twenty visitors in the market-place. Some traders covered their goods
with plastic.

At around noon the rain stopped but it was still cloudy . Some visitors arrived in this
market-place. After they had parked their cars, they went together to the market-place
which is located about ten meters from the parking area. At this time there were about 40
visitors in the market-place. The organizers of the fleamarket collected fees for using
place.

Between 1 p.m. and 2 p.m. a trader packed up his goods and left the fleamarket.
According to him, he had to go back to home to do something. He said that, if it does not
rain tomorrow, he would trade again in this place. There were about 60 visitors there.
According to a professional trader, if it is good weather, it is time for selling because the
bulk of customers usually come to this place at this time. There could be about 200
visitors there.

Between 3 p.m. and 4 p.m. some traders packed up their commodities and than left this
market-place. This was generally done by traders who live in other cities like Dortmund,
Hannover, and so on. There were about 40 visitors there.
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At around 5 p.m. the bulk of traders started packing up their goods About 30 percent of
the traders had left the fleamarket. There were about twenty visitors there.

At around 5.30 p.m. all of the traders were packing up their commodities. About 60
percent of the traders left this place. There were about five visitors in the market-place.

At 6 p.m. all people went back to their houses. But there were still some tents that
would be used by traders the next day, Sunday.

f. The Fleamarket at the ’Klosterplatz”

On April 20th Otto & Grotte GBR organized the fleamarket for first time in 1996 at the
“Klosterplatz”. One day before holding the fleamarket, namely around at 6 p.m. on
Friday, the organizers checked whether the market-place could be used or not and
cleaned up toilets located in the Ritterstrae tunnel. They also numbered the place based
on the map of the market-place of the fleamarket that they had created.

At around 4.30 a.m. some of the organizers of this fleamarket arrived and controlled the
market-place again to check whether it was organized and ready for business. The
organizers of the fleamarket had their own stand in the market-place.

At 5.30 am. a car arrived at this market-place and stopped near the organizers’ stand.
Thereafter, two women got out and one of them asked the organizers where her stand was
located. One of organizers showed her his map of the market-place and then explained to
her where her spot was. After that they got into their car and went to their spot. After
arriving there, they unloaded their goods. Then one of them parked their car in the
parking area which was located not so far from this market-place.

By 6 a.m. about 60 traders had arrived. All of organizers of the fleamarket were in the.
market-place and the surrounding area. Four of them conducted motor vehicles that drove
through the roads located around this market-place. Five of them serviced the traders who
wanted to know the location of their stands. One of them served the traders who wanted to
pay their fees for using a space. One trader said that his registration card :was lost. One
of organizers answered that there was no place for him at the ”Klosterplatz” but he could
use another place at the Jodekuskirche's yard that is located beside the “Klosterplatz”, if
he wanted to sell there. But he had to pay a new fee for using the spot. About 30 visitors
had come there.

By 6.30 a.m. about 75 percent of all the traders who wanted to sell at this fleamarket had
arrived there. While the bulk of them were still unloading their goods from their cars or
were displaying their things on the tables, the visitors started trickling into the market-
place. Some of them had to answer the visitor’s questions or had to engage in bargaining
with their customers, while they were setting their goods on the table. A couple asked to
the organizers whether they could sell in this place without making reservation. One of
the organizers showed the couple a space on the map of the market-place that they could
use.

At around 7 a.m. the bulk of the traders had arrived there. About 100 visitors were now
looking around this market-place. There were no motor vehicles in the market-place. To
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attract customers, a trader shouted some interesting words like “diese Jacke wurde von
Michael Jackson getragen” (this jacket has been worn by Michael Jackson).

At 7.30 a.m. about 90 percent of traders had arrived. The bulk of the traders had finished
displaying their goods. About 150 visitors were now shopping and looking around.

Around at 8 a.m. all of the traders had been there. An organizer of the fleamarket closed
the entrance located at Hagenbruchstrale. All organizers of the fleamarket were having
discussions in front of their own stands before going to have breakfast together.

Between 8.30 a.m. and 11.30 a.m. the market-place was in full swing. About 400 visitors
were in the market-place. Some of them were bargaining. The others were looking
around the place. Some of them found time in the process to chat with friends and
acquaintances. In some parts of the market-place it was difficult to distinguish between
traders and visitors because the traders were surrounded by visitors. The organizers
controlled the traders who did not register to have official spaces. At that time they also
handed out lists of their fleamarkets which they would organize in April and May.

By 12 noon there were fewer visitors in the market-place. Some of the traders looked
around the market-place to search for something, to make fun, or to meet their friends and
acquaintances who also sell there.

Around at 12.30 noon there were only about 250 visitors in the market-place. Some
traders started packing up their goods, and thereafter, left the market place. All
organizers of this fleamarket were in the market-place.

At around 1 p.m. about 15 percent of all traders had left the market-place. Some of
them started packing up their goods and the bulk of them were standing and/or sitting in
front of their stands. About 150 visitors were still there. :

At around 1.30 p.m. some organizers controlled traffic which went back and forth over
Ritterstrale. Some of them controlled traders who threw away their garbage in the
market-place like paper, plastic, and so on. About 30 percent of all traders had left their
stalls. There were about 100 visitors in the market-place. The Biergarten was opened.
This was a stall with a garden where snacks, beer, and soft drinks were sold.

By 2 p.m. the entrance which is located at Hagenbruchstra3e was opened. This meant that
the motor vehicles could be permitted to enter the market place. There were five cars in
the market-place. The Biergarten was slowly filled by customers. Some of them were
traders who had already dismantled their stalls. About 50 percent all traders had left this
fleamarket. There were about 50 visitors looking around this place.

At 2.15 p.m. all traders were packing up. The bulk of them had left the fleamarket.
There were only 25 visitors left in the market-place. The customers swelled in the
number at the Biergarten.

At 2.30 p.m. there were only 25 traders still packing up their commodities. The
Biergarten was in full business. There were no visitors in the market-place.
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At around 3.15 p.m. all traders and organizers of this fleamarket had left the market-
place. The Biergarten was still full.

From the above illustrations of list all fleamarkets we find that every fleamarket has its
own regulations, including on opening hours, registration, space use, payment for using
a space, traders, and so on. It is also evident that there are differences on selling and
display areas between fleamarkets.

5. Number of Fleamarkets

In 1995 fleamarkets were organized by various organizers on Saturdays in fifty one
different locations. On Sundays there were only twenty locations. Some locations were
used by organizers for fleamarkets lasting two days - Saturday and Sunday- such as those
held on the “Johannisberg”, in the parking lot of the firm of Windel Textil, etc. Also there
were some fleamarkets which were organized on alternating days, either on Saturday or on
Sunday- such as fleamarkets located in the Stricker and in the “Lindenplatz”. These
included seven fleamarkets. As described above there were two fleamarkets held on
Wednesdays, namely the ”Café Floh” in Baumheide and in the parking lot of Marktkauf
supermarket.

Figure 3.1:

Number of Fleamarket Locations in
1995

Saturday Sunday Others

Source: author’s data collection

According to the above data, it can be argued that the fleamarket is a German weekend
activity. In other words, trading in and visiting the fleamarket is regarded as a weekend
activity for Germans. As described in the next chapter, some Germans spend their leisure
time on weekends at the fleamarket, both as traders and as visitors.

Based on our data, the majority of fleamarkets in1995 were held in September, on forty
occasions. These were followed by those organized in July of 1995, on thirty five
occasions. In January 1995 there were only nine fleamarkets held. Based on the table
below, it can be argued, therefore, that holding fleamarkets are more than in summer than
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those in winter. In other words, the season influences the holding the fleamarkets. If we
consider annual German activities, it can be found that most festivals and other parties are
held in the summer time. As we know, in winter time it is very cold. On other hand, in
summer time it is hot and people generally spend their time on holiday. Some Germans
put fleamarkets on their holiday agenda.

Figure 3.2:

Number of the Fleamarkets in 1995

|
%

January |
March
September
November

Source: author’s data collection

6. Types of Fleamarkets

In the literature there is no consensus having to do with types of markets in various
settings. In different empirical situations, one sees different forms of market organization
being conditioned by that particular setting. We do find some researchers who have
generally identified types of market. Putting them all into one basket, there are : the
“peasant market” (Dewey, 1962), the “"minor market” (Skinner, 1964), the “bazaar
market” (Geertz, 1963), the “agricultural market” (Harris, 1981). These are all essentially
similar. It is difficult to use these types to explain the German fleamarket. There are some
reasons for this problem. One is that the typologies are based on markets in developing
countries like Indonesia, China, and so on. However, a special characteristic that
distinguishes our subject is that the German fleamarket operates in a rather unique
environment, namely in a developed country whose GNP is the highest in Europe.
Secondly, the German fleamarket is not based on a peasant society but on an industrial
society. Therefore the German fleamarket can be regarded as a German way to solve the
problems of their industrial society. Thirdly, the market-place mirrors various aspects of
community life. However, the German fleamarket mirrors German social complexity.
For these two reasons German fleamarkets can not be considered similar to fleamarkets
located in developing countries, like those in Indonesia.
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According to our data fleamarkets differ from each other, and, we can differentiate them
into three types. This differentiation based on organizers who carried out the fleamarket,
the purpose of organizers holding the fleamarkets, kinds of visitors who go there, kinds
of traders who sell there, and numbers or kinds of fees which are paid by the trader.

a. Organizers of the Fleamarket

German fleamarkets are held by various organizers. There are three at least three types of
organizers of fleamarkets. These are governmental organizations, non-governmental
organization, and private companies. This topic will be discussed in depth in the
following chapter. Fleamarkets which are organized by governmental organizations like
leisure centers, recreation centers, and the Bezirksamt county will be called as the
municipal fleamarkets. Since these organizations are a part of the Bielefeld city
government.

Fleamarkets which are organized by other non-governmental organizations, like the
Bielefeld Biirgerwache, the Beratungsstelle (advice center) in Baumbheide, the Eltern-
Kinder Gruppen (the parent-children groups), the AStA (the student union) of the
University of Bielefeld, will be called initiative fleamarkets. Because these organizations
hold the fleamarket as part of an initiative or movement. The last, we will call
commercial fleamarkets when they are organized by private companies.

b. Organizers’ Purposes for Holding a Fleamarket

As discussed in the next chapter, there are various value orientations involved in holding
a fleamarket. The municipal fleamarkets are organized as part of the program of the
Bielefeld city government. The important goal for organizing a fleamarket is to facilitate
interaction and communication among people living in the same district.

The initiative fleamarkets are carried out by the non-governmental organizations as part of
a project or social movement. Therefore each organization has it’s own purpose for
holding a fleamarket. This can range from facilitating communication to collecting
money for victims of war; from preserving the environment to supplying cheap goods,
etc.

These commercial fleamarkets are organized by the private companies, for example Otto
& Grotie GBR, AGB der Liibker-Veranstaltungen, Agentur fiir Markte, Veranstaltungen
(agents for markets and meetings) Jorn Werber, Helmut Sadra, Heribert Klosner, etc.
They organize fleamarkets in order to make profit. It is part of their business.

c. The Traders

Both the municipal fleamarkets and the initiative fleamarkets are attended more by
traders, not to make a profit but for value orientations like talking with people, making
new friends, getting rid of old goods, having fun, etc. They are called here pseudo traders.
In contrast to these kinds of fleamarkets, the commercial fleamarkets are usually attended
by traders who want to make money. They are either part-time traders or professional
traders. The former are individuals who engage in trade as a second job. The latter are
people who engage in trade as their main job.



Looking at the Setting : the Time and Space of the Fleamarket 40

d. The Visitors

Both the municipal fleamarket and the initiative fleamarkets are usually visited by people
who want to meet friends, take a stroll, become acquainted with other people, have fun,
and kill time, as well as by people who want to buy cheap secondhand goods. The first
will be identified as “flaneur”s and the latter as ”Schnéppchen” hunters. The commercial
fleamarkets, however, are usually attended by the ”Schnidppchen” hunters who want to
buy cheap new goods and by people who want to collect antiques. The later will be
called the collectors.

e. Fees for Space Use

The fee that has to be paid by traders for using space varies according to the regulations
of each fleamarket. At the municipal fleamarkets, including fleamarket at the Baumheide
Freizeitzentrum, the Stieghorst Freizeitzentrum, and the Stricker Kinder & Jugend-
zentrum, traders have to pay ten to twenty marks for the right to use a space.

At the initiative fleamarkets, the amount of the fee that must be paid by the traders for
using space varies according to the specific goal of each fleamarket. Some of the
organizers of fleamarkets do not charge fees for using space. This means the traders can
sell there without obligations to pay something to the organizers of the fleamarket. This is
the policy of the AStA (students union) University of Bielefeld’s fleamarket and ”Café
Floh” in Baumheide. There are also some organizers of fleamarkets who ask for the
donation of a cake for using space. This is the practice of the Biirgerwache, the
organizers of the fleamarket held at the ”Siegfriedplatz”. When the organizers of this
kind of fleamarket collect fees for using space, they normally charge between ten marks
and fifteen marks. Like two earlier types of fleamarket, the amount of the fee that is paid
by the traders varies according to the rules of each specific fleamarket. This can range
between 20 marks and 35 marks per square meter.

The following, Table 3.5., is a schematic representation explaining types of fleamarkets.

Table 3.5. Differentiation of Types of Fleamarkets

Items The Municipal FM | The Initiative FM The Commercial FM
Organizers governmental non governmental private company
organizations organization
Purposes of the as part of a program |for a good cause or to make profit
Organizers project or social
movement
Traders more pseudo traders |[more pseudo traders |more part-time traders
& professional traders
Visitors more “flaneurs” & more “flaneurs” & more collectors & the
”Schnippchen” hunter | ”Schnéppchen” hunter | ”Schnédppchen” hunter
for secondhand goods | for secondhand goods | for the new goods
Fee for using space | 10-20 DM per stand | gratis, a cake, or 10-[20-30 DM per square
15 DM per stand meter.

Note : FM means Fleamarket.
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Conclusion

Based on the physical setting or location of the market-place, the fleamarket can be
differentiated into two types, namely the indoor fleamarket and the outdoor fleamarket.
The indoor fleamarket refers to activities - like looking, speaking, selling, buying,
bargaining- generally done inside a building. The latter means that all these activities are
generally conducted in the open-air or outdoor. The first type is generally carried out by
governmental organizations and non-governmental organizations. Private companies
usually also use buildings for holding their fleamarket in the winter.

According to the social setting of the market-place, also, we can see that there are three
locations which are used by organizers to hold fleamarkets, namely near the
neighborhood, close to a shopping center, and far from neighborhoods and shopping
centers. The first location is usually chosen by both governmental organizations and
non-governmental organizations. They usually use their own buildings or spaces which
are located near the homes of their members. The latter two types of locations are used
by private companies.

Fleamarkets are generally held on weekends, namely on Saturday and on Sunday. Most of
the fleamarkets are on Saturdays. This indicates that fleamarkets are a weekend-activity.
The number of fleamarkets are also influenced by the season. In summer fleamarkets are
organized more frequently than in winter. The opening hours of fleamarkets of both
the governmental organizations and the non-governmental organizations usually take into
consideration the rhythm of activities of the people who are members of these
organizations or of the residents of the area.

Last but not least, empirical data reveals that fleamarkets are organized by various types
of organizers with different purposes and with different amounts or kinds of fees which
are paid by the trader and that are visited by traders and visitors with different
motivations. This leads to the conclusion that the fleamarkets can be divided into three
types: the municipal fleamarket, the initiative fleamarket , and the commercial fleamarket.



CHAPTER FOUR

THE ACTORS OF THE FLEAMARKET :
TRADERS, VISITORS, AND ORGANIZERS

Introduction

To describe the social processes involved in the fleamarket, in an earlier chapter, the
setting in which social actors interact with each other, taking into account the time and
the place of human activity, was discussed. In this chapter continues with a discussion
about the actor himself. The social actors who engage in the fleamarket’s activities,
(namely trading, visiting, and holding the fleamarket) consist of traders, visitors, and
organizers of the fleamarket.

From an economic approach, the social actor acts according to dictates of pure gain
and rational choice. Social actors calculate utilities of preferences in selecting a course
of action. At this point, the actor is the atomized or the under-socialized economic
actor. At other pole of the continuum, social actors are seen to always orient their
action according to dictates of internalized norms and values. Hence they are obedient
to the dictates of consensually developed system of norms and values, internalized
through socialization. To know how to position the social actors some points in a
continuum between the embeddedness and disembeddedness of fleamarket activities
in society as whole, as well as to differentiate the social actors who engage in the
fleamarket’s activities, some cases of all the kinds of all social actors are presented.

A. The Traders : from Hobby to Profession

Our empirical research shows that the traders at the fleamarket are not all of the same
types. To understand that differentiation, I refer to some studies relevant to the
subject. The bulk of these works divide traders into two types (see Geertz, 1963; Mai
and Buchholt, 1987; Suparb, 1990). One of types identified by all of them can be
generally described as “peasant traders”, “peasant pedlars”, and “part-time traders”.
The rest can be also put into a single category of “full-time traders”, “permanent
traders”, and “professional traders”. For our study, this distinction is not applicable for
explaining the phenomena. The typology described above is useful for analyzing
markets in the developing countries, but it can be not as easily applied to other socio-
cultural settings like the fleamarket in Germany. Hence, another model of types of

traders at the fleamarket, will be offered.

1. Portraits of Traders

To understand the fleamarket, as already discussed, I initially made a survey in the
Biirgerberatung with 300 respondents. The result of this survey show that traders in
the market-place engage in marketing' differently. Most striking are, of course,

! Marketing denotes buying and selling in a market.
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differences in purposes for engaging in trade, frequency, and in type of goods being
offered.

According to our survey, respondents’ reasons for engaging in trade differ and
generally more than one reason is given. The majority of respondents (30.2 %) sell
things at the fleamarket in order to earn money. The bulk of respondents (27.4 %)
also agree that they trade at the fleamarket to become acquainted with other. Another
reason given by many respondents (24.6 %) for trading activity is to get rid of their
unwanted goods.

Table 4.1. Purposes Given by Respondents for Engagmg in Trade at the Fleamarket

(n=30)

Reasons Frequency | Percent
Earning money 22 30.2
Trading as a hobby 7 9.6
Getting rid of old goods 18 24.6
Contacts with friends 3 4.1
Becoming acquainted with new people | 20 27.4
Having fun 3 4.1
Total* 73 100.0

Source : author’s data collection
Note : * Multiple answers were possible

In terms of frequency of engaging in trade at the fleamarket, based on our survey,
traders can be divided into four levels, namely every month, once every 2 - 3 months, 1
- 2 times each year, and only one time. The majority of respondents (60.0 %) said that
they sell at the fleamarket about 1 - 2 times each year. The other levels less than 20
% of all respondent. These data show that engaging in trade, for a maJonty of
respondents is not one of the main activities of their life.

Table 4.2. Frequency Given by Respondents in Engaging in Trade at the Fleamarket

(n =30)
Every month 10.0
Once every 2 - 3 Months 16.7
1 - 2 times each year 60.0
Once 13.3
Total 100.0

Source : author’s data collection

The respondents who engage in trade can be also distinguished according to types of
goods offered. Our survey shows that all of the respondents stated that they sell
secondhand goods. Only 6.7 % of all respondents sell new goods.
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Table 4.3. Kinds of Goods which are Sold by Respondents (n = 30)

Kinds of Goods Yes No Total (Percent)*

Secondhand goods | 100.0 0.0 [100.0

New goods 6.7 | 93.0 |100.0
Antiques 0.0 [100.0 [100.0
Foods 0.0 {100.0 [100.0
Others 10.0 | 90.0 |100.0

Source : author’s data collection.
Note : * Respondents are asked to choose freely more than possible answer.

These data, based on a survey, give us only an introduction to understanding
differentiation among respondents who engage in sporadic trade at the fleamarket. The
data explain that the respondents who engage in trade at the fleamarket are
characterized by different purposes, in terms of frequency, and in types of goods were
offered. These data do not explain the contribution of fleamarket earnings to traders’
total incomes. These data also do not show how traders engage in activities at the
fleamarket and do not cover the traders who engage in trade at the fleamarket every
week and who also sell new goods, and so on. To complete our understanding of the
traders, we must look at the results of observations of the activities of traders at the
market-place and our in depth interviews with the traders.

To present the case study of types of traders, I offer the following six portraits of
traders: Ms. Cane as portrait no. 1, Ms. Mbller as portrait no. 2, Frau Bergmann as
portrait no. 3, Frau Irrgang as portrait no.4, Mr. Abdullah as portrait no. 5, and Frau
Thor as portrait no. 6. In the course of this illustration it will become clear how we
draw our data from biographies of real traders, combined with observations at the
fleamarket and interviews.

a. Ms. Cane : Portrait No. 1

Ms. Cane is a female, Slovakian, 27 years old, and single. She studies at the
University of Bielefeld. She lives in Bielefeld, but Her parent live in Hamm-Westfalen.
She works in a coffee-shop which is located in Bielefeld every Tuesday for five
hours. Through this activity, she earns about 200 marks each month. She also works
as a social worker in a dormitory for disable people eight days each month. From this
job, she earns about 450 marks each month.

In the coffee-shop Ms. Cane works as a waitress from 3 p.m. until 8 p.m. If she has
luck, she sometimes obtains tips from customers. In the dormitory she takes care of
the disabled residents. She can choose which days she wants to work. Because of this,
she can organize both jobs and her studies smoothly. If she has a seminar or an
appointment this week for example, in the last week she arranged her work schedule to
accommodate it. For her employer, it is important that Ms. Cane is able to work two
days every week.

Ms. Cane sells the secondhand goods like clothes, books, tennis-balls, jewelry, toys,
cups and plates. The bulk of items belong to herself. There are two reasons why she
sells her own possessions. Firstly, she does not want to wear them anymore because of
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her personal. Secondly, these goods are no longer useful to her because of their
function. The first reason relates to clothes, shoes, as well as jewelry and the latter
refers to other types of goods like toys. Some her goods were given to her by friends
who do not want to use or to wear them anymore.

Ms. Cane has been trading at the fleamarket since 1993. Up to March 1996, she had
made these about 10 times. In other words, she sells there about 1 - 2 times each year.
By engaging in trade at the fleamarket, she earns between 65 and 100 marks each time.
She engages in trade only at the “Siegfriedplatz”, Bielefeld. At this fleamarket she
must only provide a cake as a fee for using a space and she also finds a special
atmosphere there. She knows that this fleamarket happens the fourth week of every
month in the summer. If she is doubtful about the schedule of the fleamarket she can
find it in the local newspapers. Besides she sometime obtains information about the
schedule of fleamarket from her acquaintances. If she walks home through the
”Siegfriedplatz”, she can also see a schedule of fleamarket posted there.

For Ms. Cane engaging in trading activities at the fleamarket is, besides finding a
good atmosphere, also to make contacts with her friends and other people who come
to the market-place. For her earning money at the fleamarket is a logical consequence
of engaging in trade. But engaging in trade at the fleamarket for her is not primarily to
earn money. Therefore she usually engages in trading activities together with her
acquaintances. If Ms. Cane takes the initiative to engage in trading activities, she must
make a cake to be given to the organizer of fleamarket in exchange for using space.
All costs of baking the cake will be paid by herself. However, if her acquaintance
invites her to sell at the fleamarket, Ms. Cane does not have to contribute a cake.
According to Ms. Cane, it is better to engage in trading activities together with a friend
because they can help each other. Furthermore, she can also look around this market-
place and search for something that she needs and is interested in.

Activities on March 30th 1996

One month before engaging in trade at the fleamarket located at the “Siegfriedplatz”,
Ms. Cane wrote a letter to the Biirgerwache to apply for a stand at the fleamarket
held in March. One week before the fleamarket, Ms. Cane obtained a latter from the
Biirgerwache saying that she could engage in trading activity there. Two days before,
she contacted her friends to borrow their car and their table. She also searched for
clothes in her wardrobe, that she had not worn for a long time, to sell at the
fleamarket. She also asked her friends whether they had any articles which were not
being used anymore and whether they wanted to sell them together at the fleamarket.
She picked up the table from her friend’s house the day before engaging in trading
activities.

9 am. Ms. Cane started baking two cakes. The first cake would be given to the
organizer of the fleamarket as fee for space use. The other cake would
be consumed by herself. To bake these cakes she had to spend time about
four hours and cost about five marks.

1 p.m. She went to her friend to pick up the car then she packed her goods
and the table into the car. Her other friend came to Ms. Cane’s house
and loaded her own goods into the car.

230 pm. The two women drove together to the Siegfriedplatz. When
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they arrived there, the market-place was crowded. Furthermore, while
they started unloading and displaying their goods, many visitors
surrounded Ms. Cane’s stand.

4 p.m. Ms. Cane went to the café in order to buy acup of tea and two pieces
of cake. After that she brought her snack to her stand and ate it there.

4.30. p.m. She looked around the market-place to see the other stands and
bought a jacket, blouse, and flowerpot for seven marks.

4.45.p.m. It started snow. Ms. Cane and her friend started packing up their goods
into a plastic box.

5 p.m. Ms. Cane and her friend left the market-place.

b. Ms. Moller : Potrait No. 2

Ms. Moller 1s female, German, 37 years old, single, with one daughter (9 years old).
She lives alone in Bielefeld, and her daughter lives with her mother in Lippe. She says
that it is better for her daughter to live together her mother, because she works not only
during the day but she also has to go to the hospital at night to work. It depends on her
shift. She has worked as a nurse in a hospital in Bielefeld since 1978. She earns 2400
marks a month after taxes and deductions are taken out.

The first time Ms. Moller sold things at the fleamarket, in 1992, she hardly had any
experience with bargaining. According to Ms. Mdller, if someone asked her price, she
said it based on her opinion that the customer can afford it. Ms. Moller also thought -
that if someone disagreed with her price, he or she would say nothing and continue on
other stand. Her idea about price changed when some customers --especially Turks--
bargained over her price. The first time someone bargained with her, she was shocked.
She said to herself that "ich bescheiffe diese Leute” (I'm cheating there people).

Ms. Moller engages in trading activities only at the fleamarket which is located in the
parking area of Hotel Vier Taxbidume in Brackwede, Bielefeld. According to Ms.
Moller there are two reasons: firstly, she usually sells together with her acquaintance
who live in Brackwede. It means that she and her acquaintance display their goods at
the same table. This way they can be thrifty with their money because they pay only for
one space. Beside that they can talk and help each other. Secondly, there is no
registration required at this market-place. She and her acquaintance can directly go to
this place to trade without registering. To know the schedule of the fleamarkets she
reads local newspaper on Friday as well as on Saturday.

For Ms. Moller, engaging in trading activities is to have fun, to become acquainted
with other people, and to get rid of used goods. According to her, "Geld ist gar nicht
so wichtig” (money is not so important). She actually gave some of her goods away
free to people who came to her stand. Ms. Moller did not previously know these
people. She mentioned three reasons for giving away her used things at fleamarket:
firstly, if she gets rid of old goods in the garbage can, they came pollution. Secondly,
if she calls the city to take them, she has to pay money for the service. The last, if she
gets rid of her old goods in the Red Cross box, she does not know who will be wearing
her clothes. Hence, Ms. Moller gives away her old things to someone at the
fleamarket. Also, through this act of giving, she may get to know people who come to
her stand. This is done by Ms. Méller in the market-place.
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Activities on October 7th 1995

Ms. Moller has a habit of sorting her own clothes and other possessions which are not
in use. She saves them in a box. One day before engaging in trading activities at the
fleamarket, she searches for clothes which may not be used anymore then she
combines them with other clothes which had already been stored in the box. After that
she packs them up in the car.

5 am. Ms. Moller woke up and started cooking and preparing food for
breakfast and she also prepared food for coffee break at the market-place
before leaving for the fleamarket. _

6 a.m. Ms. Moller arrived at her friend’s house. Her friend would also engage in
trading activities at the fleamarket. Her friend lives in Brackwede which
is located near the fleamarket. Before going to the market-place, her
friend packed up her own commodities and the table into Ms.
Moller’s car.

6.45am. Ms. Moller and her friend went together in Ms. Moller’s car to
the market-place located in the parking area of Hotel Vier Taxbdume.

7 am. Ms. Méller and her friend arrived in the market-place. After unloading
the table and their commodities from the car, Ms. Moller parked her car
in the parking area located behind the market-place. In meantime, her
friend set up the table. Thereafter, Ms. Moller and her friend started

displaying their commodities on the table.

11.30 a.m. A woman came to Ms. Moller’s stand. She looked at a tablecloth. Ms.
Moller asked her, whether she liked it. That woman only smiled. After that
Ms. Méller said that if she liked it, she would like to give her

the tablecloth. The woman took it and thanked her.

1 p.m. Ms. Moller and her friend started packing up their commodities.

1.25 p.m. Ms. Moller and her friend returned to her friend’s house. After
unloading her friend’s goods and the table, Ms. Moller went back to her
house.

¢. Frau Bergmann : Potrait No. 3

Frau Bergmann is a fleamarket trader, German, 59 years old, a widow, with a son.
Her husband had recently died time of the interview (November 1995). She works for
a newspaper -mostly in the printing department- in Bielefeld four days a week.
Because she works in this printing department, she starts working at night, around 10
p.m. She normally goes off to her printing job at 9 p.m., arriving there about at 9.30
p-m. She generally works about for four hours each working day. According to Frau
Bergmann, if the printer does not work, her work-day would be extended until about
five or for six hours. She normally returns home about 4 a.m. With this job, she earns
about 1500 marks each month.

Her son and his wife live with her. He is 30 years old, married, a student, with no
children. Frau Bergmann’s son studies at the University of Bielefeld. Her daughter in-
law works in a firm in Bielefeld.
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Frau Bergmann has engaged in trading activity at the fleamarket since 1988 and goes
there almost every week. She does not go there in winter, because it is too cold for
her. Her purpose for engaging in trade at the fleamarket is, according to her, to make
money, to have fun, and to get know other people. By selling at the fleamarket, she can
earn about 150 marks on Saturday and about 250 marks on Sunday. Thus, her
fleamarket activities contribute significantly to her monthly income.

Frau Bergmann sells secondhand things like clothes, records, bags, and books. If she
engages in trading activities on Sunday, she brings expensive and antique goods like
porcelain, statues, ceramics, and so on, because she has to pay a larger fee for using
smaller space on Saturday, for example at the fleamarket located in the parking area of
the Hotel Vier Taxbdume in Brackwede she pays only 20 marks. On Sunday, however,
she has to pay about 70 marks for using a space there. Beside that, according to Frau
Bergmann, the visitors who go the fleamarket on Saturday are mostly buy cheap goods
rather than expensive ones. If she engages in trading activities at the fleamarket on
Saturday, she does not go there as trader on Sunday.

To manage her trading, Frau Bergmann has a simple bookkeeping system. She writes

down all of her goods which she sells in a notebook. According to her, it is important
to distinguish between income from her job and money obtained through her trade at

the fleamarket. Through this way, she knows how much she makes a profit from

transactions at the fleamarket.

Activities on November 18th 1995

5am. Frau Bergmann woke up and then went to the kitchen. She boiled
water to make coffee. After that she had breakfast.
6 a.m. Frau Bergmann packed up her goods and table into the car. Then

she went to bathroom where she only washed her face, brushed her teeth
and combed her hair.

7 a.m. Frau Bergmann went to the fleamarket located in the parking area of
Hotel Vier Taxbidume, Brackwede. ‘

7.30 a.m. She arrived there and set up her table. Thereafter she started
displaying her commodities on the table. For this she needed only 15
minutes.

11 am. A nun come to Frau Bergmann’s stand. She went directly to the hand-

bags. Frau Bergmann said that the price was only 20 marks. The nun
said nothing and only looked at the black hand-bag. After that she
asked Frau Bergmann whether that hand-bag made from leather. Frau
Bergmann explained quality of her commodity. This nun gave 20
marks. And then she asked Frau Bergmann whether she wanted

to be given a present, namely a fruit can. It had been given to her

by some other people but she did not like it. Frau Bergmann took it. She

had never met the nun before.

11.30 am. An old woman came to her stand and looked at her goods on the
table. Frau Bergmann asked her what she was looking for. She said that
she wanted to get a present for her grand son. Frau Bergmann suggested
that she buys a leather jacket for him. She asked Frau Bergmann about
the price of that jacket. Frau Bergmann said 75 marks. She bargained it
for 60 marks. Frau Bergmann agreed with that price. When Frau
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Bergmann packed up the jacket in plastic, she asked her customer
whether she wanted to be given five towels and some clothes. The old
woman accepted the present.

1.30 p.m.  Frau Bergmann started packing up her goods.

1.50 p.m. Fraun Bergmann left the market-place.

d. Frau Irrgang : Portrait No. 4

Frau Irrgang is a female trader, German, 30 years old, married since 1989, with no
children. She works as a secretary 40 hours per week. This means that she works eight
hours a day from Monday through Friday. From this activity, she earns about 2500
marks each month. She lives in Olfen, Kreis Coesfeld in the state of North Rhine
Westphalia.

Since 1992 she has engaged in trade at the fleamarket twice a month. She engages in
trade at the fleamarket normally done on Saturday. She does not go to the fleamarket
on Sundays because this time is spent together with her husband doing joint activities
like going to the movies, attending the theatre and concerts, etc.

Frau Irrgang has gone to fleamarkets located as far away as in Dortmund, Liinen,
Witten, Dortmund, Miinster, Hamm, Bielefeld, and so on. When she went to
fleamarkets which were located not very far from her city like Liinen and Witten, she
normally went alone. But when she went to fleamarkets located far from her home like
in Bielefeld, she went together with friends. Going with friends to the fleamarkets is
important for her, because she has someone who can help her on the road and at the
market-place.

Frau Irrgang also engages in trade at the Wochenmarkt (the weekly market). She has
done this since 1990. She goes there twice a month. She trades at the Wochenmarkt
only in Datteln and Wallra3. Since these towns are located not far from Olfen.

For her, engaging in trade at the fleamarket and at the Wochenmarkt is not just to earn
money but also to spent her leisure time and to have fun. By trading at the fleamarket,
she once made 800 marks. But she normally earns about 300 marks. At the
Wochenmarkt she can earn money from 80 marks to 100 marks. This means that she
earns more money at the fleamarket than at the Wochenmarkt. But she also has to
spend more time at the fleamarket than at the Wochenmarkt. To engage in trade at the
fleamarket, she generally spends her time between 10 hours for short distance trade
like to Liinen and 16 hours for long distance trade like Bielefeld. On the other hand,
she spends only about eight hours trading at the Wochenmarkt.

Frau Irrgang sells handicraft items which are made by herself. She claims that she is
never idle at home but always busy with activities. While watching television,
therefore she makes dolls, knits baby clothes, or paints balls, and so on. When she has
made something she is happy and satisfied. She sometimes takes orders from friends
or other people who know that she makes articles which are used for Christmas,
birthday parties, etc.
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For trading activities at both the fleamarket and at the Wochenmarkt she uses her
weekends, especially Saturday. The five days in working at her office makes her
completely exhausted. By engaging in trade, she finds a new atmosphere: contacts
with new persons, engages in bargaining, and has fun. This way she recovers from her
weekly weariness.

For her husband, her trading activities, at both these markets is no problem. Her
husband agrees with her trading activities, but he never goes with her to the two
markets because he has no interest in these activities. Engaging in trade at both
markets does not disturb their family relationship. Because they have one day to do
something together each week.

Activities on October 14th 1995

One day before engaging in trade at the fleamarket in Bielefeld, Frau Irrgang contacted
her friends to ask whether they also wanted go to the fleamarket, which fleamarket,
and whether they wanted to go together. Besides that she checked her car to be sure it
could be used for long distance travel. She then packed up her goods and stall in the
car.

3 am. Frau Irrgang woke up and prepared food for breakfast, lunch, and coffee
break.

3.45 am. She went to Dortmund to meet her friends.

4.30 am. She arrived in Dortmund where her friends had been waiting for 15
minutes. They took a short break before leaving.

5 a.m. Frau Irrgang and her friends went together to Bielefeld.

6.30 a.m. Frau Irrgang and her friends arrived in Ecke Hermann Windel Street in
Senne, Bielefeld. She made a pause again to drink together with her
friends. After that Frau Irrgang unfolded her table and her friends helped
her to make the stall.

7am.  FrauIrrgang unloaded her goods from the box and displayed their things on
the table. She was already to sell.

8 am. Visitors started coming to the market-place. Some of them came to her
stall only to see what she sells.

8.30 a.m. A customer asked her about the price of an artificial flower which she
had made herself. The customer bargained for a price. She sold it five
marks. The original price was seven marks.

1 p.m. Frau Irrgang had lunch together with her friends. After that she went to

to the toilette. She then looked around the market-place.

6.30 p.m. Frau Irrgang started packing up her goods.

7.05 p.m. Frau Irrgang drove back to Olfen alone.

8.30 p.m. She arrived at home and went directly to the kitchen to have dinner. After
that she went to the bed room.

e. Mr. Abdul : Potrait No. 5
Mr. Abdul is a male trader, 50 years old, an Afghan, with four children. His first child

is 14 years old and the youngest is three years old. Mr. Abdul has lived in Germany
since 1989. He came to this country because of the war Afghanistan.
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According to Mr. Abdul, engaging in trading activities is his job. He has traded at the
fleamarkets since 1980. Until 1995 Mr. Abdul, with a friend, engaged jointly in trading
activities: travelling, selling, etc. This means that financial capital belonged to them
jointly --fifty percent from each partner-- In January 1996 they agreed to end their
cooperation. Since that time Mr. Abdul is helped by his family, especially by his son,
to engage in trading activities. According to Mr. Abdul, he and his ex-partner in trade
are usually in contact with each other through the telephone. Through this contact, they
can avoid engaging in trade at the same place. Besides this, they can help each other
when one of them needs certain goods.

All of his goods are new. They are bought in different cities in Germany. Mr. Abdul
buys electronic products in Gelsenkirchen, toys in Koéln (Cologne), carpets in
Dortmund, clocks and telephones in Frankfurt, perfumes and jewelry in Diisseldorf,
and so on. The bulk of his goods are made in other countries like China, Indonesia,
Turkey, Thailand, etc.

The price of his goods is always cheaper than the price for the same items in the
shops or in the supermarkets. Almost all of the prices of his goods can be bargained
over. According to Mr. Abdul, at the fleamarket the traders can not set a fixed price
for their goods. For almost every sale, he bargains over the price with the customers.
Sometimes his customers, generally the Germans, make a transaction without
bargaining.

He usually buys two magazines i.e., “Flohmarkt Revue” and “Trodler & Magazin
Sammeln” every month to know schedule of fleamarkets. Through these magazines
he can know when and where the fleamarkets will be organized in the various
locations, not only in Bielefeld but also in other cities in Germany.

Activities on March 23rd 1996

One day before engaging in trade on the ”Johannisberg”, Bielefeld, namely on Friday
night March 22nd 1996, Mr. Abdul went to the market-place to search for a strategic
position to make tent. He arrived there at around 7 p.m. and spent about 30 minutes
making the tent. He left at around 7.30 p.m. As he already set up this tent the day
before engaging in trade, he did not have to wake up early.

5am. Mr. Abdul woke up and went to the bathroom. Then he had breakfast.
5.45a.m. Mr. Abdul and Bus --his first son-- went to the fleamarket located on the
”Johannisberg”. He needed 15 minutes to go there.

6 am. Mr. Abdul and Bus arrived at the market-place. By this time
the bulk of traders were displaying their goods. Mr. Abdul parked his car
behind his tent. After that he set up the tables and then started displaying
his goods on the tables. Bus helped his father to display the goods.

11 am. It was drizzling. By this time, Mr. Abdul had earned 25 marks. There
were two reasons for this situation: the drizzling and many
competitors who were selling the same goods.

12noon  The rain stopped but it was still cloudy.

5.30 p.m. Mr. Abdul started to pack up his goods.

6.15. am. Mr. Abdul finished packing up but the tent and the tables were still there
because he would to sell them there tomorrow.
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f. Ms. Thor : Potrait No. 6

Ms. Thor is a female trader, 37 years old, German, an artist, and single. According to
her, she works as a trader selling her own handicrafts and has small workshop in her
house. She lives in Detmold.

Engaging in trading activities at the fleamarket is her job. In other words, she sells
things at the fleamarket to make money. Ms. Thor engages in trading activities at the
fleamarket every weekend, on both Saturday and on Sunday. If the event is the
Topfermarkt or the Handwerksmarkt (the handicrafts market), she usually chooses to
engage in trading activities there. Because these special markets are carried out only at
certain time. Also, according to her, if she engages in trade at the Topfermarkt and at
the Handwerksmarkt, this means that she is selling her goods at the best place. To get
information about the fleamarkets, she buys a monthly magazine which gives times
and locations of the fleamarkets as well as other markets like the Handwerksmarkt.
Through these activities Ms. Thor can earn between 500 marks and 1000 marks for
each trading session. Thus, she makes money between 1000 marks and 2000 marks
per week. Through this trading, according to her, she also meets new people and sees
her friends who come to her stand.

Engaging in trading activities at the fleamarket has been carried out by Ms. Thor since
1986. The first time she traded at the fleamarket, she realized that she could continue
her activities as a handicrafts artist to make something and be independent of other
people or other institutions, because she could earn money by selling her products at
fleamarkets.

She only sells new jewelry like rings, earrings, noserings, necklaces, etc. To sell her
handicrafts, she attends fleamarkets which are located not only in Bielefeld and
Detmold but also in Kassel, Hannover, Dortmund, Essen, Hamm-Westphalia,
Osnabriick, Giitersloh, Paderborn, and Miinster. All of her goods are labeled
according to the price. It means that her handicrafts items have fixed prices. If the
customers want to bargain, she says that the price can not be bargained over. In
general, customers will buy her goods paying what is on the price tag.

The bulk of her goods are made by herself. Some items are purchased from friends
who are also handicrafts artists. The rest she orders from distributors of jewelry in
other cities such as Hannover, Raisdorf, and Miinchen. She also buys some materials,
which she needs to make jewelry, in those cities.

She makes her handicrafts in her own workshop and works from 2 - 4 hours everyday.
She states that it is difficult to explain how many kinds of jewelry are made in one
day, because she does not make just one kind of jewelry from beginning to the end
every day.

Activities on May 25th 1996

430 am. Ms. Thor woke up and went to the kitchen to boil water in order to
make coffee. Thereafter, she went to the bathroom to wash her face. Then
she had breakfast.

5.30 am. Ms. Thor went to Bielefeld in her own car. To get to Bielefeld she
spent about 30 minutes
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6 a.m. Ms. Thor arrived at the market-place, that is the “Klosterplatz”, Bielefeld.
She went directly to the place from which she always engaged in trading
activities. She unloaded her goods, the table, and the tent from her car.
Thereafter, she went to the parking area located around the market-place.

6.30 am. Ms. Thor constructed the tent and set up the table. Then she started

displaying her commodities on the table.

7.30 am. It began to rain. Ms. Thor made her first transaction five marks for an
earring.

9.30 a.m. Her sister came with her daughter. This meeting was, for Ms. Thor,
important and interesting because she had not met her sister and niece
for a month. On this occasion Ms. Thor bought something for her niece.

10 a.m. Ms. Thor was startled to know some of her goods had been stolen.

She lost about 150 marks.

10.30 a.m. Two visitors came to her stand. One of them asked Ms. Thor about the
price of a ring. Ms. Thor explained that it depends on the kind of ring.
Each ring had its own price tag. The customer asked whether she could
bargain it. Ms. Thor said that her goods could be not bargained. Finally,
the customer bought the ring without bargaining.

11.30 a.m. It rained again. While Ms. Thor started packing up her goods, some -
visitors came to her stand. Ms. Thor stopped packing up and then
re-displayed her goods. At this moment, her friends also came to her stand.

They engaged in an interesting conversation for 30 minutes. One of her
friends showed her rings and bracelets. She explained that her goods
were bought in the USA and if Ms. Thor had an interest in her goods, she
would sell them to Ms. Thor.

12.30 p.m. Ms. Thor started packing up again. After packing up, she went to the
parking area to fetch her car. She earned about 635 marks at this market-
place.

1.15 p.m. Ms. Thor returned home.

2. Types of traders

Based on above portraits of traders, therefore, it can be argued that there are
similarities and differences among traders related to their purposes for engaging in
trading activities, the frequency of the trader’s attendance, ethnic background, relative
contribution of trading to household consumption, and relation with society.

a. Reasons for Engaging in Trading Activities

Engaging in trading activities at the fleamarket is an economic action. Using Weber’s
sociological view (1964: 112), an economic action can be seen as a social action in so
far as it ‘takes account of the behavior of someone else.” This taking account can be
accomplished in various ways -by seeing other people, by talking to them, by thinking
of them, and so on. As described in an earlier chapter, Weber argued that the actor
always orients his or her action in relation to people’s behavior through socially
constructed meanings. In other words, the actor interprets (verstehen) his or own
customs, habits, norms, and vested interests in the ongoing course of social interaction.
Using Weber’s idea, therefore, we understand that the trader’s action at the fleamarket
can be regarded as a form of social action, because his or her action toward others is



The Actors of the Fleamarket : Traders, Visitors, and Organizers 54

oriented by means of --seeing, thinking, speaking, bargaining, selling, smiling, and so
forth.

This social action, seen in the scope of trading activities at the fleamarket, based on
Weber’s idea ([1922]1978: 24-25), can at least, have two orientations. That are
instrumentally rational (zweckrational) and value-rational (wertrational). The first
relates to actions which consider the relation between means and ends. Second
describes actions which are based on a conscious belief in the value of the act for its
own sake.

Our survey in the Rathaus and on our in-depth interviews of fleamarket traders show
that engaging in trading activities involves various goals: making money, having fun,
meeting friends, becoming acquainted with new people, using one’s leisure time,
getting rid of one’s old goods. Based on these reasons, it may be said that both types
of orientations are typical of traders’ reasons for engaging in trading activities at the
German fleamarket. In instrumentally rational orientations, the main purpose of trader
for engaging in trading activities is to earn money. In other words, it can be regarded
as a main job, like portrait no. 3 and no. 4 or as a second or part-time job, as portrait
no. 5 and no. 6 show, which make up to all of or part of the traders income. Through
these activities, the traders spend their time to make a profit from transactions. The
traders who engage in trade at the fleamarket, as their main job, are regarded as the
professional traders, while those who do it as a second job are considered as the part-
time traders. The part-time traders do their main job Monday to Friday. On the other
hand, in value-rational orientations the main purpose of traders for engaging in trade is
not to earn profit but just the non-monetary goods like having fun, engaging in social
relationships, using leisure time, and so forth, like portrait no. 1 and no. 2 show.
Earning money, therefore in this context, is viewed as a by product of engaging in
trading activities. This type of traders is called as the pseudo traders.

b. Frequency of Traders’ Attendance

Various reasons for engaging in trading activities influence distinction of frequency of
engaging in trading activities at the fleamarket. For the professional traders and the
part-time traders who have the intention of making profit from fleamarkets transaction
-like in portrait no.3, no.4, no.5 and no.6-, this activity is carried out more often than
in the case of the pseudo traders who have non-profit orientations -such as portrait no.
1 and no.2. In the cases of traders who have profit orientations, furthermore, we can
further divide them into the professional traders, who engage in these activities as
their main job, and the part-time traders who engage in trade as a second job. The first
engage in trading activities more frequently than the latter. These differences can be
understood in term of the relative contribution of these activities to household income.

¢. Kinds of Goods Traded

Based on the kinds of goods which are exchanged by traders at fleamarkets, we see
that the pseudo traders usually sell their own secondhand goods. On the other hand,
the part-time traders generally sell either used goods or handicrafts. In contrast to the
first two types, the professional traders usually sell new goods, antiques, or the
handicrafts items.
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d. Relative Contribution to Household Consumption

To explain this topic, we need to refer to an interesting idea of Evers about the
contribution from several sources of income, and different kinds of income, to
household consumption. According to the Bielefeld Workshop of Development
Sociologists (1981: 5), in many developing countries, survival is dependent on what
combination of activities and sources of income persons or groups decide on. But also
in industrial societies, Evers (1987, see also 1991) states that the intertwinement of
several sources of income and different kinds of labor is by no means unimportant,
although overlooked by most studies. Especially the demand for organizing an
alternative economic system, something that has been influenced by ideas of dualism,
has emphasized the distinctions rather than the systematic interweaving of the
subsistence economy and the production of goods, of wage-labor and unpaid labor.

To illustrate his notion of this intertwinement, Evers (1982, 1987, 1991 see also Evers,
Betke, and Pitomo, 1983) describes the types of income generating activities and
sources of income, including subsistence production, the informal sector, and the
formal sector. In Evers’ view the informal sector consists of that part of the shadow
economy in which small units produce for the market and render services.
Furthermore, subsistence production comprises all consumption-oriented  economic
activities intended for private use and consumption and consumption outside of market
economic relations. Both of these types of economic activities are classified by Evers
as the shadow economy, which involves all those economic activities which are not
included in the official statistics and are therefore withdrawn from government
regulations and taxation. This implies that, based on these definitions, the formal
sector indicates all those economic activities which are recorded in official statistics,
and therefore included in government regulation and taxation.

From the 64 theoretically possible combinations, there are, according to Evers (1987
and 1991), the following intertwinement types which can be regarded as making
significant contributions to household consumption:

(1) F-Type (Formal Sector Type) :
Predominance of income from wage-labor with lesser importance of subsistence
production and no income from the informal sector.

(2) FS-Type (Formal and Subsistence Sector Type) :
High importance of income from wage-labor in the formal sector, combined however
with significant consumption from subsistence production.

(3) FIS-Type (Formal plus Informal plus Subsistence sector Type) :
A high degree of intertwinement in which all three sources of reproduction are
important.

(4) FI-Type (Formal and Informal Type) :

Besides the equal importance of income from wage-labor in the formal sector and
activities in the informal sector, subsistence production is insignificant. As with the F-
Type, household income and expenditures are organized mainly through the market.
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(5) IS-Type (Informal and Subsistence Sector Type) :
The informal sector is the dominant source of income but is closely intertwined with
subsistence production. Wage-labor in the formal sector appears only sporadically.

From Evers’ perspective point of this kinds of economic activities which can generate
income as well as the intertwinement of types contributions to household consumption,
trading activities at the fleamarket, can be regarded as economic activity in the
informal sector. Based on the portraits of traders presented here, it appears that, in
portrait no.1 and no.2, the contribution of their engaging in trade at the fleamarket to
household consumption is very small and occasional. Their most importance source of
income is wage-labor in the formal sector. In portrait no.3 and no. 4, furthermore, we
find that the income which is earned from engaging in trading activities at the
fleamarket is equally important to that from activities in formal sector. Hence we see
that in portrait no. 5 and no. 6, income which is gained from trading activities is very
important, they have no income from the formal sector and subsistence production can
be regarded as insignificant in these cases. Thus, we can elaborate an Evers’ idea with
the addition of one type from our study, namely the I-Type (Informal Sector Type).
This I-Type indicates a predominance of income from activity in the informal sector
with less importance of subsistence and no income generated from wage-labor (the
formal sector).

e. Ethnic Background

According to our observations and interviews, the bulk of both the pseudo traders and
the part-time traders are Germans. In contrasts to two earlier kinds of traders, the
majority of the professional traders, who sell new goods at the fleamarket, are
foreigners who live permanently in Bielefeld. However, the majority of the
professional traders who trade in handicrafts and antiques are Germans.

f. Relations with Society

If we wish to highlight the relationship between trading activities and society,
therefore, it is important to use the concept of embeddedness of economic life in the
society. From our studies of the relevant literature, as described in chapter two, it can
be argued that the embeddedness of a certain economic institution takes place in
various ways and to different degrees (Granovetter, 1985; Schrader, 1995 and 1994,
also see Evers and Schrader eds., 1994). Departing from this view point, therefore, we
see that the social embeddedness of trade at the fleamarket is expressed in at least
three ways:

1. Orientations of Trading Activity

As discussed above, purposes for engaging in trading activities at the fleamarket can
be grouped, at least, into two basic orientations: firstly, the instrumentally rational
orientation involves all trading activities which pursue means, as well as calculated
ends, rationally. These activities are usually carried out to make a profit. On the other
hand, the value-rational orientation includes all trading activities which are based on a
conscious belief in the value of the activity in and for itself.
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From these basic orientations involved in engaging in trading activities at the
fleamarket, therefore, we can arrive at grades of embeddedness based on Schrader’s
view. He explains that economic life can be described as a continuum between full
embeddedness as one pole, and exactly disembeddedness at the other. Portrait no. 1
indicates that an important reason for engaging in trading activities is to locate a good
social atmosphere. Through engaging in trade, this actor can take part in some other
activities, such as meeting friends and looking around the market-place. Portrait no.2
it appears that through engaging in trade, the economic actor can have fun, engage in
social relationships, as well as dispose of unwanted possessions. Both portrait no.1
and no.2 show that these actors consider earning money not main reason for their
trading activities. In portrait no. 3 and no.4 we can see that these actors engage within
trading activities in the framework of making money as a second job. The former sells
used goods, some of which are bought from her acquaintances, while the later deals
in her own handicrafts. They also have differences in their strategies of marketing. The
first trader usually asks everyone who comes to her stand, about what she or he needs.
Hence she is well known to visitors of the fleamarket. On the contrary, the second
trader only answers if she is asked questions by customers. Furthermore, in portrait no.
4 and no.5 we can also see that these economic actors trade in order to make profit, as
their main job.

Based on these data, therefore, portrait no. 1 and no.2 (the pseudo traders) can be
located at the embeddedness pole. On the other hand, we can place portrait no. 4 and
no. 5 (the part-time traders) at the opposite pole of disembeddedness. Portrait no. 3 and
no.4 (the professional traders) fall in the middle of the continuum. But the former is
located near to the embeddedness pole, because some of her commodities come from
other people. In comparison with portrait no. 3, portrait no.4 can be placed nearer to
the disembeddedness pole. Compared with portrait no. 5, portrait no.4 trades as a
second job. Also she takes orders from her acquaintances and people in her
neighborhood (see Figure 4.1. below).

Figure 4.1. The Embeddedness and the Disembeddedness of Trading Activities
Based on Trading Orientation

EP DP

1&2 3 4 5&6

Note :

EP = The Embeddedness Pole
DP = The Disembeddedness Pole
1 - 6 = portrait no.1 - portrait no.6

2. Social Networks

As discussed in chapter two, network studies have been carried out by sociologists
since the 1960s. These are concerned with how individuals are linked to one another
and how the bonds of affiliation serve both as lubricant for getting things done and as
the glue which provides order and meaning to social life (Powell and Smith-Doerr,
1994: 365). From our review of the literature on social networks, we see that there are
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two kinds of social networks, namely trading networks and non-trading networks.
Trading networks, according to Evers (1988: 92-92), refer to the social process of
exchange in the sense that social interaction occur between persons with the primary
purposes of exchanging goods over shorter or longer geographical distances. Hence,
with regard to Evers’s concept, non-trading networks imply that when the
individuals who are glued and linked to one another in engaging in trade are not
primarily caused by the purpose of exchanging goods over a more or less greater
geographical distance.

The trading networks at the fleamarket can be seen among the professional traders,
like in portrait no. 5. In his trading activities, Mr. Abdul still has contacts with his ex-
business partner. Through maintaining this contact, they can avoid engaging in trade at
the same place. Furthermore they can help each other, when one of them needs certain
goods.

To understand the non-trading network which is expressed in trading activities at the
fleamarket, first of all, it is importance to observe fleamarket regulation related to the
trader. As discussed in a following section of this chapter, at certain fleamarkets,
especially those which are held by governmental organizations and by non-
governmental organizations, the organizers choose these traders who have first priority
in setting up a stand at the fleamarket. These organizations give to the people who
reside in their working area and/or who the members of these organizations priority for
engaging in trade at their fleamarket like those of the Biirgerwache e.V. Through this
regulation, accordingly, we see how social networks are constructed. The traders,
especially the pseudo traders, and the visitors who come the same area meet in the
same public arena, namely the market-place of the fleamarket. In this arena, they can
engage not only in trading activities --bargaining, selling, and so on-- but also in social
interactions like meeting, speaking, smiling, drinking together, etc. The last activity
can result in economic actors -- the traders as well as the visitors-- becoming
connected, glued or bound to each other (Burt, 1992). In this situation, furthermore,
the traders will experience traders’ dilemma.

We also found that non-trading networks can arise through people engaging in trade
at the same table, like in portraits no. 1 and no. 2 (both the pseudo traders) and
traveling together to the same fleamarket, like in portraits no. 1, no. 2, and no. 4 (the
last is a part-time trader). Through these activities, we see how the traders form-social
bonds with one to another.

Based on explanation above, it can be argued that these social networks (both trading
networks and non-trading network) reflect a kind of embeddedness of fleamarket
trading activity in the society as whole. If we try to establish the grade of the
embeddedness of trading activities in this context, it can be claimed that, engaging in
trading activities at those fleamarkets which are held by the governmental
organizations as well as by non-other profit organizations, is more socially embedded
than that at fleamarkets held by private companies.
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3. The Traders’ Dilemma

Using Scott’s idea, Evers (1994a) notes that peasant societies are normally
characterized by a high degree of social solidarity and by a value system that
emphasizes mutual help, the sharing of resources and subsistence security. Under these
conditions, traders in a peasant society face a dilemma which arises out of their moral
obligation to share proceeds with kinfolk and neighbors, on the one hand, and the
necessity to make profits and accumulate trading capital, on the other.

Evers (1994a: 10) argues that if the developed market economy expands and economic
relations become “disembedded” or differentiated from society, the traders’ dilemma is
transformed into the social dilemma typical of all capitalist market economies. On the
one hand, a modern economy requires the rationalization of economic relations and the
primacy of productivity. On the other, social justice and redistribution are necessary to
preserve the legitimacy of the state and its social and political order.

Corresponding to Evers’ view, traders in industrialized countries, like Germany, have
a moral obligation to share income with their society, namely through paying taxes to
the state. For Germans, paying taxes to the state means that they contribute to
maintaining their system, including the social market economy and the German social
democracy. These points will be discussed in chapter seven.

How do Germans view people who do not pay their taxes ? To answer this question,
it is useful to look at the case of Steffi Graf, who was accused in 1995 by tax official
of making ”Steuerflucht” (tax evasion). Almost all of German mass media,
newspapers, magazines, and television reported on this case. Almost all of media
- said that Steffi Graf, especially her father, have done something wrong”. As a result of
with holding tax payments, it appears opinion that Steffi Graf has incurred social
stigma3 in German society.

Using Evers’ idea, we can see that many professional traders, especially Germans,
engage in trading activities at the fleamarkets in order to avoid this dilemma. They
usually sell antiques and/or ”Trodel” like antique furniture, old books, ceramics, and so
on. Many of them have a ”shop”, which is part of their house. Almost all of them do
not have a Gewerbeschein (trade license). This license make it obligatory to pay tax on
transactions. According to officials of the Ordnungsamt, any person who sells regularly
at the fleamarket, in order to earn money, must have a Gewerbeschein. They refer to
the Gewerbeordnung (Official Trade Regulation):

Titel ITI. Reisegewerbe

§55. Reisegewerbekarte. (1) Ein Reisegewerbe betreibt,

wer gewerbsmiflig ohne vorhergehende Bestellung

auflerhalb seiner gewerblichen Niederlassung (§42 Abs.

2) oder ohne eine solche zu haben

1. selbstindig oder unselbstindig in eigener Person

Waren feilbietet oder Bestellungen aufsucht (vertreibt)

oder ankauft, Leistungen anbietet oder Bestellungen auf

Leistungen aufsucht oder

2 At the time many mass media, like ”Stern”, “der Spiegel”, etc reported this case.
? when I went to the Bielefeld Center by bus, I ever over heard a schoolboy make fun of his friend,
because her name was Steffi.
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2. selbstindig unterhaltende Tétigkeiten als Schausteller
oder nach Schaustellerart ausiibt.

(2) Wer ein Reisegewerbe betreiben will, bedarf der
Erlaubnis (Reisegewerbekarte).

(3) Die Reisegewerbekarte kann inhaltlich beschrinkt,
mit einer Befristung erteilt und mit Auflagen verbunden
werden, soweit dies zum Schutze der Allgemeinheit oder
der Verbraucher erforderlich ist; unter denselben
Voraussetzungen ist auch die nachtrédgliche Aufnahme,
Anderung und Ergiinzung von Auflagen zulissig.

Based on this study, the police will prosecute a professional trader if he or she sells
new things at the fleamarket. But the police also find it difficult to distinguish among
the professional traders, part-time traders, and pseudo traders who sell the same goods
such as antiques or Trodel. Therefore, the police, in reality, check only the traders
who sell new goods. Selling at the fleamarket can be a strategy used by professional
traders, without a Gewerbeschein, in turn, to avoid paying tax.

The other traders™ dilemma can emerge through the regulation the access of traders to
selling at fleamarkets. This influences economic actors --the traders and visitors--
who come from the same residential area or the same social community to meet as
well as to communicate among themselves and establish social bonds. This situation
will be experienced by traders as a dilemma because they have to choose between
setting prices according to their need, so that they do not take losses, and to recognize
their social relationships with acquaintances, friends, and neighbors.

Based on our field research, especially at the fleamarkets which are held by
governmental organizations and non-governmental organizations, we find that some
traders, especially students, who come from other German cities, but live in Bielefeld,
are surprised when customers came to their stand, asked the price of an item, and then
left without bargaining over the goods. These traders know that, at the fleamarket,
anyone can bargain over the prices, but they do not understand why people usually do
not bargain with them.

According to our data, if the trader and the visitor know to each other, especially the
pseudo trader and the flaneur, before making transaction, they usually chat about
something related to their common life situation. Then, the customer asks the price.
The trader generally can not give the price immediately, but he or she thinks a
moment and then states it. Based on our interviews at the market-places, she or he can
not state the price at once because they have no set prices for their goods. The other
hand, the buyer usually does not bargain over that price directly, but they will say that
they have only so much money and showing what is in their pocket. But, in reality,
the customer has more money in another pockets. This strategy will be more deeply
discussed in a following chapter.
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Table 4.4. Types of Traders at the Fleamarket

Items

Purposes

Frequency

Kind of goods

Contribution to
household
consumption

Ethnic back ground

Embeddedness
-orientation

-social network

-Traders’ dilemma

The Pseudo Trader The Part-time

Non-profit aims :
having fun, trading
as a hobby, etc.

Low (1-4 times a
year)

Secondhand goods

Low

Mostly Germans

Value rational

Non-trading
network
Neighbors, friends,
acquaintances, etc.

Trader
Earning money as a
second job

‘Middle (once

weekly)

Secondhand goods
and handicrafts

Middle

Mostly Germans

Instrumentally
rational
Non-trading
network

Pay tax

The Professional
Trader

Earning money as a
main job

High (twice a week)

Antiques, new
things, handicrafts

High

Germans sell
handicrafts and
antiques and
foreigners sell new
goods

Instrumentally
rational

Trading and non-
trading networks
Pay tax

B. The Visitors : from Collecting to Communicating

This study shows that people who attend the fleamarkets as visitors are not identical
in their motivations. Most striking are differences in their reasons for going to the
fleamarkets, in terms of frequency, in time spend there, and in the kinds of goods

purchased.

The results of this survey indicate that respondents, as visitors or customers, have
differentiated and various reasons for going to fleamarkets.
respondents (29.1 %) say they go to the fleamarket to buy something. Many of them
(24.7 %) also visit the fleamarkets to take a stroll. These will be followed by the
visitors who go to the fleamarkets because of interest in new social atmosphere (19.4
%) and to have fun (14.7%).

The majority of our
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Table 4.5. Visitors Reasons for Attending the Fleamarket (n=194)

Reasons Frequency [ Percent
Shopping 170 29.1
Taking a Stroll 144 24.7
Meeting Friends 42 7.2
Interest in social atmosphere 113 19.4
Motley crowd of people 7 1.2
Having Fun 86 14.7
Killing Time 5 0.9
Becoming Acquainted with People 10 1.7
Market Located on their Way to home and/or work 6 1.1
Total* 583 100.0

Source : author’s data collection
*multiple answers were possible

In terms of frequency of fleamarket attendance, our survey shows that the majority of
respondents (37.6 %) visit the fleamarket one or twice a year. This is followed by
respondents (30.9 %) who attend the fleamarket once every two or three months.
Some of them (24.7 %) go to a fleamarket every month. Only 3.7 % of respondents had
attended a fleamarket once in their life (see Table 4.6.).

Table 4.6. Frequency of Fleamarket Attendance

Every week 6 3.1

Every month 48 24.7

Once every two or three months || 60 30.9

Once or twice a year 73 37.6

Up to now once 7 3.7

Total 194 100.0
n=19%

Source : author’s data collection

In terms of time spent at the fleamarket, the visitors can be divided into five groups:
up to 15 minutes, 16 - 30 minutes, 30 - 60 minutes, 60 - 120 minutes, and over 120
minutes. The majority (42.8 %) spent from 30 until 60 minutes in the fleamarket. This
is followed by visitors (26.3 %) who stay at the fleamarket from one to two hours.
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Table 4.7. Time Spent at the Fleamarket

Time Spent Frequency |Percent
Up to 15 Minutes | 9 4.6

16 — 30 Minutes 38 19.6

30 — 60 Minutes 83 42.8

60 - 120 Minutes | 51 26.3

> 120 Minutes 13 6.7
Total 194 100.0
n= 194

Source : author’s data collection

Based on our data, the majority of respondents (65.9 %) go to the fleamarkets to buy
secondhand goods. This is followed by visitors (14.9 %) who buy goods like ceramics
and handicraft items from Africa, Asia, and Germany. Some of them (11.4 %) visit the
fleamarkets to search for antiques.

Table 4.8. Kind of Goods Purchased (n=170)

Goods Frequency | Percent
Secondhand goods | 159 65.9
New goods 8 3.4
Antiques 28 11.7
Foods 10 4.1
Others 36 14.9
Total* 241 100.0

Source : author’s data collection
*multiple answers were possible

These data based on the survey, are useful for making an initial differentiation of the
visitors. These give us general information about varying and multiple reasons for
visiting fleamarkets, varying in terms of frequency of and time spent there. These data
do not explain, however, who the visitors are, or what they do at the fleamarket, etc.
To give us an understanding of the motivations of visitors, it is important to look at
the results of observation and in-depth interviews with them.

1. Portraits of Visitors

To construct a typology of visitors, it is useful to present some cases in order to
understand their reasons for visiting the fleamarket, their activities at the fleamarket,
etc. To achieve this end six portraits of visitors will be introduced, namely Mrs.
Maimunah as portrait no.1, Frau Miihlenweg as portrait no. 2, Mrs. Hazer as portrait
no.3, Mr. Mahmud as portrait no.4, Frau Sunkel as portrait no. 5, and Ms. Jung as
portrait no.6. These portraits are offered as case studies of the economic as well as the
sociocultural behavior of visitors at the fleamarket. In this course of this illustration
we would draw our data from biographies of visitors, combined with observation of
their activities at the fleamarket.



