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Abstract 
How are moral markets organized? While previous research has shown that moral 
markets combine conventional and alternative elements, it has failed to explain 
how these hybridizations can ensure the organization of moral markets. To this 
end, we take an economic-sociological approach using ethnographic materials 
from a study of Swedish Reko-rings, a direct-to-customer market for local foods, to 
analyse how actors address the key coordination problems of value, competition 
and cooperation. The analysis shows how participants of these markets enact an 
‘alternative framing’, emphasizing economic certainty as instrumental for moral 
certainty, which enables them to develop and implement ‘alternativized’ solutions 
to market coordination problems. Thereby, participants make economic and moral 
values certain by making the former instrumental for the latter. We advance previ-
ous research by showing that moral markets require not just hybridization, 
but hybridization guided by a specific economic-moral framing that enables these 
markets to avoid co-option.
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1. Introduction

Markets are often seen as producers of social and economic inequality while also perpetuat-
ing overconsumption and overuse of scarce and finite resources (Fourcade and Healy, 2017; 
Mair and Rathert, 2021; Sahakian et al., 2022). Conventional markets (i.e. capitalist, 
globalized and industrialized) are commonly argued to drive anthropogenic climate change, 
animal welfare problems, epidemic obesity, poor labour conditions and the exploitation of 
the global south (e.g. Carolan, 2021). Moral markets—specific types of markets where 
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explicit morality is the key principle of interaction—are often proposed as a (partial) solu-
tion to the problems of conventional markets (Balsiger, 2021). While all markets are shot 
through with morality (see Fourcade and Healy, 2017; Beunza, 2019), moral markets differ 
from others by singling out, and prioritizing, moral concerns over economic concerns. 
Thus, in moral markets, producers articulate and follow specific moralities and consumers 
buy products that align with these moralities (Balsiger, 2021). In contrast to conventional 
markets, exchange in moral markets is not coordinated primarily to generate and secure 
economic ends such as growth or profits, but moral ones such as sustainability or justice 
(Venkataraman et al., 2016; Mair and Rathert, 2021; Schiller-Merkens, 2024).1 The actors 
creating moral markets commonly view them as moral alternatives to conventional markets 
(e.g. Thompson and Coskuner-Balli, 2007; Fitzmaurice et al., 2020; Bååth, 2022, 2024). 
For these actors, markets focused on economic concerns are amoral or immoral. Concrete 
examples of moral markets include Fair Trade markets, markets for ecological goods, local 
food markets, CSAs (community supported agriculture) and sharing platforms.

The argument for developing moral markets has often been, implicitly or explicitly, that 
conventional markets lack the capacity to address and solve environmental and social (i.e. 
moral) problems, at least partly because their focus is purely or mainly economic (e.g. 
Huddart Kennedy et al., 2019; Fitzmaurice et al., 2020; Schiller-Merkens, 2024). The un-
derlying argument is thus that conventional market arrangements focused on economic val-
ues cannot foster moral markets.2 Instead, moral markets presuppose alternative forms of 
market organization capable of ensuring morality. How then can markets be organized to 
ensure morality?

While research on moral markets supports the claim that these markets must be orga-
nized in an alternative manner to conventional ones (e.g. Venkataraman et al., 2016; 
Beunza and Ferraro, 2019; Mair and Rathert, 2021), there is disagreement as to how or 
even if this can be accomplished. The conventionalization approach argues, and at times 
also shows empirically, that commercial or capitalist forces co-opt efforts to construct 
moral markets. The argument is that market practices—competition in particular—eradi-
cate alternative, communal practices performed in the pursuit of morality. Thereby, market 
practices (re)impose the unequal and unsustainable economically-driven practices that char-
acterize conventional markets (e.g. Guthman, 2014; see Rosol, 2020 for an overview). 
Similarly, Rhodes (2022) argues that morally committed businesses leverage morality as a 
corporate resource, hindering democracy by substituting socially meaningful tax payments, 
fair wages and adherence to legal obligations. Thus, according to the conventionalization 
approach, even when morality is introduced into markets it ends up becoming a means to 
generate economic value rather than vice versa.

1 While the literature on moral markets has predominantly focused on environmental sustainability or 
social good, the definition encompasses any market that prioritizes moral concerns over economic 
ones. Therefore, an informal market for right-wing political merchandise could also be an example 
of a moral market as long as both sellers and buyers prioritize the moral value of contributing to the 
‘cause’ over economic concerns.

2 One could argue that being economic or seeking profit is a form of morality in itself. However, the 
moral markets concept and the studies conducted in this tradition build on the economy/morality di-
chotomy as a way to bring to the fore and analyse markets that are not governed by economic 
motifs. For the purposes of this article, we do the same.
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Critics of the conventionalization theory offer a more nuanced perspective on market or-
ganization. What has at times been termed the ‘multiple markets approach’ (Balsiger, 2021) 
argues that it is possible to enact moral markets and that this involves the organizing of hy-
brid markets, i.e. markets that include and interconnect both conventional and alternative 
forms of economic coordination. In line with the sociology of markets, research in this vein 
argues that market and non-market elements can be balanced by (collaboratively) organiz-
ing markets in ways alternative to conventional, capitalist ones (e.g. Dubuisson-Quellier, 
2013; Michel, 2020; Schiller-Merkens, 2024). Thereby, marketization does not necessarily 
lead to the subordination of moral values in favour of economic ones. Indeed, it is con-
tended that these types of hybridization processes have resulted in, for example, alternative 
food networks’ integration of community and market (e.g. O’Neill, 2014; Le Velly and 
Dufeu, 2016), organization for fair pricing principles in Fair Trade (Reinecke, 2010), 
NGOs’ adoption of markets as a means of socio-economic development (Venkataraman 
et al., 2016), new forms of cooperation between firms and NGOs on the market for respon-
sible investment (Beunza and Ferraro, 2019) and new relational forms among market actors 
in sharing economies (Fitzmaurice et al., 2020). All these studies are examples of the suc-
cessful organization of moral markets. In all these examples, the prioritization of morality 
is made possible by ‘alternative’ economic arrangements that combine or hybridize alterna-
tive elements of market organizing with conventional, economic ones.

In this article, we contribute to this second stream of research. We argue that while the 
multiple-markets approach offers a far more nuanced and sophisticated analysis of the or-
ganizing of moral markets through hybridization, the question that remains largely unan-
swered in research is how these hybrids are made to facilitate morality. Merely hybridizing 
a market does not make it moral. That is, the mere existence of hybridity is no guarantee 
for the creation of a moral market. The sociology of markets has convincingly shown that 
to function all markets, by necessity, combine conventional market elements such as compe-
tition and economic valuation, with alternative elements such as cooperation and moral val-
uation (e.g. Beckert, 2009; Zelizer, 2011; Fourcade and Healy, 2017). Therefore, hybridity 
is not a trait specific to moral markets. We contend that the answer to how actors achieve 
those hybrids that enable moral markets lies in examining specifically how actors combine 
conventional and alternative market elements.

Our aim, therefore, is to empirically examine and theorize how market actors hybridize 
economic and non-economic practices to organize moral markets. We start from Beckert’s 
(2009) observation that all markets must solve the same three coordination problems and 
propose that for a market to be moral, its actors must create alternativized (non-conven-
tional) solutions to these problems. As explained in more detail below, economic sociology 
offers different theories of how hybrids that offer alternative solutions for these problems 
may be achieved. Drawing on critiques of these explanations, we investigate how actors in 
a market create hybrids that solve these problems in ways that guarantee that moral rather 
than economic values organize interactions and exchanges in this market. To this end, we 
draw on ethnographic materials from Swedish Reko-rings (a direct marketing scheme for 
local food) to examine and explain how Reko-actors create hybrids that achieve alternativ-
ized solutions—i.e. non-conventional solutions that, in our case, are enacted to guarantee 
moral, rather than economic, certainty. The results show how a moral market is only possi-
ble when actors in that market share an ‘alternative framing’.
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2. Analysing moral market organization: coordination problems and 
their solutions

As indicated in the introduction, we draw on economic sociology to construct an analytical frame-
work for investigating and explaining the organization of moral markets. Our general approach is 
that actors in all markets must solve certain problems of economic coordination to facilitate the 
orderly exchange of priced offers under competition among buyers and sellers (i.e. a market). 
While this is also true for moral markets, actors therein must solve additional challenges of moral 
coordination to facilitate a market that attempts to solve moral (e.g. social and environmental) 
problems. Their ability to solve such problems in a way that does not prioritize economic value is 
therefore the key to how moral markets may be facilitated.

As a starting point, we draw on Beckert’s (2009) observation that to organize any func-
tioning market, its actors must solve three specific (economic) coordination problems by 
creating economic certainty (or reducing economic uncertainty): the value problem (making 
prices certain by agreeing on the economic value of offers); the competition problem (mak-
ing profits certain by avoiding perfect competition); and the cooperation problem (making 
it certain, by fostering trust, that others will not be financially exploited).

Beckert’s conception of markets as centred on solving coordination problems has been 
criticized for an over-reliance on rationalism, methodological individualism, and general 
under-theorizing of history, culture, power and other factors that necessarily affect the or-
ganization of markets (Robotham, 2009; Gemici, 2012). While we agree with much of this 
criticism, it applies foremost to Beckert’s proposed solutions to the coordination problems 
and their causal role in fostering social order in markets. We acknowledge the three prob-
lems, and that solutions to them means creating certainty. Yet, we also acknowledge that 
these problems and their sociological effects may very well be best explained by, or in com-
bination with, theories other than the embeddedness theory proposed by Beckert.

Theoretically, actors might reduce economic uncertainty purely by competing against 
each other (Aspers, 2018). However, in practice, markets create economic certainty by (to 
some extent) organizing market actors cooperatively, either through valuation and mutual 
adjustment (in a relational rather than rationalistic sense) or through organizational deci-
sions made by authorities (either powerful market actors or market-makers such as govern-
ments) (Aspers et al., 2020; cf, Aspers, 2018). An example of the former is that market 
actors actively or indirectly agree not to compete over certain qualities. An example of the 
latter is the EU’s labels for authentic origins of different foods, which effectively stifles com-
petition between, and thus increases the economic certainty of, certain national food indus-
tries (DeSoucey, 2010). Thereby, market actors (jointly) integrate the ‘market practices’ of 
economic valuation, competition, and knowledge concealment with the (voluntary or man-
dated) ‘communal practices’ of moral valuation, cooperation and knowledge sharing.

Economic sociology offers several conceptualizations of how such integration is 
achieved. Examples include ‘embedding’ markets in institutions (Beckert, 2009), ‘agencing’ 
actors’ performativity through the use of market devices (Callon, 2016), and through 
actors’ ‘relational work’, wherein plural values and relations intermingle (Zelizer, 2011). 
However, as recent studies show, these explanations are often wrongly assumed to be in-
compatible and thereby exaggerate certain practices of market organizing while obfuscating 
or ignoring others (Bååth, 2023; Beunza, 2019; Beunza and Ferraro, 2019; see also 
Pellandini-Sim�anyi, 2016). Thus, we focus on the practical dimensions of solving the 
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coordination problems in the organization of moral markets. Our approach, therefore, is in 
the spirit of Beunza and Ferraro’s ‘performative work’, which: 

… emphasizes the gains from jointly considering the emphasis on materiality that characterizes 
the performativity literature with the attention to norms, roles and resources that is found in in-
stitutional theory. (2019, p. 535)

The different types of market practices previously outlined may thus be understood as 
performative work that allows actors to use and hybridize performative knowledge and ma-
teriality, institutional powers and relational negotiations for organizing moral markets.

From this vantage point, a conventional market is one where communal practices may 
be included, and even genuinely engaged with, yet remain only a means to an end when 
solving the three economic coordination problems (or at least not threatening their solu-
tions). What, then, distinguishes the alternativized solutions to coordination problems on 
moral markets? We clarify this further in relation to each of the three problems.

The value problem concerns the uncertainty of an offer’s economic value. This is re-
duced by setting a mutually acceptable price on the offer, which moreover enables market 
actors to form preferences. To set a price means to use economic valuations to produce a 
commensurate, quantified monetary measure of the offer’s qualities. The pricing practice 
can thus be either hierarchical, drawing on enforced standards and classifications, or infor-
mal, relying on negotiations and socially shared judgments (Bååth, 2023).

Any alternativized solution must thus involve valuations that make the offer’s moral 
value certain as well as making its economic value certain in terms of a price. Extant studies 
suggest that moral markets make economic values instrumental for realizing the moral ones 
(e.g. Dubuisson-Quellier, 2013; Bååth, 2022; Schiller-Merkens, 2024), as the de- 
commensuration of economic and moral values may lead to the latter being marginalized as 
financially worthless (cf, Zelizer, 1994). Market alternativizing thus has to make economic 
values certain as an instrumental means of realizing moral ones.

The competition problem concerns the uncertainty of economic profits, as these would 
be eradicated under perfect competition. Imperfect competition is thus a prerequisite for 
making profits certain (Beckert, 2009). Conventional solutions to this problem are to differ-
entiate products from competitors’ offers, to position oneself in a market niche without any 
direct competition, or to enforce (market-internal) price-controlling standards (White, 
1981; Callon et al., 2002). Moreover, states or other non-market actors may set rules, or 
foster norms, that prohibit defined types of competition and thus keep imperfect competi-
tion from becoming perfect (Zelizer, 1994; Fligstein, 2001). Thus, solutions that make prof-
its (sufficiently) certain all rely on market actors organizing themselves to be competitive 
while avoiding perfect competition, by dissociating themselves from competitors and 
thereby avoiding competition, or by cooperating (Arora-Jonsson et al., 2020).

Any alternativized solution must thus involve cooperation to secure imperfect competition 
over moral gains, making moral gains certain in addition to financial gains. Extant studies suggest 
that actors in moral markets cooperate to ensure instrumental profits for funding the realization 
of moral gains (Chiffoleau, 2009; Le Velly and Dufeu, 2016; Chiffoleau et al., 2019), as coopera-
tion in itself may practically eradicate competition and yet be instrumental for securing profits col-
lectively (cf, Sonenshein et al., 2017). Market alternativizing must thus make profits certain as an 
instrumental means of realizing moral gains.
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The cooperation problem, lastly, concerns the uncertainty of avoiding economic exploi-
tation as actors who are uncertain of whether they will be exploited will not engage in eco-
nomic exchange. Trust is thus a prerequisite for such exchange to take place (Beckert, 
2009). Trust may be ensured by reputation or other informal means (Diekmann and 
Przepiorka, 2019). In addition, influential authorities may enforce legislation and standards 
that assure market actors will not be exploited (Reinecke et al., 2012). In the end, all these 
solutions presuppose that actors share knowledge that enables others to trust them or a 
third party. However, knowledge sharing might jeopardize the certainty of profits or prices. 
Concealing knowledge is thus equally important for fostering the necessary trust to get peo-
ple to pay the agreed-on prices and thereby generate profits.

Any alternativized solution would thus have to ensure trust not only in economic but also 
in moral ‘non-exploitation’. Extant studies suggest that moral markets foster trust not only in 
economic certainty but also in a ‘common normative basis’ (Thorsøe and Kjeldsen, 2016; see 
also Fitzmaurice et al., 2020). To achieve such a basis, and eventually mutual trust, market 
actors must foster relations for sharing knowledge, risk and meaning (Zelizer, 2011, p. 276; 
see also Bååth, 2024; Thorsøe and Kjeldsen, 2016). However, the deceptive moral claims of 
‘greenwashing’, and the obfuscation of moral conduct in production, a practice called ‘silent 
green’, are both examples of how concealing or distorting moral knowledge might be detri-
mental for fostering trust in economic non-exploitation (cf, Sol�er et al., 2015; de Freitas 
Netto et al., 2020). Market alternativizing must thus make trust in economic non- 
exploitation an instrumental means for realizing trust in moral non-exploitation.

The organization of moral markets thus creates alternativized solutions to coordination 
problems as a means of ensuring moral certainty. To achieve this, the market actors have to 
frame the market organization in a manner that ensures its morality. As defined by Goffman, 
a frame is a premise of social involvement; ‘[a principle] of organization which govern[s] 
events—at least social ones—and our subjective involvement in them’ (1986, pp. 10–11). In 
this context, the framing of a market indicates the key principle of interaction and organiza-
tion that distinguishes legitimate or other meaningful ways of solving coordination problems.

In a conventional market, such a framing means that the involved actors all engage with 
it, and thus organize it, according to the principle of ensuring and safeguarding economic 
certainty; all other forms of certainty would then be instrumentally created. An alternativ-
ized solution thus, in some manner, requires an alternative framing that deviates categori-
cally from the convention. Thus, in an alternativized market, actors must trust each other’s 
adherence to some alternative, or non-economic, principle.

In the analysis that follows, we will therefore not only identify, analyse and illustrate 
alternativized solutions to the three market problems, we will also identify, analyse and il-
lustrate the alternative framing that enables and legitimizes these solutions. We will discuss 
and show how this alternative framing organizes the creation of solutions to both economic 
and moral coordination problems. Furthermore, we will show how said framing hinders 
conventionalization or commercial co-option, thereby ensuring that the market arrange-
ment keeps its ‘promise of difference’, to speak with Le Velly (2019).

3. Fieldwork and analysis: an ethnographic study of a moral market

To examine market alternativization and the organization of a moral market, we draw on 
an ethnographic study of Swedish Reko-rings—a type of Alternative Food Network (AFN) 
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in which suppliers, customers and administrators co-arrange direct-to-customer markets for 
local, small-scale and occasionally organic food.

‘Reko’ stands for reliable or fair consumption (Reko is an abbreviation of ‘Rej€al kon-
sumtion’ in Swedish). Local consumers and food producers join together to create a Reko- 
ring to sell local, small-scale (often organic) produce and foodstuffs without any 
intermediaries (Hushållningss€allskapet, 2023). Producers and consumers join Reko-groups 
on Facebook, where producers market their products and consumers pre-order food to be 
collected at an arranged pick-up site, typically organized weekly or bi-weekly in the form of 
car boot sales at urban parking lots. Typically for AFNs, the focus is on developing a 
close relationship between food producer and consumer, while also selling locally 
produced, sustainable and healthy food. Reko-rings started in Finland in 2013 and subse-
quently spread, mainly to the Nordic countries but also to Italy, Ireland and Canada 
(Leip€amaa-Leskinen et al., 2022). The first Swedish Reko-ring was established in 2016; by 
the end of 2021, there were around 220 active Reko-rings and around 800,000 members 
(Hushållningss€allskapet, 2023).

Reko-rings are an appropriate case for this paper as these markets are generally con-
ceived of as a moral alternative to conventional food supply, emphasizing the morality of 
sustainable food provisioning and support of local, small-scale farmers. In addition, this 
concept is well established and relatively widespread, suggesting that its organization is 
fairly stable and resilient. Studying these markets ethnographically allows us to examine if, 
and how, their participants provide alternativized solutions to coordination problems, by 
mapping plural experiences and meanings of a diverse group of people (see Marcus, 1998; 
Hammersley and Atkinson, 2007).

The authors and two other researchers conducted the fieldwork in late 2019 and early 
2020. We generated materials through interviews and participatory and digital observations 
in six Reko-rings. To recruit study participants, we advertised on Reko-ring Facebook 
groups, contacted potential interviewees directly through Facebook, and were given refer-
rals from interviewees. While Reko-rings involve customers, administrators and suppliers, 
many of the interviewees (n¼ 41) were active in more than one of these roles, and no one 
was an administrator only. For transparency, it is worth mentioning that there is a female 
dominance among the interviewees, which mirrors the study participants’ general impres-
sion of customers being primarily female.

We interviewed the informants individually (n¼ 31) or in pairs (n¼ 10). Interview 
guides provided the basis for the interviews. However, we actively engaged with the inform-
ants’ statements, and prioritized themes and issues that the informants introduced, so as to 
include the context and emic narratives of the interviewees’ Reko-ring engagement and 
experiences (Holstein and Gubrium, 1995). To ensure ethical validity, we presented the 
interviewees with an ethical statement that explained the purpose and data treatment proce-
dures of the study, including the pseudonymization of quoted statements. Each interviewee 
reviewed and signed the statement before their interview.

While Reko-ring customers pay for their orders in advance, participant observations of 
delivery meetings (n¼ 15) allowed us to study the organization of suppliers’ delivery of 
goods to their customers, and the social interaction among the Reko-ring participants dur-
ing these meetings (usually a weekly 30 to 60-minute time slot in the early evening on a 
weekday). We observed six Reko-rings in both urban and rural areas, taking field notes and 
photographs. We also conducted digital observations (n¼ 26) of the Reko-rings’ Facebook 
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groups close to the time of their delivery meetings. The digital materials include multiple 
screenshots of suppliers’ ads and customers’ orders and queries in relation to 26 different 
delivery meetings.

The analysis meant coding the transcribed interviews, field notes, photographs and 
screenshots in Nvivo12 (a qualitative analysis software). Following the theoretical approach 
previously outlined, we analysed how the Reko-ring participants engaged with and 
challenged economic valuations, competition and opacity, and how they sought to nurture 
non-economic valuations, cooperation and transparency. The analysis thus identified the 
presence and use of different practices of valuation, competition and cooperation, as well as 
knowledge concealment and sharing among the participants and how these related to solv-
ing the coordination problems.

We have quoted selected excerpts from the interviews that illustrate our findings. The 
observational materials have been used to contextualize and make sense of the interviews. 
These excerpts have been translated into English and edited for readability.

4. Accomplishing alternativization: ensuring moral and 
economic certainty

Reko is a highly decentralized grassroots initiative and has few formalized rules. Instead, 
the Reko-rings are guided by a set of shared principles stipulating that (a) no intermediaries 
are allowed (you can only sell food that you have produced), (b) the food sold should be lo-
cally produced, (c) all products have to be pre-ordered, and (d) it should be free to partici-
pate in a Reko-ring (see Hushållningss€allskapet, 2023). Versions of these principles are 
reproduced by the Reko-rings locally, often, but not always, as formal rules of conduct.

Despite this loose approach to governance, a public report (Nystr€om, 2020) and extant 
studies suggest that they are, in practice, organized in quite similar manners, irrespective of 
whether or not those principles have been locally codified as rules (Bååth, 2024; see also 
Bååth 2022; Fuentes and Fuentes, 2022). Typically, suppliers and customers meet on the lo-
cal Reko-ring’s Facebook group. In these groups, suppliers market their products by posting 
ads, and customers place orders. Customers receive information about how to pay and can 
also provide feedback to producers. Suppliers and customers meet physically at an orga-
nized pick-up site, typically a car park, although other locations are possible 
(Hushållningss€allskapet, 2023). Pick-up events are organized weekly or bi-weekly and tend 
to last between 30 and 60 minutes. Foods sold included, but were not limited to, varieties of 
meat, honey, vegetables, berries, eggs, cheese, baked goods, flowers, chocolate and other 
sweets. Consumers commonly order goods from several producers and make the rounds at 
the pick-up site to collect the items. A few producers also offer pre-selected produce bags 
containing assorted goods. The pick-ups are social events and consumers typically chat 
with producers and other consumers as they go about their business of collecting their pre- 
ordered items.

The following three sections analyse how Reko-ring participants, as they perform their 
Reko-ring practices of marketing, selling and acquiring local food products, enact alterna-
tivized solutions to each of the coordination problems; if, and how, they solve the problems 
in a manner that ensures both economic and moral certainty, and how it reveals the pres-
ence and use of an alternative framing. The final section draws on these three solutions to 
distinguish why the Reko-ring participants’ shared framing is indeed alternative, and how 
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their solutions to the coordination problems rely on, ensure, and safeguard the organiza-
tional principle that economic certainty is only attained to the extent that it is instrumental 
for moral certainty. Such an alternative framing, we contend, is what sets apart the hybridi-
zation that enables moral market organization from the hybridization in general market 
organization.

4.1 An alternativized solution to the value problem
As in conventional markets, economic values are imperative for Reko-ring participants. 
When setting prices, suppliers consider production costs and the prices of competing suppli-
ers, both in the Reko-ring and, sometimes, organic or local offers in mainstream outlets (cf, 
Bååth, 2023). Customers, on the other hand, review the prices of different offers and may 
relate them to the prices of competing offers, and their personal finances and ability to pay 
(although the former rarely seems to be the case, see Bååth, 2022). Economic valuations are 
thus fundamental for both suppliers and customers to navigate and participate in Reko-ring 
trade. In this sense, Reko-rings solve the value problem, like any conventional market, by 
setting prices that cover production costs, secure profits and facilitate exchange.

Reko-rings seek to offer a moral alternative to conventional food provisioning, and thus 
involve not only economic valuations but moral ones, too. Among customers, such moral 
valuations include environmental values such as organic production practices or minimal 
transportation, and social values such as good working conditions for farmers and an ap-
preciation for their personal engagement with supplying them (the customers) with sustain-
able and high-quality food. Suppliers display similar valuations, describing ‘a passion for 
heirloom plants and old varieties’ (Producer 2) and ‘I think that all the involved suppliers 
appreciate meeting their customers. It’s fun—darn fun!’ (Administrator 1). It is of no sur-
prise, surely, that Reko-rings harbour both economic and moral valuations of food and 
food production practices. What is of interest here is how participants hybridize moral and 
economic valuations to solve the value problem.

Considering their purchases of Reko-ring offers, customers reason that their payments 
are not limited to economic value but an economic means of realizing environmental and 
social values. For example, ‘ … a great way to spend your money as a consumer there, in-
stead [of the supermarket]. That way, you facilitate this sector [local and sustainable food]’ 
(Customer 12), and ‘we want the countryside to thrive. To buy from local businesses is a 
means of supporting that end’ (Customer 4). Thus, largely, the customers treat prices as a 
way of paying what it costs to make moral values certain in food provisioning.

Turning to the supply side, a similar relation of economic and non-economic valuations 
emerges. A vegetable supplier outlines his economic valuations as follows: 

This marketing idea and our dream of abstaining from working outside the farm has evolved 
over time. To a large extent, it means limiting our living costs, our own consumption patterns. 
But we do need some small source of income. It would be fantastic if the land and us working it 
could provide that income. That’s largely our utopia and why we do all this. The Reko-rings of-
fer a great opportunity. They enabled us to start reaching for the dream, because of the low bar-
rier to start selling [our produce]. (Supplier 2)

The supplier explains that money is important not for its own sake but because it sup-
ports a specific set of moral values—a simple but independent life in harmony with nature 
that he calls ‘utopia’. Here, the framing shows as an organizational principle for solving the 
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value problem, making economic value instrumental for moral value. This framing also 

appears when an administrator and egg supplier explains how she convinces customers of 

the legitimacy of the premium price-point of her eggs: 

You can address all the ethical discussions regarding food production in a particularly direct 
manner with people [in the Reko-rings]. These are not conventional “bad eggs” that you’re buy-
ing. You know how the hens are faring—it’s completely different. The eggs fetch a premium 
price, of course. But … you can’t breed hens or supply eggs in line with the prices [of conven-
tional eggs] without making somebody else pay instead. (Administrator 1)

This way of marketing—a kind of mutual adjustment through negotiation—draws on 

and enacts an alternative framing, as it makes the economic value instrumental to assuring 

the ethical values of the supplier’s operation (cf, Aspers, 2018). The main problem, it seems, 

is to make customers certain about the moral value of these eggs. The egg supplier addresses 

this by engaging with potential customers to build a relation of trust in the mutual apprecia-

tion of the morality (Zelizer, 2011, p. 276; see also Bååth, 2024; Thorsøe and Kjeldsen, 

2016). If that is achieved, the eggs then qualify their price as instrumental in creating moral 

value, and the alternative frame effectively organizes the solution to the value problem.
Conventionally, the value problem is solved by setting or agreeing on the economic value 

of a marketed offer. The Reko-ring participants, however, use a different kind of solution; 

by making the offer’s moral value certain, the economic value also becomes certain as it is 

treated as instrumental for ensuring the moral value. The suppliers ask premium prices and 

justify them by the fact that to supply non-economic values costs money—lower prices 

would eradicate the possibility of supplying them. The customers, in turn, pay these prices 

because they trust that they are putting their money towards a moral end, thus acknowledg-

ing the instrumental role of economic value for realizing that end. This solution contains a 

hybridization of market and communal practices that enables the organization of a moral 

market. However, this hybridization depends on Reko-ring participants sharing an alterna-

tive framing that distinguishes a certain combination of economic and moral valuations as 

the legitimate solution: one where the acceptance of an offer’s price (economic certainty) is 

decided by the ability to make its moral values certain. This way, the valuations are inte-

grated to make the economic valuation secondary to the moral. Thereby, economic values 

become instrumental for moral ones, because economic certainty is framed by, and thus 

limited to, its ability to facilitate moral certainty. This alternativized solution to the value 

problem enables the organization of a moral market by treating moral certainty as a guar-

antee of economic certainty (cf, Callon et al., 2002).

4.2 An alternativized solution to the competition problem
As in conventional markets, suppliers and customers in Reko-rings compete. The competi-

tion primarily emerges in two regards. First, suppliers may use price and quality to compete 

over the possibility of selling fungible, or at least similar, offers. For example, one supplier 

of lamb explains the role of such competition as follows. 

Firstly, of course, we calculate roughly how much we must pay to supply it. Then we look 
around to see what our competitors are asking—their prices. And then you must ask about the 
same price … and if your prices are too high, I guess you won’t sell anything. (Supplier 1)
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The quote outlines conventional price competition. The interviewee explains that to par-
ticipate in the Reko-ring, he must compete with the other lamb suppliers by asking prices 
that do not undercut his production costs (e.g. labour costs) or exceed his competitors’ pri-
ces. Otherwise, he assumes, the customers will not purchase his lamb (or he will lose 
money). The competition problem thus lies in how to achieve imperfect competition and 
thus make profits (sufficiently) certain.

As in all markets, solutions to the competition problem in Reko-rings generally draw on 
cooperation (cf, Beckert, 2009). While many Reko-ring suppliers regard (some) price competi-
tion as a given, others problematize the price competition of commercial and hobby suppliers. 
The latter group occasionally price lower than the former, which is usually explained by the 
fact that hobby suppliers do not have to cover labour costs (i.e. make as much profit) because 
they have other sources of income. Price competition is thus largely unintended, and primarily 
the effect of lower production costs. The solution to the competition problem is to ask the 
hobby suppliers to raise their prices to the level of the commercial ones. An informal form of 
cooperation—mutual adjustment—makes the commercial sellers’ profits certain, which 
thereby shapes the market (cf, Aspers et al., 2020) and fosters new relations among the com-
petitors (Arora-Jonsson et al., 2020). By fostering these relations, they may establish sufficient 
trust in each other’s capacity to refrain from price competition (Zelizer, 2011, p. 276; see also 
Bååth, 2024). This solution to the competition problem is thus framed by the organizational 
principle that profits are made instrumental to ensure moral gains.

More formal forms of cooperation are fundamental to Reko-rings, as a subset of en-
gaged participants communally organize them. This subset includes several suppliers and 
(generally fewer) customers who shoulder the joint responsibility of being administrators 
(or ‘ring leaders’), managing the Facebook group and arranging delivery meetings. The 
administrators’ work is thus to make organizational decisions for the Reko-rings’ infra-
structure (see Fuentes and Fuentes, 2022), and for surveying and enforcing rule adherence 
within the market (cf, Aspers et al., 2020). One supplier who is also an administrator 
explains the cooperative management of competition in a Reko-ring as follows: 

… a couple of weeks ago, someone wanted to join the ring and sell beef. Thus, we contacted the 
meat suppliers we already had. We told them: “now there’s someone new who sells beef who 
has applied—is it okay to let them in?”, since it isn’t me or the other admins who decide that. 
Our role is more of convening the group. Although we might have a comparatively influential 
role, the Reko-ring doesn’t run solely because of us. And, of course, you attract customers to-
gether. Therefore, we find that communal decisions are a kind of right. (Administrator 7)

This quote outlines a kind of democratic decision-making, imagining the Reko-ring as a 
collectively shared and organized entity. Therein, the existing suppliers who would be com-
petitors with the new supplier have a say in whether they can handle more competition, 
thus cooperating to make profits certain. This solution might in some sense be seen as un-
usual; however, it is still a conventional solution to the competition problem because it is a 
means of securing profits from imperfect competition, ensuring that the Reko-ring suppliers 
do not have to struggle with price competition or competition over demand. As others have 
described it, ‘resource scarcity leads to cooperation, not competition’ (Sonenshein et al., 
2017). Such cooperation is, moreover, different from the kinds of negotiations that might 
be described as ‘a peaceful kind of ‘contest’’ (cf, Aspers, 2018, p. 145), because cooperation 
presupposes mutual interests, not opposing or competing ones.
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However, Reko-ring participants not only cooperate to mutually ensure profits for the 
suppliers; Reko-ring principles mandate that only those who offer ‘locally supplied food 
without any intermediaries’ may participate as suppliers (Hushållningss€allskapet, 2023). 
This principle is vague, yet allows for excluding competitors who the participants, in prac-
tice usually the administrators, do not acknowledge as (a) local, (b) a food supplier and (c) 
without intermediaries. In addition, while not mandated by the principles, the interviewees 
generally assume that Reko-rings only involve comparably small-scale suppliers.

Formulating and enforcing the Reko-ring principles is a cooperative way of making profits 
certain, because they effectively prohibit offers and suppliers that are too price-competitive and, 
moreover, form a kind of market niche (Beckert, 2009). However, they make moral gains cer-
tain. One administrator retells an episode when an egg supplier was caught acting as a covert in-
termediary. This led to an ‘almost virulent situation’ in the Facebook group (Administrator 3). 
The supplier violated the principle but furthermore undercut the ability for customers to support 
the ethics of Reko-ring trade by supplying eggs which de facto were not supplied without 
intermediaries. Thus, these eggs jeopardized the moral gains of Reko-ring participation and the 
market actors’ trust, not only profits for suppliers and economically competitive offers for cus-
tomers. What happens here is that the fraudulent egg supplier revealed that they did not share 
the same framing for solving the competition problem, thus posing the risk of driving it towards 
perfect competition. Perfect competition over morality would mean that moral gains fall to-
wards zero, just like competition over money makes profits fall towards zero.

The Reko-rings offer an alternativized solution to the competition problem by cooperat-
ing to make profits certain but, moreover, to make moral gains certain and trustworthy. 
This solution contains a hybridization of market and communal practices that enable the 
organization of a moral market. Reko-ring participants combine competition and coopera-
tion in a manner whereby the certainty of moral gains warrants the certainty of profits. To 
some extent, this is because Reko-rings organize themselves as a niche market that disables 
direct competition from other food outlets who accept less (or no) moral gains for supplying 
food. However, it also displays a framing of the solution to the competition problem that 
makes it rely on a principle whereby economic profits are ensured by making them instru-
mental to moral gains, effectively barring perfect competition—because it would be im-
moral. This is translated into organizational practices, ranging from asking hobby suppliers 
to raise their prices, to social exclusion of suppliers who do not share such framing.

This alternativized solution to the competition problem ensures the organization of a 
moral market by framing moral gains as a guarantee for profits.

4.3 An alternativized solution to the cooperation problem
As is in all markets, Reko-ring suppliers share knowledge about their operations to make 
customers and other suppliers certain that they can be trusted not to exploit others. Reko- 
rings generally seek to promote knowledge sharing, as implied by the Reko-ring principle of 
focusing on food provisioning ‘without any intermediaries’ (Hushållningss€allskapet, 2023). 
Some customers point out that the Facebook group ads provide them with transparency by 
granting access to knowledge about how the food is produced: 

… many suppliers link their homepages to the Facebook ad. So, you can visit the page and read 
up on the farm. I’ve checked up on the business of those I purchased from; how the farm looks 
and what kind of people they are and so on. (Customer 10)
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The ads are thus a means of making customers certain of the suppliers’ trustworthiness. 
The knowledge makes them certain that there is an operation (usually a farm) supplying the 
food in question, and who the supplier operating it is (whose face is often depicted, and 
who may be contacted through Facebook). Similarly, suppliers might review each other’s 
ads, homepages, etc to evaluate their trustworthiness. By placing orders and paying for 
them beforehand, suppliers can, in turn, be certain that the food will be paid for and picked 
up. Thus, pre-ordering reduces uncertainty about demand (that may otherwise result in 
food waste or missed opportunities for trade). The ads and the ordering system in the 
Facebook groups thus generate trust among the Reko-ring participants in that they will not 
be economically exploited by other actors.

Reko-ring participants, however, not only share knowledge that reduces uncertainties 
about economic exploitation; the suppliers’ ads also communicate—and thus assure cus-
tomers of—the sincerity of the operation regarding moral values. In addition to pictures of 
their offers, suppliers share images and descriptions that visualize and thus prove their ad-
herence to and engagement with food production in line with the Reko-ring principles. One 
example is the following line of reasoning regarding the use of images in the Facebook ads: 
‘our animals lead a good life … I believe that showing how they fare is also a way of pro-
moting sales’ (Supplier 3). Here, morality is put at the forefront by framing it as a means to 
ensure economic non-exploitation. While the good life of the animals is not used to promote 
sales, displaying it to customers is a means of assuring customers of both economic and 
moral sincerity. In a similar manner, customers highlight the value of having a more per-
sonal relationship with the supplier: ‘You have your supplier. Nobody recognizes me at the 
supermarket’ (Customer 11). As in the previous quote, this shows how trust in moral values 
is intertwined with trust in economic ones. Trust in the supplier simultaneously ensures 
there is no financial or moral exploitation, because the customer and supplier recognize, 
and thereby trust, each other.

While most knowledge is generously shared by the suppliers, they do, however, conceal 
some of it to ensure trust; for example, how much of certain wares a supplier has available 
for a delivery meeting, and the exact composition of produce bags. By disclosing this knowl-
edge, suppliers may adjust their offers in relation to their supply: 

… the customers have no real say in what goes into the produce bag. Or they can’t ask me to in-
clude or exclude certain produce. The whole point of the bag is that we compose it. Thus, its 
contents can vary, both week to week and also within the same week. Say we end up with an ex-
cess harvest of some produce due to a misunderstanding, or excess supply that won’t keep to the 
next week. Then you put in extra or sometimes offer “giveaways” to loyal customers and bonus 
produce to large buyers. (Supplier 10)

By concealing knowledge about the bags’ composition, the supplier can adjust them to 
whatever harvest he has available. While this is an opportunity for extra giveaways, it is cer-
tainly also a means of ensuring customers’ trust. Scarce supply of certain produce may result 
in inconsistently composed bags or the risk of advertising quantities or items that in the end 
cannot be supplied. Concealing supply this way thus reduces the risk that customers might 
find the supplier untrustworthy or exploitative by over-selling their offers, and moreover 
makes the suppliers engagement with seasonality and quality conventions of local and 
small-scale produce trustworthy.
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In addition to dealing with an uneven or unpredictable supply (mainly a problem for 
vegetable and egg suppliers), knowledge concealment allows suppliers to privilege loyal and 
otherwise important customers. To conceal this knowledge is key so that other customers 
do not feel discriminated against, which could jeopardize their trust in the supplier. 
Privileging certain customers is seen as controversial in some Reko-rings. While not for-
mally against the Reko-ring principles, some administrators find it goes against the spirit of 
transparency and community. Thus, some Reko-rings mandate that all orders should be 
posted as publicly visible replies to ads. In contrast, one supplier admitted to having left a 
Reko-ring due to such a rule. Because of the rule, he could allegedly not ensure the trust in 
supply he sought to offer loyal customers, whose returning business might make premium 
prices and profits, and thereby morality, certain.

The examples above illustrate that practices of both concealing and sharing knowledge 
are present in Reko-rings and that both have their uses for ensuring trust. Generally, suppli-
ers share knowledge about what food is offered and its production, while (to a varying ex-
tent) concealing how it is reified and exchanged on the market. Customers, in turn, share 
knowledge in their orders about what they desire to buy and ensure that these are paid for 
beforehand. While customers do not actively conceal any relevant knowledge, the fact that 
suppliers often market their offers in multiple Reko-rings and that Facebook groups easily 
get cluttered with orders and substantial ads (including several images and long price lists 
of offers), to some extent conceals what others are ordering and whether there is a risk of 
some offers running out.

The practice of sharing and concealing knowledge solves the cooperation problem in 
Reko-rings. The alternativized solution to the cooperation problem is to treat knowledge 
about economic and moral dimensions of offers as intertwined. To share knowledge in this 
manner simultaneously makes customers certain about suppliers’ morality, as well as the 
economic value of their offers. In line with the solutions to the previous two problems, 
Reko-ring participants organize a moral market by hybridizing the sharing and concealing 
of knowledge in a manner where moral certainty warrants economic certainty. The framing 
is less visible in this case but shows how the market and communal practices are integrated 
in a specific manner—according to the principle that any knowledge perceived as morally ir-
relevant can be concealed to solve the cooperation problem. Conflicting views on conceal-
ing orders shows that such irrelevance is not a given, because some see such concealment as 
jeopardizing customers’ trust in the morality of Reko-ring suppliers, while others primarily 
treat it as a legitimate means of solving the competition problem (ensuring instrumental 
profits). The framing is thus not as widely established and shared in this case as it was in re-
lation to the previous two coordination problems. However, despite one’s view of con-
cealed orders, this alternativized solution to the cooperation problem ensures and 
safeguards the organization of a moral market by framing knowledge sharing, which makes 
moral non-exploitation certain, and thus a guarantee for economic non-exploitation.

4.4 Qualifying market alternativizing: how alternative framing ensures a 
moral market
In the previous three sections, we have shown how Reko-ring participants organize a 
moral market by enacting alternativized solutions to the three market coordination prob-
lems. We also argued that this was done by simultaneously drawing on and enacting an 
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alternative framing that allowed the participants to ensure the subjugation of economy 
to morality.3

The alternative framing includes both cognitive and material elements of organizational 
practice, which enact shared conceptions of what morality is and how it may be organiza-
tionally attained by the involved actors (cf, Goffman, 1986, pp. 345–6). In the case of 
Reko-rings, being moral means valuing locally and sustainably produced food over its more 
conveniently available and inexpensive alternatives found at regular supermarkets or conve-
nience stores. Importantly, for the alternative framing to work, i.e. to enable alternativized 
solutions to the three market coordination problems, it must be shared among multiple 
actors—all or at least the most influential ones.

The alternative framing is thus what allows the Reko-ring participants not only to offer 
but moreover to deliver on Le Velly’s (2019) ‘promise of difference’. As recognized by 
Beunza and Ferraro (2019), the alternative framing is what allows the Reko-ring partici-
pants to jointly carry out the ‘performative work’ of assembling materials and knowledge in 
a manner that challenges institutionalized (i.e. conventional) market organization, thereby 
organize a moral market. The alternative framing makes it possible to organize a market 
that is not only alive with morality (see also Beckert, 2009; Zelizer, 2011) but also privi-
leges moral certainty over economic certainty.

However, the alternative framing not only makes the organization of a moral market 
possible; it also safeguards this market against conventionalization or commercial co- 
option. After all, the mere existence of moral markets requires measures which both enable 
their organization and also safeguard them from co-option or conventionalization. How is 
the latter accomplished? To answer this question, we return to the alternativized solutions 
to the three coordination problems to explain how the alternative framing both enables and 
safeguards alternativized solutions to coordination problems—and how these solutions 
function as mechanisms that enhance the framing.

The value problem’s alternativized solution was to valuate, and thus make certain, the 
moral values of an offer were sufficient to qualify for a given price. Thereby, the actors 
jointly ensured that the economic value was made instrumental for the moral value. The or-
ganizing principle involved was to treat economic value as instrumental for moral value, 
thus safeguarding morality by subjugating economic value to it. However, this subjugation 
is in itself also a mechanism that acknowledges the adherence to and viability of the alterna-
tive framing. As the value problem is solved in an alternativized manner, it fosters a hybrid 
that ensures economic value to the extent the moral value allows. This hinders convention-
alization or commercial co-option by making such attempts easy to identify and act upon 
because they violate the framing.

The competition problem’s alternativized solution was to hybridize cooperation and 
competition in a manner that ensured profits as a means of moral gains. This included both 
formal cooperation over the principles for Reko-ring participation and informal, mutual ad-
justment among Reko-ring participants to ensure the profits’ instrumental role in achieving 
moral gains. This demonstrates the alternative framing: an organizing principle to privilege 
the certainty of moral gains through specific forms of cooperation, thereby guaranteeing 

3 This framing is thus alternative, because it is an alternative to the conventional market framing in 
which all other certainty is subjugated to economic certainty, fostering solutions to coordination 
problems which privilege such certainty (cf, Beckert, 2009; Callon, 2016).
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profits to the extent possible within the moral framing. This hinders conventionalization or 
commercial co-option by cooperating in ways which would be difficult, or impossible, to 
partake in for a supplier who did not share the frame—others would simply refrain from 
cooperating with them. Solving the competition problem in this manner also enhances the 
framing, because the cooperation relies on mutual acknowledgement and reliance on shared 
organizational principles.

The cooperation problem’s alternativized solution was to form a hybrid of sharing and 
concealing knowledge that ensures trust in moral non-exploitation. Knowledge ensuring 
economic non-exploitation is thus only shared to the extent that it facilitates trust in moral 
non-exploitation. This indicates an alternative framing because it solves the cooperation 
problem, and thereby organizes a moral market based on the principle that economic ex-
ploitation is legitimate given that it ensures moral non-exploitation. This dynamic relies on 
the principle that it is legitimate to exploit customers financially as long as it realizes a 
moral, or sustainable, food provisioning, which is often associated with making customers 
pay more for their foods (cf, Bååth, 2022, 2024). Thus, it assumes that the customers can 
afford to be exploited, at least to a certain extent. This solution also hinders conventionali-
zation or commercial co-option because it allows for inflating prices and enables suppliers 
to ask for and get paid steeper prices, thus lowering the risk that, due to economic exploita-
tion, they would have to turn to conventional means of food supply.

The hybridization taking place through these solutions demonstrates an alternative 
framing that restricts solutions to those which adhere to the principle that economic cer-
tainty is instrumental for, and thus cannot violate or jeopardize, moral certainty. While 
foremost pronounced in relation to the cooperation problem, such framing relies on and 
promotes relations of mutual trust among the market actors (see also Thorsøe and 
Kjeldsen, 2016). Yet the trust is not taken for granted, but actively promoted and ensured 
as the market actors frame the market in an alternative manner. Thus, the alternative fram-
ing also safeguards the alternativized market from conventionalization or commercial co- 
option. As several examples show, the framing enables the identification of practices or 
other organizational elements that violate said principle and, moreover, legitimizes taking 
both formal and informal measures against them.

Consequently, as previously mentioned, while all markets are shot through with moral-
ity (see Fourcade and Healy, 2017; Beunza, 2019), not all markets are organized in a way 
as to make a moral value the key principle of interaction. An alternative framing, we con-
tend, is what sets apart the organization of moral markets from the mere commercialization 
of morality (Fuentes, 2014). Our analysis has shown how the organization of such markets 
is possible.

Finally, while alternatively framed markets may offer real moral alternatives to conven-
tional markets, they may still suffer similar issues as other markets in terms of people’s un-
equal access to money, time, education, networks and other instrumental resources for 
participating in them. Such resources might be necessary for customers to engage beyond 
their conventional role (Huddart Kennedy and Givens, 2019), including but not limited to 
the ability to pay premium prices (Bååth, 2022). Similarly, alternativized supply might pre-
suppose engaging with customers in ways that are novel and unusual for producers 
(Baumann et al., 2023). Thus, market alternativizing risks being something which only a 
limited sub-set of people might participate in if its organization relies on solutions to the 
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coordination problems, and thus effectively an alternative framing, that is only available for 
a small, privileged group of people.

5. Discussion and conclusions

In this article, we have studied how people organize moral markets, focusing on how ex-
actly they create hybrids of market and communal practices that facilitate such organiza-
tion. Our answer to this query is that they rely on an alternative framing—an amalgam of 
shared understandings and practices for organizing a market that creates economic cer-
tainty but as a means of achieving moral certainty. This framing is thus alternative because 
it privileges moral certainty over economic certainty, contrary to the conventional framing 
of markets in which economic certainty is the key principle.

The identification and conceptualization of alternative framing in the organization of 
moral markets complements extant literature. Alternative framing adds to the ‘multiple 
markets’ literature because it identifies an observable difference between conventional and 
moral (or otherwise alternative) markets in general, and in terms of how they form hybrids 
to solve coordination problems in specific ways. We agree with Balsiger (2021), who points 
out that individual actors in moral markets do not all share the same principles. 
Nevertheless, we show that their (joint) organization of a market still relies on, and thus 
adheres to, some key principles that they, at least nominally, agree with and rely on to cre-
ate alternativized solutions to coordination problems. We also agree with Mair and Rathert 
(2021) that alternativized markets pursue multiple goals, not just economic ones. However, 
alternative framing adds to this conversation by identifying how moral goals can be made a 
priority, and how moral certainty can be combined with, but also privileged over, economic 
certainty to achieve a meaningful alternative.

Our findings thus support the understanding that it is possible to ensure morality in the 
organization of moral markets. Hybridizing conventional and alternative market arrange-
ments does not necessarily lead to the former colonizing and subjugating the latter (cf, 
Guthman, 2014). While few businesses may actively commit to harming their profits, our 
findings show that markets may be organized in manners that subjugate profit-seeking to an 
instrumental means of financing moral conduct (cf, Rhodes, 2022).

In addition, beyond merely confirming the possibility of moral markets, our analysis has 
shown what is involved in making these markets possible. Our analysis also demonstrates 
that the existence of moral markets is not mainly dependent on a set of actors or organiza-
tions with specific moral values (Fitzmaurice et al., 2020; Balsiger, 2021; Mair and Rathert, 
2021), but on the development and application of an alternative framing which allows 
them to organize alternativized solutions to coordination problems. While this alternative 
framing has to be shared among (most of) the actors involved in the market, it is not an in-
herent quality of the actors, but instead performed and externalized, consisting of cognitive, 
relational and material elements of organizational practice. The absence of such a framing 
is, we argue, what demarcates businesses and markets that exploit or co-opt morality for 
commercial ends (cf, Guthman, 2014; Rhodes, 2022), or leaves business and markets 
defenceless against such treatment by third parties (cf, Sol�er et al., 2015; de Freitas Netto 
et al., 2020).

More generally, our conceptualization of alternative framing neither completely con-
firms nor refutes previous theoretical concepts about how hybridity is achieved in markets. 
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Instead, it includes parts of all three. For example, the participants’ knowledge about eco-
nomic and moral dimensions of food provisioning, which is partly developed by drawing 
on Reko-ring principles as a kind of institutionalized rule-set (cf, Beckert, 2009), to some 
extent shapes or influences their actions (cf, Callon, 2016) and allows them to negotiate 
moral and economic dimensions of food provisioning (cf, Zelizer, 2011). The alternative 
framing is what enables Reko-ring participants to use these different practices for organiz-
ing a moral market. Thus, in line with recent critiques of economic-sociological theory, our 
concept of alternative framing opens up an analytical vantage point where diverse theoreti-
cal conceptualizations can be treated as complementary tool kits rather than competing 
ontologies of markets (see Beunza, 2019; Beunza and Ferraro, 2019; Bååth, 2023; cf, 
Aspers, 2007; Callon, 2016).

Our findings thereby conclude that the organization of moral markets refers as much to 
attempts at organizing alternatives to conventional markets as attempts at re-organizing 
existing markets or institutions (cf, Guthman, 2014; Venkataraman et al., 2016; Beunza 
and Ferraro, 2019; Michel, 2020). This is an important critique of studies that limit moral-
ity on markets as being embedded by external, moral forces (e.g. Beckert, 2009; Chiffoleau, 
2009; Chiffoleau et al., 2019). Moreover, it raises questions regarding if and how moral re- 
organizing of existing markets, such as the introduction of sustainability standards 
(Reinecke et al., 2012; Dubuisson-Quellier, 2013), differs from the deliberate organization 
of moral markets as alternatives to conventional ones. The latter is certainly a better de-
scription of Reko-rings, sharing economy platforms, and other attempts at social change 
through market organization (e.g. Le Velly, 2019; Fitzmaurice et al., 2020; Bååth, 2022, 
2024; Fuentes and Fuentes, 2022; Schiller-Merkens, 2024).

Finally, there are some limitations to this study that are worth addressing, and which 
also suggest important avenues for future research. First, we have studied Swedish Reko- 
rings, a specific type of moral market. Other types of moral markets certainly allow for fur-
ther understanding the variations on uses and hybrids of market and communal practices 
within an alternative framing, and how these offer variations on alternativized solutions of 
coordination problems. For example, future studies could investigate if and how Fair Trade 
markets rely on alternative framing, or whether their scale and geographical dispersion pro-
hibit such framing and thus the ability to organize moral markets. Secondly, due to the 
qualitative study design, our findings cannot account for aspects such as whether some 
practices or hybridizations are more dispersed than others among the Reko-ring 
participants.

To conclude, this article has shown how our concept of alternative framings enables 
hybridizations that facilitate the organization of moral markets. As an analytical tool, this 
concept complements studies of how people attempt to organize alternative economic 
arrangements, to identify whether and how ideals and ambitions integrate with practices 
and material conditions. Thereby, the concept offers possibilities for unifying different theo-
retical conceptions of how hybridity may be achieved in moral markets, and thus explain 
how institutions, performative knowledge, materiality, relational work, etc. enable their or-
ganization (cf, e.g. Chiffoleau et al., 2019; Fitzmaurice et al., 2020; Le Velly and Dufeu, 
2016; Venkataraman et al., 2016). This approach, we contend, is useful because it acknowl-
edges that the practical reality of organizing moral markets includes all these different orga-
nizational elements, and thus allows for analysing how those elements may be combined for 
moral pursuits.
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