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EXTENDED ABSTRACT
We explore the dynamics of consumption experience in tradi-

tional bazaars constructed as the new ‘other’ retail spaces. The ba-
zaar, once known to be the consumption space that was a signifier 
of the lower class identity (Urry 1991) and is characterized by eco-
nomic poverty (Varman and Costa 2009), is redesigned to include 
upper classes, now in the form of High Society Bazaars (HSBs) in 
Turkey, and enhance shopping experience for diverse social class-
es. We study consumption of space with a distinct difference from 
earlier studies, where the spaces consumed are often organized by 
authorities, whether municipal governments or private owners of 
spaces (Benjamin 2002; Miller 1998; Urry 1995). In the HSB, space 
is mostly designed by its inhabitants; the sellers, who are small ven-
dors independent of the authorities, and the shoppers, who influence 
how the stalls will be stocked and displayed by their motion as they 
visit the HSB. 

We aim to contribute to the literature on consumption of space 
through reflecting the transition from consumption of space (Belk et 
al. 1988; Sherry 1990a, 1990b, 1998; Urry 1995) to construction of 
space that is an active, contested and transitive process involving ne-
gotiation (Goodman et al. 2010). Most importantly, we discover the 
means used by consumers to construct and negotiate their space in 
the HSB. This focus led us discover the dynamics of identity politics 
of/within consumption spaces. Findings of the qualitative data ob-
tained as a result of focus group and in-depth interviews with bazaar 
consumers and sellers, and participant observations reveal the means 
of constructing space in the HSB, which include hybridization, li-
censing, and negotiation. 

HSB is constructed as a hybrid space, not the ‘original’ for ei-
ther the westernized or the traditional, thus a different order for both, 
but one that allows meeting and experiencing the other. Observed 
in the upper class experiences of HSB, the strange (people’s and 
sellers’ attitudes and attires) mixed in with the familiar (wares be-
ing sold, selling and buying going on), thus the hybrid, attracts the 
‘westernized’; for them the HSB is a familiarly novel, engaging, and 
entertaining environment. The HSB is primitive, untamed, and not 
fully ‘cultured’ or rationally ordered, but it is seductive for the same 
reasons. For the lower class, the presence of upper classes in the HSB 
has turned these bazaars into something bazaars were not before, a 
different ‘other’ space, a hybrid, where the other can be encountered. 

For the ‘traditional’, the encounter with the ‘other’ is both allur-
ing and a confirmation of a new status, an equality with the ‘other’ 
that used to be superior. The inclusion of the upper classes in HSBs 
is presented as a renegotiation of the image of the bazaar as an ‘ordi-
nary’ space for all, not exceptionally an experience for poor people. 
The hybrid HSB now constitutes a new order for the traditional, who 
still have the old bazaars to frequent, but especially for the modern-
ized, who still have the modern stores to shop at. The HSB becomes a 
‘leveling’ (Karababa and Ger 2010) space for consumers from differ-

ent social strata initially representing different and conflicting identi-
ties (traditional, modernized), where they can negotiate their space 
on an equal footing. Lower classes find license they did not have 
before in their relations with the upper classes in the HSB, whereas 
the upper classes accede the license of the lower class, which they 
did not before. For both elements, the sought consequence of this 
negotiation is the ability to experience the ‘other’ and ‘becoming the 
other’ in order to be included in the HSB. 

The possibility of negotiation in the ‘new’ environment as op-
posed to the regimented order of that which is set, contributes to 
the allure of experiencing the other. Constrained by the disciplinary 
and relatively non-negotiable structure of the contemporary markets, 
upper classes lose their ability to have pleasurable consumption ex-
periences, a condition that could be transformed through actually 
experiencing those they have otherized; yet it must emerge through 
mutual choice and negotiation (Hooks 2006). HSBs allow for this 
transformation to occur, and negotiation takes place at many levels. 
Seeming lack of  a script of shopping at bazaars gives way to con-
tinual bargaining between the sellers and buyers; stimulates com-
petition among shoppers to reach, explore, and acquire the sought 
products, and provides a space to experience the ‘other’ and her/his 
tastes (Belk et al. 2003).

We also draw attention to the tensions occurring at the macro 
level. We highlight the tension between bazaar sellers and the news 
media, as sellers oppose the labeling of the bazaar as a High Soci-
ety retail venue and argue that HSB is a public bazaar inhabited by 
people from all social classes. In addition, we highlight the tension 
between HSB inhabitants (sellers and consumers) and the municipal-
ity and other modern retail stores aiming to exert control over the 
uncontrollable economy and the unfair trade competition the HSBs 
create.

Consequently, HSBs have altered the discourse on social class 
and consumption and production of/within space. We observe trans-
formations in upper and lower class desires to experience each other 
and the HSB as the other consumption venue. Negotiation of the 
order(s) and navigation of one’s space in the HSB draw our atten-
tion to the concept of liminality (Sherry 1990a; Turner 1967), a state 
of in-betweenness, which gives way to cultural hybridity (Bhabha 
1994) that promotes difference without an imposed hierarchy among 
social strata. HSB serves as a physical space that is socially con-
structed to experience and construct otherness (Lefebvre 1991). 
Construction of space is characterized by a constantly transforming 
interplay (Meethan et al. 2006) between the lower classes as the local 
residents of the bazaar, the sellers, and the elite sectors of the popula-
tion visiting the bazaar. 
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