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Purpose: Market logics have increasingly dominated consumer life worlds. Consumers may embrace marketization, or they may resist it, try to escape it, rebel against it, or actively manage its effects. This paper examines the marketization of elderly care (in the form of transactional service provider relationships) and how consumers apply humanizing strategies to market relationships.
Methodology/approach: This is a qualitative interpretive study using in-depth interviewing, observations, and the analysis of media coverage.
Findings: Drawing on institutional theory, this study shows how consumers humanize a marketized service relationship by weaving social logics into existing market logics. Our research finds consumers engaging in three humanization strategies: (1) moving beyond transactional relationships, (2) sharing consumption experiences, and (3) reinforcing social bonds through giving. The end result is the DIY creation of extended family relationships from market resources.
Social implications: The context of this study is a government-supported, non-profit, exchanged-based retirement support scheme that addresses the challenges of global population ageing and the increasing anonymization and estrangement in our society. We tentatively suggest that our findings represent a move to mitigate adverse effects neoliberalism.
Originality/Value of the paper: Prior research has shown that consumers embrace marketization, resist it, try to escape it, rebel against it, or actively manage its effects. We identify another strategy used by consumers to address the increasing marketization of their life worlds, namely humanization. Our study shows that consumers assemble market resources and humanize transactional service provider relationships by weaving social- into market logics resulting in the creation of a do-it-yourself extended family.
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MARKETIZATION
Consumers’ life worlds are increasingly governed by logics of the market. Our current neoliberal economic system stands for liberalization, free trade, monetary objectives, technologic advancement, and individualism. The neoliberal economy drives marketization in various contexts, such as the commercialization of Christmas holidays (Okleshen, Baker, & Mittelstaedt, 2000), art (Zhu, 2002), extraordinary experiences (Tumbat & Belk, 2011), tattooing (Bengtsson, Ostberg, & Kjeldgaard, 2005), historical phenomena (Brunk, Giesler, & Hartmann, 2018), and culture and politics (Navarro, 2016). Studies show that marketization reaches even the most traditionally sacred areas of consumers’ life worlds, such as religion (McAlexander, Dufault, Martin, & Schouten, 2014), family intimacy (Epp & Velagaleti, 2014), and sexual relationships (Illuz, 2013; Hochschild, 2003), not to mention professions such as medicine (Thompson, 2004), education (Bartlett, Frederick, Gulbrandsen, & Murillo, 2002), and government service (Massey, 1997). 
The term marketization – although widely used (Bengtsson et al., 2005; Brunk et al., 2018; Callon, 2016; Okleshen et al., 2000; Zhu, 2002)– is only loosely defined. For our current purpose we define marketization as follows: Marketization is the process of infusing market logics into organizational fields that were formerly located outside the purview of markets. Consumers react differently to the marketization of such aspects of their lives. For example, McAlexander and colleagues (2014), found attrition of membership from the Mormon Church to be driven partly by perceptions that the church had become too much of a business and a marketing organization. Thompson and Coskuner-Balli (2007), in their study of community supported agriculture, found people resisting the corporate-capitalist logic of modern organic food production and working to construct an alternative market, the logic of which prioritized local relationships. Kozinets (2002), in his study of Burning Man, questioned whether or for how long consumers can escape market logics altogether, and he plumbed tensions between the logics of communality versus self-interest. In the marketization of interpersonal relationships, Epp and Velagaleti (2014) studied effects of the marketization on parental caregiving. They found parents, in their relationships to nannies and other child-care providers, struggling between logics of the market and those of love and family obligation, and trying to develop strategies for reconciling them. The parents showed concern for keeping clear the lines separating family from paid service help, and more importantly, the lines between what duties should or should not be marketized. Barnhart, Huff and Cotte (2014) found, in similar caregiving situations, that such lines can get blurred, in that paid help often, by virtue of the intimacy of care and the trust placed in them, come to be regarded much like family members. In other words, family is what family does. Sociological literature also describes the blurring of economics and intimacy (Giddens, 1991; Hochschild, 2003; Zelizer, 2005; Illouz, 2007). 
This study looks at the marketization of elderly care (in the form of transactional service provider relationships) and how consumers react to it. Like some prior research, we find that consumers assemble market resources and humanize transactional service provider relationships by weaving social logics into market logics, resulting in the creation of a do-it-yourself extended family.
AN INSTITUTIONAL THEORY PERSPECTIVE
We draw from institutional theory, using the key concepts of institutional logics and institutional work to interpret our findings. In marketing and consumer research, institutional theory is widely used for theorizing market dynamics, such as the creation of new markets (Giesler, 2008; Humphreys, 2010) significant changes to existing markets (Ertimur & Coskuner-Balli, 2015; Giesler, 2008; Scaraboto & Fischer, 2013; Thompson & Coskuner‐Balli, 2007) consumer roles in market change (Dolbec & Fischer, 2015), and how consumers deal with conflicting logics (Gollnhofer, Hellwig, & Morhart, 2016; Scaraboto, 2015). We use institutional theory to frame our findings regarding consumers’ humanization of transactional service provider relationships in the context of elderly care.
	Institutional logics are sets of material practices and symbolic constructions that constitute an institution’s organizing principles (Scott, 2014, pp. 90-91). They are shaped within dominant philosophical underpinnings and worldviews. These “shared complex conceptual frameworks provide guidelines for the behavior of field participants: on the individual, organizational and societal level” (Scott, 2014, p. 225). The socially constructed character of institutional logics helps people in particular contexts provide meaning to their social reality (Dolbec & Fischer, 2015, p. 1449). Since there is a multiplicity of value spheres, each is associated with a distinctive institutional logic. Each arena, field or institution – be it political, economic, or religious – is governed by specific logics. Prior research in marketing and consumer research has drawn distinctions between market and social logics. Market logics turn on money, economic exchange (Epp & Velagaleti, 2014), economic self-interest (Kozinets, 2002), consumer choice (McAlexander et al., 2014), transactions, and profit maximizations (Scaraboto, 2015). Social logics include love, sacrifice, family, intimacy, care (Epp & Velagaleti, 2014), community (Kozinets, 2002), reciprocity (Scaraboto, 2015), gifting, and generosity (Weinberger & Wallendorf, 2012). 
Institutional work deals with tensions of competing institutional logics, and can lead to actions aimed at creating, maintaining, or disrupting practices, understandings, rules, and conventions that are shared by individual and collective actors in an organizational field (Dolbec & Fischer, 2015, p. 1450). Diverging institutional logics might interact with one another, take on hierarchical constellations, balance each other out, and achieve acceptance over time (Gollnhofer et al., 2016, p. 229). 
Based on the practice of food sharing and the legitimization of sustainable practices, Gollnhofer (2016) explains how logics can hybridize, and she defines strategies to combine logics. Strategies to hybridize logics have been identified by the literature (Gollnhofer, 2016; Pache & Santos, 2013; Scaraboto, 2015). Markets can develop from the tension among competing logics (Scott, 2014; Kozinets, 2002). Giesler (2008) shows that the availability of competing logics in the music industry can support and animate consumer quests for change. Ertimur & Coskuner-Balli (2015) explain the evolution of the U.S. Yoga market through the competitive dynamics within markets and the intersection of connecting logics. The marketization of any field relies on the dominance of market logics within it. This study examines mechanisms by which a service relationship established by a market arrangement, and according to market logics, can be humanized.
CONTEXT AND METHODS
A growing population of the elderly increasingly burdens current social security and retirement care systems worldwide. Meanwhile, the estrangement of individuals within a neoliberal society brings loneliness to many people, especially those that are elderly and living alone. Former family constellations like the extended family network, with several generations living under one roof, have become rare in modern society. One possible solution being implemented in Switzerland is ‘Timebanking for the Future.’ The foundation is led by a non-profit organization and financed by the City Government with support from regional church, red cross, and nursing services. The initiative matches individuals aged 60+ (the service provider) with individuals aged 80+ (the service recipient) for the purpose of providing living assistance to the older cohort. The sexagenarians visit their octogenarian counterparts on a regular basis, helping them with activities such as household chores, gardening, social activities, going for walks, and accompanying them to medical appointments. The hours of support are recorded in a timebank for the person aged 60+. The timebank account can reach a maximum amount of 750 hours due to taxation reasons. Excess hours cannot be banked and are ‘invisible’ and voluntary. Once the service providers reach the age of 80, they can ask for help and make use of their banked time. Hours are guaranteed by the local government. Market logics govern the timebanking with mechanisms such as contractual agreements, quid-pro-quo principles, measurement, and formalized rules.
The first author collected data through in-depth interviews with eight project participants and two project coordinators (duration on average 2,5 hours), and conducted in-situ observation in the homes of the 80+ generation (reflected in 15 single-space pages of fieldnotes). Other data include program statistics (from the coordinators’ monthly time sheets), and media reports (newspapers, documentaries, governmental reports) about the initiative. The media reports are systematically gathered and analyzed (Humphreys & Wang, 2017). The author team moved iteratively between empirical data and theoretical background, using open, selective and axial coding, until “subcategories, perspectives and themes” evolved from the multidimensional data (Spiggle, 1994, p. 492). Recurring patterns led to more abstract conceptualizations. Three linked themes provide the structure to our findings. Working as a hermeneutic community allowed us to bring different perspectives to the data and further triangulate the findings. Our data collection is ongoing, but nothing we have learned so far contravenes the findings reported here.
FINDINGS: DO-IT-YOURSELF EXTENDED FAMILY
Point of departure: A market for companionship
Although ‘Timebanking for the Future’ is nominally about providing assistance to elderly citizens in exchange for assistance for oneself in later life, our data points to consumers that embrace the program in order to address a kind of loneliness or anonymity that is endemic to modern society. Says Martha (65):
The personal contact with people is taken away. I think we all become lonely. Theoretically, we do not need to leave the house anymore. We could do everything with the help of the internet. We would not even need to leave the house. Our social contacts are disappearing. It was different in the past. Extended families used to live together in the same house. 
Martha contrasts modern life with a time in which social ties for the elderly were preserved by the structure of the extended family. The case of Katharina (92) – as recalled by her helper, Susan (66) – underscores the problem of isolation: 
Many, many years ago Katharina always went to the elderly homes to spend time with the very ill people. She brought them freshly baked cake and coffee. And now, all of a sudden, she is also lonely. Loneliness increases a lot once all friends and closest kin are dead. That’s life!
Katharina was an outgoing, socially-connected individual until old age deprived her of the connections she valued. Susan understood and empathized. 
Our case of timebanking provides one possible solution to these increasing feelings of loneliness and alienation of individuals. This marketized service relationship was mainly designed to cater to physiological needs—such as cooking, gardening or shopping—with hours banked on a one-for-one basis. Social connection was only one point, among many, of the service. Our informants humanized this marketized service relationship by weaving social logics into market logics. We now describe the three facets of this humanization process. 
Moving beyond transactional relationships 
When entering the timebanking agreement, both the provider and the recipient of services agreed to market logics, which dominate the early exchanges between them. As expected, they entered a formal contract, measured the time spent on care activities, reported the timebank sheet to the official timebanking organization, and formalized reciprocal behaviors and expectations. It didn’t take very long, however, for our informants to begin moving their relationships beyond the boundaries of market transaction and focusing more on social logics than on market logics. Even before maximizing their hours of service, we found our sixty-and-over service providers neglecting timebank reporting requirements and ignoring the institutionalized structures for time tracking. They also continued their ‘service relationships’ after fulfilling the maximum amount of timebanking hours on their accounts.  Klara (71) has been supporting Charlotte (94) for many years now, and has easily exceeded the maximum hours on her timebank account. However, Charlotte elaborates on their timebanking reporting:
Klara is not very conscientious with writing down the hours of all the things she is doing for or with me. It does not matter to us. Otherwise, she would already have achieved the maximum number of hours possible.
For both Klara, the service provider and Charlotte, the service recipient, timebank reporting has lost its relevance. They moved beyond the transactional relationship by de-emphasizing the market logics. This aspect is also highlighted by the Project Coordinator Arlette (47):
750 is the maximum number of hours the participants can acquire in their timebank. For most, it is actually just an incentive. The people that already reached the 750 mark certainly continue to accompany their timebaking partner. Because they developed a relationship! We see that the timebanking itself is just the starting point of something bigger. That’s the interesting thing about it! 
Her reference to “something bigger” clearly signals a set of values that prioritizes social logics above market logics. Referring to the timebank as a “starting point” underscores our interpretation of the market as a natural place of recourse for connecting with others. The logics of the market do not prevail once a more human connection is established. As we shall see, however, the market logic is not forsaken, even when it becomes secondary. Rather, the social logics of care and companionship are interwoven with the market logics.
Sharing consumption experiences
The weaving together of social and market logics occurs, at least partly, through the sharing of consumption experiences. The partners in timebanking find common ground for connection through hobbies, learning from another, and sharing family stories. Anna’s (66) describes the time she spends with Isabelle (93) as follows:
	When I get to her home, we hug each other. Then, we start our tour. We drive to the farmers market. Later on I help her to unpack the things. Then we have a coffee and talk a lot. Most of the times we enjoy a little walk outside. If she feels well, we even drive to the park. She has to get out! I also read to her, because she cannot see so well anymore.
Anna does not describe the support in the household as the main activity, but emphasizes throughout the interview the social connection expressed through common consumption experiences. Friedrich (70) similarly emphasizes the shared experiences with his timebanking partner Johannes (91):
My wife and I both have a timebanking account together, where both our hours are adding up. I really like the project. Johannes and I get along so well. I enjoy spending time with him. He is a knowledgeable man with a good memory, and I am trying to keep up with him. It is a great experience. I really want this for my own future. I hope that I can take care of myself as long as possible. But it feels good to have an alternative for the future. Knowing that I can make use of the hours that I gathered, this gives me confidence and hope for the future, because we don’t have children. And for now, it is a really nice thing to spend my time on, and I also have responsibility.
Friedrich enjoys spending time with Johannes, whom he appreciates as a person. He and others find unexpected social connection in timebanking, on top of the expected physiological and logistical care attributes. Friedrich continues to enjoy the market logics behind the program. In fact, none of our informants spoke against the economic logics of timebanking, even if they stopped prioritizing them. Instead, they have continued to appreciate the market logics while embroidering social logics on top of them. 
Arlette, in relating the case of George (95) and Daniel (70), also reveals a hybridization of logics:
George’s daughter called me and told me that her dad always goes swimming. But at some point he got a scared of slipping in the swimming hall. He also could not put his socks on the wet feet anymore. So I matched him with Daniel, who told me in the beginning that he is not the ‘holding-hands’ type of guy, which is normally a really difficult criterion to find in a timebanking partner. However, I remembered that he used to work in sports. And this combination works just perfect now! They go swimming together at least once a week. They are great together. And it additionally improves their health!
George and Daniel were a match made in the market and strengthened though shared consumption experiences. For another example of the power of common consumption experience we recur to Ingrid’s (72) account of her experience with Barbara (92). Counterintuitively, the older one taught the younger one how to use computer technology. 
A few years ago, I became the president of the choir. So I needed a computer to fulfill my duties. And I am a real loser when it comes to technical stuff. But Barbara is really good at that. She has always had the latest technology. So she told me, just buy the computer and I will teach you everything. You have to learn it! And this is what she did. She was really patient with me. And I was fascinated by her knowledge.
Learning consumption skills from one another is another way participants strengthen their human connections. This learning or transfer of skills happens in both directions. 
		Arlette, the timebanking project coordinator, also acknowledges the importance of common experiences:
	More than 60% of the activities of all pairs are accounted to the category: “Leisure time and social time”. This refers to going for a walk, drinking coffee together, playing games, reading to someone, tackling the sad aspects of daily life together.
Timebanking statistics support the conclusion that social logics seem to dominate these market-initiated relationships. 
Reinforcing social bonds through giving
Our informants established personal relationships that went far beyond the marketized transactional service relationship. Examples can be found in the cases of Isabelle (93) and Anna (66), and of Friedrich (70) and Johannes (91). Isabelle’s quote illustrates that she engages in the practice of gift-giving to thank Anna for her care: “She cares so well for me. All out of love and friendship. Well, sometimes she receives a gift from me.” Through gift-giving Isabelle reinforces the relationship with Anna. Gifts strengthen personal connections, communicate commitment, and reinforce intimate ties (Belk, 2010; Weinberger & Wallendorf, 2012). Consider the words of Johannes (91), who is downsizing his belongings because he recently moved into an elderly home. About Friedrich (70) he says: 
I admire him! How he tackles everything! I am rather a procrastinator. We are doing the move together from the house I used to live in. In mini steps. Now he helps me to take care of it and get rid of the stuff. I am not married and have always been living by myself. I don’t have children. My only sister died 7 years ago. I don’t have anyone. He is the only one, so when I see something in the house that meant something to me or if he could use some of the stuff, I give it to him as a gift.
Once complete strangers, Friedrich and Johannes have become like family to the point that Johannes bequeaths his possessions to Friedrich. Price, Arnould and Curasi (2000) studied older consumers’ disposition of special possessions within family networks. In our case, the family is a DIY construct among people introduced through a market arrangement. 
The DIY extended family
The interplay among the three facets of humanization creates new social structures that approximate, in spirit and form, extended family relationships. A DIY extended family displays strong bonds among individuals that are not related by blood, and that were not known to each other prior to their timebanking contracts. The pattern appears in almost all of our interviews. Not all the participants use the language of family, but the closeness of the emotional bonds is clear. Nicola (65) says of her 89 year-old “client” Charlotte:
Charlotte lives in an apartment and we (the project coordinator and I) visited her for the first time. It was love at first sight, and now we are really good friends. Sometimes I have to cancel our appointments and that makes me really sad. Our friendship is so nice. She is such a lovely lady, always in a good mood, she never complains and always shines. It’s just perfect! I can’t explain it. The feeling was just right.
Isabelle (93) and Anna’s (66) relationship is similarly special: They communicated by Facetime when one of them went away for holidays. Anna does all of Isabelle’s finances. The trust between them is complete. 
Other participants use the language of family explicitly to describe their timebanking relationships. In discussing her reasons for timebanking, Regula (67) tells us:
I wanted to participate in the project because of ... maybe my helpers’ syndrome? I like to spend time with elderly people. I love their stories, from their families and what they had to go through in life. I never had a grandmother. Mine died when I was very young. I’ve never had such a relationship with a grandmother. And it’s always so interesting for me to meet older people.  Additionally, I also benefit from participating in the project. I don’t have children and I have a backup plan with this project, in case I will need help later in life.
The initiative provides Regula with a grandmother figure, which is an emotional benefit to her. Moreover, the project allows her to plan for surrogate offspring of her own to assist her when she has need for it in later life. 
Klara (71) and Charlotte (94) have assembled an extended family that, for Charlotte, is more meaningful than her living family by blood. In Charlotte’s words:
I practically don’t have any relationships to my own family anymore. I have one sister, but we keep our peace by not talking to each other. We fought for this peace. That’s fine to me. But Klara’s family became my family now. Now I am even a great-grandmother to her family. That is great!
It is not especially surprising that people in close, caring relationships come to regard each other as family. What is somewhat surprising is that they use market resources – in this case an institutionalized service contract – to assemble extended family relationships that may span three generations among people with no prior connections. The DIY family is not an accidental or incidental outcome. Many participants felt the alienation and loneliness of old age. They went shopping for companionship and found it through timebanking. To that companionship they brought love, trust, compassion, and generosity. In other words, they wove social logics through market relationships, yielding a new kind of family.  
 
DISCUSSION: ENTREPRENEURIAL RE-CREATION OF THE EXTENDED FAMILY USING MARKET OFFERINGS
In line with previous research, we examine a case where marketization infiltrates a consumer life world that was once considered special or private (cf. Bartlett et al. 2002; Epp and Velagaleti 2014; Hochschild 2003; Illuz 2013; Massey 1997; McAlexander et al. 2014; Thompson 2004). In our case, it is the marketization of elder care, which has traditionally been, and largely remains, the domain of the extended family, and especially women within that widely varied institution (Brody, 1981; Wolf, Freedman, & Soldo, 1997). Our purpose is not to argue the various gendered, ethnic, or class issues in elder care, but rather to show how, in the face of social isolation, consumers may turn to market resources for the purpose of assembling a DIY extended family that is socially and emotionally meaningful. 
In contrast to the substantial body of research that pits consumers against the forces of marketization, Marcoux (2009) argues that in some cases consumers turn to markets as refuges from the kinds of social obligation that gift-giving engenders. Like Marcoux, we find people embracing the market. Unlike Marcoux’s informants, ours do so in order to create new social relationships and obligations, not to keep them at arm’s length. They do it by entering into contractual service relationships, and then proceeding to humanize those relationships by emphasizing social logics over market logics. 
The DIY nature of assembling family relationships from market resources is akin to entrepreneurial bricolage (Baker & Nelson, 2005) wherein entrepreneurs combat resource constraints by repurposing objects and technologies at hand. The difference is that our entrepreneurs are not creating businesses; they are creating surrogate families. They take a market offering, which is primarily economic, and repurpose it for their own social and emotional needs. Their DIY efforts are not focused on producing individual identity (Moisio, Arnould, & Gentry, 2013). Instead they create a new collective identity. Our findings are in line with Huff and Cotte’s (2016) research on family assemblages, which finds that a broader family collective can also include elder care services and facilities by making use of various components, including marketplace resources. The difference in our case is that the market resources are being used to create the family itself. 
Another interesting feature of timebanking that deserves further discussion is the platform aspect of the market offering. The market arrangement provides a platform for the delivery of services (at a minimum) and also of emotional and social benefits. In most cases, the consumers devalue the economic arrangement over time and extract surplus emotional value from shared consumption experiences and gift-giving, which they prize more highly than the banked hours they earn. None of it would exist, however, without the market as a platform.
We would like to discuss our findings in their broader cultural and economic context. One might well wonder why elderly consumers in Switzerland, which is one of the wealthiest countries in the world, with an established social security and care system, would choose to take part in the ‘Timebanking for the future’ initiative. We would argue that Switzerland is the archetypal neoliberal society. Rattu (2013, pp. 2-3) writes: 
[T]he Swiss administration has worked on neoliberal principles at least since the end of the nineteenth century: the administration was “light” and private initiatives were favoured over massive public interventions ... The importance of their individual responsibility was constantly underlined, for instance, in the implementation of unemployment benefits and health care insurances ... multiple aspects of the Swiss socio‐economic life, especially at the local level, have historically been managed in a direct, transparent, democratic and individual-centred way, according to economic rationality and bourgeois morality.
We suggest that it is precisely this long history of governance by neoliberal principles – emphasizing market logics, individual agency, and individual responsibility – that makes market solutions attractive to Swiss consumers. Those same principles arguably also contribute to the loneliness of aging individuals. The irony in the DIY extended family is that, by appropriating market relationships and humanizing them, these elderly consumers use market resources to remedy a problem that was created or exacerbated by marketization in the first place. 
Our findings are in line with prior studies on a similar initiative, called ‘Housing for Help’ (Bajde and Ottlewski 2016; Ottlewski 2018). Thus, the humanization of market relationships, and the resulting DIY family relations, can be understood as a broader phenomenon. Given the program’s genesis in a non-profit and governmental initiative, the findings may also support the notion of increasing countercurrents to marketization, and an expanding gift economy. Alternatively, the very fact that participants embraced a market solution and never rejected it could mean the opposite, namely that marketization is so deeply ingrained that it goes mainly unquestioned and unchallenged.
 Finally, this investigation may provide marketers and public policy makers with more insight into the needs of elderly consumers, and indicate some of the kinds of market resources consumers might use to craft a solution to the problems of elderly citizens in need of assistance, comfort, and companionship.
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