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ABSTRACT 


Objective: 
to explain how affective networks support cultural entrepreneurship. 



Theoretical approach: 
theories of cultural entrepreneurship and affective networks, pointing out the relevance of networks and affectivity in this context. 



Method: 
 a multi-sited ethnography was conducted in popular food markets, using ethnographic interviews, participant observation, documents, and visual and audiovisual records. 



Result: 
 explaining cultural innovation, how affective networks support that process, and how the networks’ affectivity inspires the singularities of cultural entrepreneurship. 



Conclusions: 
the results contribute to advancing research on (a) cultural entrepreneurship as affective networks, (b) affectivity in entrepreneurship, and (c) cultural entrepreneurship as affective networks.



Keywords: Cultural entrepreneurship, affective networks, food markets, multi-sited ethnography.
	                            

RESUMO 


Objetivo: 
explicar como as redes afetivas sustentam o empreendedorismo cultural. 



Marco teórico: 
 teorias de empreendedorismo cultural e redes afetivas, apontando a importância das redes e da afetividade nesse contexto. 



Método: 
 foi realizada uma etnografia multissituada em mercados populares, utilizando entrevistas etnográficas, observação participante, documentos e registros visuais e audiovisuais. 



Resultado: 
 explicação sobre o processo de inovação cultural, sobre como esse processo é sustentado pelas redes afetivas e sobre como a afetividade das redes inspira as singularidades do empreendedorismo cultural. 



Conclusões: 
os resultados contribuem para o avanço nas pesquisas sobre: (a) o empreendedorismo cultural como redes de empreendedorismo, (b) a afetividade no campo do empreendedorismo, e (c) o empreendedorismo cultural como redes afetivas.



Palavras-chave: Empreendedorismo cultural, redes afetivas, mercados populares, etnografia multissituada.
                                    






		
			INTRODUCTION

			Entrepreneurship is a multifaceted and diverse field of study (Bürger & Volkmann, 2020). As the entrepreneurial process is influenced by culture and generates cultural change, the cultural perspective of entrepreneurship has shown significant and considerable growth (Lockwood & Soublière, 2022). Cultural entrepreneurship emphasizes the symbolic, aesthetic, and identity values of goods and services (Elias et al., 2018; Khaire, 2019), without neglecting the relevance of economic and consumer aspects in an economy of culture (Wilson & Stokes, 2005). Cultural entrepreneurship consists of innovative individuals or organizations expressing creative ideas, resulting in something new and appreciated in the cultural sphere, exploited in an organizational and economic context (Khaire, 2017; Swedberg, 2006; Wilson & Stokes, 2005).

			Unlike the classic conceptions and patterns of entrepreneurship, which focus on a fundamentally economic perspective, cultural entrepreneurship has some singularities. These include the subjective value of entrepreneurial work, the consumption of goods and services, and intensely subjective innovation (Marins & Davel, 2020). When they generate cultural goods and services through complex processes of creating meaning and building value (Khaire, 2019), and innovating through a balance between novelty and familiarity (Islam et al., 2016), cultural entrepreneurs face different challenges to sustain their ventures. These challenges require building relationships and collaborations with external partners through networks (Konrad, 2013). Formed by the ties and contacts of entrepreneurs, these networks are vital for entrepreneurs to include themselves and interact with the environment, providing access to knowledge and resources and helping assess and exploit opportunities (Chen & Tseng, 2021).

			Research into creative industries highlights the importance of networks in providing resources, advice, information, knowledge transfer, and support in reputation building (Wu, 2017). In this context, networks foster exchanges between individuals and organizations (Schoales, 2022), the development of projects and businesses (Johnsen, 2011), facilitate innovation (Ceci et al., 2020) and creativity (Giuffre, 2015), and improve the sector’s economic performance (Fahmi, 2019). 

			Cultural entrepreneurship research focuses on the role of networks in accessing resources (Wilson & Stokes, 2004), identifying entrepreneurial opportunities, stimulating creativity (Chen & Tseng, 2021), contributing to the growth and sustainability of cultural entrepreneurship (Sardana, 2018), success (Konrad , 2013) and the formation of entrepreneurial identity (Werthes et al., 2018). However, despite the relevance of networks for cultural entrepreneurship in the creative economy, one significant dimension remains neglected by research: the affective dimension of networks (Oliveira & Davel, 2022b). Investigating the importance of affect in cultural entrepreneurship networks allows us to understand how it influences the creation and consumption of cultural goods and services (Elias et al., 2018; Marins et al., 2023), and codifies and inspires the entrepreneurs’ discourse (Davel & Cora, 2016; Wetherell, 2013).

			This article aims to explain how affective networks support cultural entrepreneurship. To this end, we adopted multi-sited ethnography (Marcus, 1999). and sought to employ an approach that could capture the subtleties and singularities of affect (Gherardi, 2019; Wetherell, 2012), allowing us to establish connections, associations, and relationships between multiple locations (Marcus, 1995). Moreover, this type of ethnography allows us to respond to a need to renew methodological approaches in studies on affect in entrepreneurship (Oliveira & Davel, 2022a). We opted for popular markets among the several types of cultural organizations as our empirical field. While the object of study in different investigations (Andrade, 2017; Oliveira & Silva, 2020; Saraiva et al., 2014; Velame, 2023), markets still represent a promising context little explored in discussions about cultural entrepreneurship and the creative economy. Although they represent tradition, popular markets need to adapt to socioeconomic changes, modernizing, innovating (Coles, 2021) and engaging in cultural entrepreneurship (Khaire, 2017; Marins & Davel, 2023). Popular markets are universes full of symbolic, cultural, and identity production, positioning them as important territorial agents for the creative economy (Khaire, 2017; Marins & Davel, 2020; Toghraee & Monjezi, 2017). 

			The results of this research make two contributions to the advancement of entrepreneurship research. The first relates to reinforcing the relevance of the network in research on cultural entrepreneurship. The research results highlight how cultural entrepreneurship defines itself as network entrepreneurship by sustaining cultural innovations (Khaire, 2017). Furthermore, we highlight how cultural entrepreneurship gains from being conceived as an affective network. When we adopt the affective perspective of networks (Casciaro et al., 2022) in cultural entrepreneurship, we show how affectivity in networks can inspire cultural innovation (Khaire, 2017) and the creation of values and meanings (Davel & Cora, 2016; Khaire, 2019). Secondly, we highlight new paths for entrepreneurship research based on theories of affectivity, responding to the need for new theoretical directions (Oliveira & Davel, 2022a). 

		

		
			CULTURAL ENTREPRENEURSHIP AND NETWORKS

			The consolidation of entrepreneurship as a research field has enabled new studies focusing on entrepreneurship in specific sectors, such as the cultural, creative, and artistic industries (Hausmann & Heinze, 2016). The creative industry/economy supports entrepreneurship, focusing on cultural and social values (Hausmann & Heinze, 2016; Khaire, 2017). The creative industry/economy supports entrepreneurship, focusing on cultural and social values (Banks et al., 2014; Schulte-Holthaus, 2018). It builds on the relationship between creativity, the symbolic, and the economy and can be defined as a set of economic activities dependent on symbolic content (Howkins, 2001).

			The link between entrepreneurship and the creative and cultural industries (Loy & Aageson, 2018) helps structure and materialize symbolic goods, which are appreciated for their symbolism and require economic viability (Toghraee & Monjezi, 2017). Cultural entrepreneurship emphasizes the symbolic, aesthetic, and identity values of goods and services (Elias et al., 2018; Khaire, 2019), without neglecting the importance of economic aspects and consumption in an economy of culture (Wilson & Stokes, 2005). The cultural entrepreneur consists of innovative individuals or organizations that express creative ideas, resulting in something new and appreciated in the cultural sphere, being exploited in an organizational and economic context (Khaire, 2017; Swedberg, 2006; Wilson & Stokes, 2005).

			Some singularities that help us better understand the distinctions between cultural entrepreneurship and the classic conceptions and patterns of entrepreneurship (Marins & Davel, 2020) are: (a) the subjective value of the entrepreneurial work, since cultural goods or services have a subjective value associated with their meaning (Elias et al., 2018); which is linked to the experiences that are translated into the cultural work and consumers’ perceptions of the goods or services (Toghraee & Monjezi, 2017); (b) a subjective consumption, since the consumption of cultural and artistic goods or services is a subjective experience, influenced by the interpretation of symbolic values grounded in the consumer’s experiences (Davel & Cora, 2016); and (c) the subjective innovation of cultural goods or services, since innovations stemming from entrepreneurship in a creative economy context represent forms of contemporary innovations, emphasizing the human capital of creativity, new interpretations and meanings, and the creative skills that allow people to adapt to an ever-changing social and economic environment (Cunningham & Potts, 2015). A cultural innovation represents a manifestation of new ideas that do not align with existing conventions and criteria of worth (Khaire, 2017). 

			Cultural innovations can be defined as “an organization’s capability to design, implement, and distribute products that support new aesthetic and symbolic propositions” (Coblence & Sabatier, 2014, p. 10). The renewal of symbolic (Ravasi & Rindova, 2013), aesthetic (Marins & Davel, 2023) and cultural values (Klamer, 2011) is essential to innovation in cultural entrepreneurship (Schulte-Holthaus, 2018). In the cultural and creative industries, innovation primarily impacts the aesthetic and intellectual appeal of goods and services, as opposed to their utilitarian and functional purpose (Stoneman, 2010). Examples of cultural innovations include writing and publishing a new book, developing and launching a new clothing line (Stoneman, 2010) or even managing a museum’s art collections through innovative exhibitions and displays (Coblence & Sabatier, 2014).

			The cultural entrepreneur discursively constructs or reconfigures the cultural, symbolic, and aesthetic values of goods and services. These have a greater symbolic value than the utilitarian or material values (Khaire, 2017). Cultural values include practices and discourses that act as symbols, such as stories, images, artifacts, vocabularies, and categories (Lockwood & Soublière, 2022). Symbolic values are determined by “the social and cultural meanings associated with it, which allow consumers to express individual and social identity through the purchase and use of the product” (Ravasi & Rindova, 2013, p. 14), and evoke a sense of belonging and identity (Baldo & Demartini, 2021). Aesthetic values refer to the “properties of beauty, harmony, form, and other aesthetic characteristics of the work” (Throsby, 2000, p. 28). Entrepreneurs use these values to facilitate the search for novelty (Lounsbury et al., 2021) and innovation (Ratten, 2022).

			Due to the singularities of cultural entrepreneurship, entrepreneurs operating in this context face different challenges to sustain their ventures, including the need to innovate by seeking a balance between novelty and familiarity (Islam et al., 2016), cand creating cultural and artistic goods through processes of meaning-making and value-building (Khaire, 2019). These challenges mean that cultural entrepreneurs must build relationships with external partners and know how to network (Konrad, 2013; Naudin, 2017). For cultural entrepreneurs, the desire to cooperate with other stakeholders favors the formation of networks, which can be characterized by bonds of friendship, support, and collaboration (Lounsbury & Glynn, 2001), as well as serving as spaces that provide the combination of talents, co-creation, and mutual inspiration (de Klerk, 2015) between stakeholders.

			Networks are crucial for the creative, cultural, and artistic industries and are used to access resources, advice, and information, transfer knowledge, and help build reputation (Wu, 2017). They also encourage exchanges between individuals and organizations (Schoales, 2022) and the development of projects and businesses (Daskalaki, 2010; Johnsen, 2011), They also improve the economic performance of industries (Fahmi, 2019), and facilitate innovation (Ceci et al., 2020) and creativity (Giuffre, 2015).

			Cultural entrepreneurs argue that networks contribute to accessing the resources needed to maintain their businesses (Wilson & Stokes, 2004), promote the identification of entrepreneurial opportunities, stimulate creativity (Chen & Tseng, 2021), and influence the growth and sustainability of cultural enterprises (Sardana, 2018). They also contribute to success (Konrad, 2013) and to shaping the entrepreneurial identity (Werthes et al., 2018). However, despite the relevance of networks for cultural entrepreneurs, some perspectives on this subject have still been neglected by research, including the affective dimension of networks (Oliveira & Davel, 2022b).

			Although some studies are dedicated to affective networks in the organizational sphere (Casciaro, 2014; Casciaro, 2019; Yang & Horak, 2019), research focusing on the affective networks of cultural entrepreneurship is still scarce. There are at least two important reasons to deepen existing knowledge about affective networks in this context. The first is the relevance of affectivity in creating and consuming cultural goods and services (Elias et al., 2018; Khaire, 2019). Creation and consumption are essentially symbolic in cultural entrepreneurship (Davel & Cora, 2016). Creations incorporate cultural and aesthetic meanings, while consumption occurs through interpreting these meanings through the affective and emotional experiences (Marins & Davel, 2023) evoked and produced (Elias et al., 2018). In the context of networks, these experiences (Wetherell, 2012) influence innovation and creativity (Ceci et al., 2020; Lopez-Kidwell et al., 2018) in creating and consuming cultural goods and services. The second reason addresses the importance of affectivity in the discourses (Wetherell, 2013) cultural entrepreneurs use to attract partnerships and validate their businesses (Davel & Cora, 2016). Cultural entrepreneurs create stories that reflect the identity of the business and function as mechanisms for legitimizing cultural projects and ventures (Borghoff, 2018; Lounsbury & Glynn, 2001). In this sense, affective discourse can be exploited by the entrepreneurs in their networks to, for example, access the resources needed to keep their businesses (Wu, 2017). 

		

		
			AFFECTIVE NETWORKS

			As with social interactions between people, networks are permeated by affect and emotions (Casciaro, 2014; Lopez-Kidwell et al., 2018). However, while promising (Casciaro, 2019), the relevance of affect and emotions to networks has still been little explored from the perspective of network theories (Lopez-Kidwell et al., 2018; Oliveira & Davel, 2022b). Few studies theorize about affect in networks, proposing theoretical advances on the subject. Research shows that, like cognitive characteristics, affect and emotions are essential for the development and cohesion of social networks (Yang & Horak, 2019). In a network context, exchanges generate emotional responses in the stakeholders, in which affect, when positive, can encourage interactions and strengthen the relationship, and when negative, weakens them (Lawler, 2001). Specifically in the workplace, relationships and social interactions are also influenced by affect (Casciaro, 2019; Lopez-Kidwell et al., 2018). Thus, affective networks can contribute to achieving goals and performance in performing tasks (Casciaro, 2014), and promote motivation, performance, and innovation among social stakeholders (Lopez-Kidwell et al., 2018). 

			Research discussing affectivity and emotion in network interactions in entrepreneurship is also scarce (Oliveira & Davel, 2022b). Some studies address entrepreneurial passion, a positive emotion, and how it motivates the formation of bonds, exerts social influence, and infects entrepreneurs (Becker et al., 2023). In discovering and exploiting entrepreneurial opportunities, which rely heavily on networks, affective trust, derived from ties and emotional attachment between individuals, is fundamental in exchanging information and resources (Ren et al., 2016). Moreover, female entrepreneurs’ affective or informal networks, made up of family and close friends, are crucial for emotional support (Rosenbaum, 2023).

			Despite advancing discussions on the significance of affect in networks and focusing on the relational dimension of affect, we believe these proposals do not solve the theoretical and practical challenge of understanding affect as a multiple and complex event (Wetherell, 2012). since they focus on affect as an indicator of pleasant or unpleasant feelings (Lawler, 2001), a set of moods and emotions (Casciaro, 2014), affect experienced in work relationships (Lopez-Kidwell et al., 2018) or emotions and feelings (Becker et al., 2023; Yang & Horak, 2019).

			For this reason, we consulted and analyzed different studies in the field of social sciences to identify perspectives that could offer alternatives for theoretical and practical renewal, improving the understanding of affect. In this sense, the perspective of affective practice stands out for offering precise and practical support for studies on affect since the concept of basic emotions such as sadness, anger, and happiness cannot describe the breadth and plurality of affective scenes and performances (Wetherell, 2012). The perspective of affective practice considers affect as a flexible process under construction, the result of social interactions, highlighting how it emerges in social life, with its changes and flexibility, rather than focusing on causality and well-defined categories of emotions (Wetherell, 2012). This perspective is concerned with the embodied and felt dimensions, as well as the discursive and conscious dimensions of affects, in how these are constructed in the relational processes of affecting and being affected (Wetherell, 2015).

		

		
			RESEARCH METHODOLOGY

			
				Multi-sited ethnography of cultural innovations in food markets

				Our research adopted multi-sited ethnography (Marcus, 1995). Ethnography is a relevant method for affective research (Gherardi, 2019, Gherardi, 2023), and is instrumental in entrepreneurship (Johnstone, 2007). We aimed to employ an approach that could capture the subtleties and singularities of affect (Wetherell, 2012), deepening our understanding of the affective networks of cultural entrepreneurship. The definition of study objects in multi-sited ethnographies can occur, among other possibilities, by following things (Marcus, 1995). Therefore, our ethnographic study object was cultural innovations. These innovations, and consequently popular markets, were selected through interviews and documents.

				As relationships and connections are a significant input of a multi-sited ethnography, the sites studied may not be addressed with the same intensity (Marcus, 1995). Therefore, this research followed three stages. The first stage focused on the Salvador market, the second on other Brazilian markets, and the third on an international market. At each stage, the research followed three phases (approximation, selection, and densification) according to the activities and sources of information (Table 1). 

				
					

Table 1




Phases of ethnographic research for each empirical stage.




[image: 84083063002_t1_tabla.png]






 Note. Elaborated by the authors.






				

			

			
				Food markets as a field of tradition and cultural innovation

				We surveyed national and international markets that met a combination of factors related to their relevance and convenience to select the popular markets that made up our empirical field. In Brazil, we chose three markets based on the following criteria: (a) the existence of cultural innovations, (b) identification of the respective cultural entrepreneurs, (c) permission to accompany the entrepreneurs, and (d) mapping of affective networks. On the basis that multi-sited ethnography is “the product of knowledge bases of varying intensities and qualities” (Marcus, 1995, p. 100), at the international level, we surveyed eight international markets and chose one. The London market followed the same selection criteria as the Brazilian markets. Of all the markets, London was viable because it agreed to provide access to ethnographic research. In other words, the selection did not follow a Eurocentric logic but a research process, opening up to several other countries and Brazilian regions. The international market is not seen in the analysis and field research as superior to the others in Brazil. It is just another market that contributes to reflexivity and estrangement, which is necessary in the analysis and interpretation for constructing explanatory theory. As a result of this process, the popular markets that were part of the field research were: 

				
					

	
							The Salvador market, the largest and most important in Bahia, which is responsible for supplying a large part of the local and regional market; 

						

	
							The Belo Horizonte market, which was revitalized and became a center for the creative economy; 

						

	
							The Recife market, which, although traditional, also has a bohemian side, hosting cultural events with regional gastronomy as its main feature; 

						

	
							The London market, which has an almost millenary history and has undergone revitalization and experimentation, and has become a cultural and gastronomic center.

						



				

				
					Table 2 provides information on the popular markets surveyed, the entrepreneurial organizations that make up the empirical field of research, and information on the itinerary of market visits. The visits were determined based on information about the markets’ opening hours and people’s circulation in these spaces. To maintain their anonymity, we used fictitious names to identify the entrepreneurs who participated in the research.

				
					

Table 2




Food markets and entrepreneurial organizations.
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 Note. Elaborated by the authors.






				

			

			
				Information sources

				The methodological techniques used to interact with the empirical material include ethnographic interviews, participant observation, documents, and visual and audiovisual records. Ethnographic interviews (Spradley, 2016) were the primary technique adopted to collect detailed data. This type of interview reveals the meaning that participants attribute to their experiences (Spradley, 2016), considering their social context in an interactive and co-constructive process, in which the interviewer and respondents are active participants in creating knowledge (Heyl, 2001). The process of drafting up the interview roadmap was based on three main axes from studies on networks, affect, and entrepreneurship: (a) the process of creating the business, access to resources, and opportunities; (b) the relationship with the stakeholders in the networks; and (c) evaluation of the business and the market.. 

				Ethnographic interviews were conducted with key informants, entrepreneurs, and players in the entrepreneurial networks studied. The key informants are individuals who visit and know the markets or have conducted academic research on them. The interviews aimed to gather information about the innovations developed in these environments, the history of the markets and the ventures, and the possibility of indicating other informants. We asked the respondents to describe the innovations and identify the entrepreneurs and their businesses, making it possible to choose the markets to be studied. We also conducted ethnographic interviews to collect detailed data on the entrepreneurs and their networks. We interviewed ten key informants, five entrepreneurs, and 34 stakeholders from the entrepreneurial networks. 

				The principal author conducted participant, face-to-face, and participatory observation (Emerson et al., 2011) in the markets to verify the affective interactions between entrepreneurs and stakeholders in the networks. The observation roadmap included information on the physical environment of the market and the enterprise, focusing on the layout of the stores, the architecture, the goods and services offered, the interactions between people, and the performance of routine activities, especially focusing on people’s gestures, behaviors, attitudes, and expressions. This approach allowed the researcher to understand and describe the impressions, sensations, emotions, and affects experienced during her interactions in the market with entrepreneurs and network stakeholders. The observational act was accompanied by notes and field diaries (Emerson et al., 2011) produced by the principal author. Keeping a field diary was essential for the researcher to record her experiences, ideas, fears, progress, and problems during the fieldwork. The diaries recorded elements inaccessible or not easily articulated through other methods (Alaszewski, 2006), interactions between people and markets, and the researcher’s self-observation. 

				The documents helped contextualize and complement the information on markets and innovations. Following the methodological rigor required in documentary research (Silva et al., 2020), as a search criterion, we identified documents that described the history of the markets and their characteristics and helped identify and characterize cultural innovations. Moreover, we looked for affective evidence that described the affective relationships between the markets and the people, for example, people’s impressions when visiting the market. 

				Once selected, the documents were classified into three categories: contextual, descriptive, and affective. This categorization was created to organize the documents according to their subject matter. The descriptive documents were used to identify, map, and characterize the innovative ventures and activities developed in the markets. Contextual documents helped gather information about the history and the markets. Affective documents helped detail the affective dimension of the markets and the relationships between people and the place. To analyze the documents (Silva et al., 2020), we transformed the data on the markets’ history into information, made inferences about the video narratives, and theoretically situated this information. This information supported the theory that emerged inductively during the research process.

				The principal author made visual and audiovisual records during the visits and participant observation, which added resources to the field notes. These records included the market space (architecture, stores, location), people (consumers, vendors) and their interactions (between people, between people and space), artifacts (products and services), and entrepreneurial practices (routine buying and selling activities).

				The information sources included 51 interviews and informal conversations (38.5 hours), 155 hours of observations of markets and the researcher’s impressions, more than 140 descriptive, contextual, and affective documents (films, documentaries, pages on platforms such as YouTube, interviews, posts on social media such as Facebook and Instagram, texts on informational and organizational websites such as market websites, news, and ratings), 1,236 photos and videos produced by the researchers, and field notes.

			

			
				Analysis process

				The material collected was analyzed using narrative analysis (Czarniawska, 2004). As narratives are based on affect and emotion (Hogan, 2011), this analysis allows us to go beyond a simple description of the reality observed, recognizing and reflecting on affect’s complexity, dynamism, and fluidity (Gherardi, 2019). 

				Narrative analysis of the material collected began during data collection. We used an inductive process of categorization (Creswell, 2014). We followed the stages of the research and their respective phases. In the approach phase, we focused on preliminary aspects, such as recognizing markets as a field of entrepreneurship and highlighting these places’ identity, symbolic and cultural aspects, and the stories of the market and the entrepreneurs. The selection phase involved identifying and describing the cultural innovations and affective networks of the markets’ cultural entrepreneurs. Finally, in the densification phase, the entrepreneurial networks and their activities were analyzed affectively, contributing to the construction of the categorization to explain the contributions of affect to the cultural entrepreneurs’ networks. 

				These phases were repeated at each new stage within a logic of reflexivity and theoretical refinement. Theorizing was comparatively performed in this progressive, reflexive, and inductive process. In other words, the categories created in previous stages were compared with the new narratives obtained to revise, change, or consolidate the emerging categories. This enabled us to refine the categories generated by constantly comparing and revising them. Thus, the categories were constantly modified until they were consolidated into the categories presented in the following sections: 'Cultural innovations in popular markets,' 'Affective networks that sustain cultural innovations,' and 'The affectivity of cultural entrepreneurship networks, explained by the provocation and affective elevation of the network.'. 

			

		

		
			CULTURAL ENTREPRENEURSHIP AS AFFECTIVE NETWORKS IN FOOD MARKETS

			In this section, we present the results of the empirical research. First, we describe cultural innovations in popular markets, detailing their characteristics. Next, we explain how affective networks support cultural innovations. Finally, we discuss the affectivity of cultural entrepreneurship networks and how the singularities of this entrepreneurial context can be inspired by the network’s provocation and affective uplift.

			
				Cultural innovations at food markets

				Since in cultural entrepreneurship, cultural goods and services carry symbolic, cultural, aesthetic, and identity values, cultural innovation is sustained through the renewal of these values. These innovations represent the manifestation of new ideas that do not align with existing conventions and value criteria and are represented by symbolic, cultural, and aesthetic changes, such as in the look, feel, or smell of a good, or that include an intellectual appeal rather than focusing solely on its functionality.

				An important cultural innovation was implemented in typical Bahian food in the Salvador market. The innovation occurred in a traditional element of local gastronomy, the acarajé. Acarajé is a delicacy of African origin brought to Brazil by the enslaved during colonization. Its batter is made with refried beans, onion, and salt and fried in palm oil. Due to the cultural, heritage, and historical importance of acarajé as a symbolic food that reflects an ethnic, regional, and religious identity and is part of Brazilian culture, the National Historical and Artistic Heritage Institute (IPHAN), a Brazilian government agency responsible for the preservation and dissemination of the country’s tangible and intangible heritage, recognized acarajé and the craft of baianas of acarajé (Figure 1), a profession associated with the sale of this food, as an intangible cultural asset of Brazil (Instituto do Patrimônio Histórico e Artístico Nacional [IPHAN], 2007).

				
					

[image: 1982-7849-rac-29-01-e240093-gf1.jpg]


Figure 1



Acarajé and the craft of the baianas de acarajé and the mechanization of the ready-made batter.







Source: Instagram - Abam Nacional: (1) acarajé; (2) frying acarajé; (3) baiana de acarajé (open access); Photo by the authors: (4) machine for washing beans; (5) electric mill for preparing ready-made batter. 






				

				Identifying acarajé as a cultural asset allows the process of innovation implemented in its preparation to be conceived as a cultural innovation. When a baiana of acarajé makes acarajé, she links symbolic, cultural, and religious aspects to its preparation (IPHAN, 2007). In Salvador market, the sale of ready-made acarajé batter causes a change in cultural and symbolic values and meanings - cultural because this change brings new interpretations and meanings to preparing this food. Before this change, the batter was prepared individually. The person who prepared the acarajé bought the black-eyed peas, soaked them, washed them, removed the skins, drained the water, and then milled the beans to make the batter (documents and interviews).

				The symbolic changes are related to the social and religious aspects of preparing acarajé. With the start of the sale of ready-made acarajé batter, the process of preparing the batter became mechanized. Two entrepreneurs are responsible for creating machines to help mechanize the batter’s preparation. One of the entrepreneurs created a machine to help wash the beans, making it simpler and quicker. In contrast, another entrepreneur came up with an electric mill, which would replace the mechanical mill, making it easier to grind the beans and prepare the batter, which was then sold on the market (interviews and documents) (Figure 1).

				In the Belo Horizonte market, an example of cultural innovation can be seen in the creation, publishing, production, and marketing of books. Berenice was a teacher when she started a social project, a non-profit organization (NGO) that offered Portuguese language and reading courses. The project to create a ‘cartonera publishing’ arose from this NGO to encourage and involve children in reading and writing about their community’s history. A ‘cartonera publisher’ is an alternative publishing house that uses reused cardboard and handicrafts to publish and make books independently (Figure 2). The entrepreneur took a training course to learn how to make books. Her idea was to record and transform the history of communities into texts for low-cost books that would democratize access to these works (documents and interviews). 
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Figure 2



Cartonera publisher and its books.







Source: Photo by the aurtors.






				

				The cartonera publishing house represents a cultural innovation because it modifies the cultural, symbolic, and aesthetic values and meanings used to make and publish books. The aesthetic changes are portrayed in the making of the books since the materials used, such as cardboard and dried leaves, to make up the book covers and the artisanal production method used, since the entrepreneur binds the books by hand, expose substantial aesthetic changes compared to the production of books by conventional publishers. The cultural changes are evidenced by the way the stories are told. One of the aims of the publishing house is to record the memories, legends, and expressions of popular culture of the communities that participate in the projects developed to create and make the books. The projects involve young people who will collect the stories, memories, and knowledge of the communities, which will result in a book being made available as a source of knowledge and research, ensuring the preservation of this knowledge. The books also express symbolic changes since consumers who buy these works identify with the stories told and the publisher’s proposal (documents, field notes, and interviews). 

				In the Recife market, a change in a bar’s cultural and symbolic values and meanings supports an example of cultural innovation. Davi was already a regular at the market when he decided to open his own business. The idea was for his bar to be a meeting place that praised Pernambuco culture and artistic expressions such as music, dance, theater, and literature. The change in cultural values is directly linked to the enterprise’s purpose, which is no longer to be a bar in the market but a cultural meeting point that holds cultural and artistic events, such as book launches, theater performances, events in partnership with NGOs to raise funds, soirees, poetry readings, and live music. The symbolic changes relate to the bar’s identity and cultural significance, transcending the provision of the service, generating recognition by consumers as a place that promotes Pernambuco culture and its expressions, and facilitating access to cultural products and services, such as books and music (documents, field notes, and interviews). 

				In the London market, cultural innovation is represented by the renewal of a store’s values that carries the market’s brand. Besides acting as an information point, the market store includes a range of merchandise bearing the market’s brand. This store is a valuable asset and strengthens its image. Values change in the symbolic, cultural, and aesthetic spheres. The renewal of cultural values is seen in the use of the market’s stories and images to build products that translate these symbologies, such as recipe books, which exploit the ingredients offered by the market’s entrepreneurs to create original recipes, blending the history of the ingredients and the market. The aesthetic changes include the intellectual appeal of these works, for example, in one of the cookbooks. The passion for food is transformed into a collection of short stories that explores a culinary journey through the histories of Britain’s favorite drinks and snacks, instigating the reader to learn about and reflect on the history of these ingredients. Furthermore, symbolic values are evoked by consumers’ feelings of belonging and identity when purchasing goods. The products in the market seek to express their identity and values, such as sustainability. For this reason, the store’s eco-bags express the market’s identity and the individual and social identity of consumers and their concern for the environment and conscious consumption (documents, field notes, and interviews). 

				Based on the examples presented, cultural innovations are based on building, renewing, or modifying the values, meanings, and senses of cultural goods and services. These values can be symbolic, cultural, and aesthetic and help highlight the innovations’ originality and uniqueness in the context of cultural entrepreneurship. Due to the creativity of entrepreneurs, these innovations bring about constant improvements in the designs, processes, and functionalities of cultural goods and services.

			

			
				Affective networks sustaining cultural innovations

				Our results confirm previous research that affirms the relevance of entrepreneurial networks for accessing resources, identifying and exploiting entrepreneurial opportunities, developing new projects, sharing risks, and building the reputation, credibility, and legitimacy of the stakeholders that make up the network (Oliveira & Davel, 2022b). However, since innovation in cultural entrepreneurship and the creative economy is based on constructing new meanings and values, we focused on the entrepreneur’s ability to mobilize the stakeholders in their network affectively. In affective networks, affect influences the formation of bonds between the stakeholders that comprise the network (Casciaro, 2014, Casciaro, 2019). These networks are characterized by bonds and interactions that lead to the sharing of something valuable and useful. They are networks in which affects are experienced and expressed in interactions.

				In the Salvador market, affective networks were used by the entrepreneur to explore a new business opportunity - the sale of ready-made acarajé batter. I observed that Antônio uses his networks to exchange resources with other entrepreneurs, including information about products, suppliers, services for moving goods within the market, technology, and knowledge. Antônio is happy and enthusiastic in his interactions with entrepreneurs, always smiling and chatting amicably. In a meeting with an entrepreneur from the same street as the market, Antônio talked about the rising prices of goods, suppliers, and the difficulty in finding banana straw used in cooking recipes, which was in short supply in his store (field notes). These exchanges between the stakeholders, promoted by identifying with the organizational purposes and sharing values, including respect and honesty, result in relationships of trust and closeness between the entrepreneurs, evidenced by mutual help and Antônio’s expressed desire to help other entrepreneurs in the market whenever possible (field notes and interviews). The exchange of information and knowledge enabled the entrepreneur to acquire the machinery that made it possible to produce and then sell the ready-made acarajé batter. Recalling the start of sales of the ready-made batter in the market, Antônio told me that he was enthusiastic and believed that the bean-washing machine and the electric mill would speed up the production of the acarajé batter, facilitating and increasing its sale and, consequently, achieving the growth of his business. When we spoke, he said ready-made batter accounted for more than half of his sales (interviews).

				In the Belo Horizonte market, Berenice used her emotional networks to open the physical store of the cartonera publishing house. Before the store, the entrepreneur participated in book and craft fairs and decided to open her business in the market with a friend. Networks were important for Berenice to get advice and emotional support when starting her business. Her husband and daughter were fundamental in providing her with the emotional support she needed during this process. Her friend and business partner helped her devise the project, renovate, open, and run the store. The entrepreneur expressed her gratitude for the support and was optimistic about the growth and maintenance of her business. She always expressed serenity and calm while we talked (field notes and interviews). These emotional bonds give Berenice the energy she needs and encourage her to face difficulties, continue her business, and generate social impact with her publishing house (field notes and interviews).

				Davi, in the Recife market, mobilized his emotional networks to communicate the originality and authenticity of his bar. The entrepreneur used his networks as emotional support to cope with the restrictions on holding events in the market due to the pandemic. Davi was tense and stressed, reporting his dissatisfaction with the regulatory body, which vetoed the holding of events in the bar. However, in another market area, events had been approved and occurred during opening hours (field notes and interviews). When talking to friends and customers, the entrepreneur showed his concerns, asking them to complain to the competent body about the approval. These interactions sought the support and assistance of the networks to clear the events, showing commitment and validating the entrepreneur’s passion for the business (field notes and interviews).

				We can see that affective networks underpin cultural innovation by playing an essential role in the interactions between stakeholders, in which they share something valuable, such as resources and knowledge. These interactions are permeated by affects and emotions, experienced and expressed as joy, satisfaction, or passion. Finally, the results of these interactions clarify why entrepreneurs interact affectively with the stakeholders in their networks.

			

			
				The affectivity of cultural entrepreneurship networks

				Based on the selection of the singularities of cultural entrepreneurship (Marins & Davel, 2020), we seek to demonstrate how the affectivity of networks is decisive and fundamental in this entrepreneurial context. The first singularity is the subjective or cultural innovation of entrepreneurial work, which represents the renewal of the cultural, symbolic, and aesthetic values and meanings of cultural goods and services. The second singularity concerns the subjective value of entrepreneurial work. This value is linked to the meaning of cultural goods and services and refers to the symbolism, emotions and sensations, feelings, and perceptions of taste aroused by the cultural work. These singularities are inspired through the provocation and affective elevation of the network.

				
					Affective provocation of the network

					We can see that affectivity in networks leads to cultural innovation and the subjective value of cultural goods and services. In the case of cultural innovation, networks trigger the creative process affectively when the entrepreneurs and stakeholders in the networks relate to create or modify the values and meanings of cultural goods and services. These exchanges are cognitive, knowledge-based, and affective, in which the stakeholders affect and are affected by their experiences, interpretations, and emotions. For example, when he created the machine to wash the beans used in the preparation of acarajé batter, the entrepreneur aimed to make the baianas’ work easier because he knew that the process of washing the beans took time and resources and was tiring, and to exploit the ready-made batter on the market. Thus, the entrepreneur drew on his experiences and interpretations as a trader in the market to innovate the process of traditionally preparing acarajé batter, meeting the needs of consumers and other entrepreneurs in the market, who turned to networks to access innovation and who consequently helped to introduce and solidify a new trade niche in the market (interviews and documents). 

					Affectivity in networks is procedural, i.e., it encourages interactions between the cultural entrepreneur, the stakeholders, and the market environment to promote cultural innovation. These interactions favor creativity, allowing cultural entrepreneurs to share their ideas, imagine, and create innovative goods and services. Davi’s enterprise does not fit the traditional idea of a bar but rather that of a cultural meeting place, translating the entrepreneur’s feelings and admiration for Pernambuco’s culture and art into the market. When he was still a regular at the market, the entrepreneur wanted to open his business. As a differentiator, he wanted to invest in promoting events, using his networks to invite friends to poetry slams and book launches (interviews and field notes). Elton also explained that he always prioritizes local suppliers and manufacturers who care about the environment and use sustainable materials and means of production. He said suppliers must think together about the best way to manufacture products. Thus, the market partners with brewers to launch limited-edition drinks under their brand. These drinks are developed and manufactured collaboratively, considering sustainable materials and means of production, such as sustainable packaging (interviews and field notes).

					Affective relationships in networks take on a dynamic character to stir the creation of subjective value, connecting cultural entrepreneurs and network stakeholders through conversations. These conversations help entrepreneurs and stakeholders relate to each other while collaboratively stimulating the creation of meanings. For example, when Berenice develops projects to produce books, she selects and talks to the community leader to explain the project and its relevance. These conversations are necessary to promote community awareness and acceptance of establishing a partnership, forming a collective of young people who will be the leading figures in producing the books and collecting the stories of their community. During the development of the project, the entrepreneur holds workshops on producing and editing texts, producing cardboard covers, and talking to the young people about the importance of preserving the stories, memories, knowledge, and activities of their communities, collectively building subjective value through the symbolism, emotions, perceptions, and sensations aroused in the process of producing the book (interview and documents).

				

				
					Affective elevation of the network

					We found that affectivity in networks also increases cultural innovation and the subjective value of cultural goods and services. Subjective value is raised by affectivity in networks by consolidating and enriching it. Affectivity in networks raises values by strengthening the symbolisms, emotions, sensations, and perceptions aroused by cultural goods and services, which occurs and is impacted by the identity, cultural, and social context of the stakeholders in the networks. For example, Antônio cooperates with his competitors to strengthen the experiences, interpretations, and perceptions of preparing acarajé, which is necessary to integrate the ready-made acarajé batter as part of its preparation process, persuading consumers to buy it without jeopardizing the identity of this food and its importance to Bahian cuisine, besides reinforcing the image of the Salvador market as a benchmark for purchasing ingredients from Bahian cuisine and ready-made acarajé batter (interviews, documents, and field notes). 

					Affectivity in networks elevates subjective values by enriching them. The affective fluidity of interactions in networks enriches the values of cultural goods and services, making them attractive and enchanting. These values are based on the stakeholders’ perceptions, emotions, tastes, reactions, and preferences. For example, Davi uses interactions in networks with customers, friends, family, and other entrepreneurs to enrich the feelings, tastes, and reactions of these stakeholders when they visit his bar and interact with Pernambuco’s culture and art, attracting and enchanting the stakeholders who relate to his business (interview and field notes). In his interactions with customers, Elton charmed them by telling the product’s story to present its differentials and originality, as in the case of the archive posters and postcards with messages and notices about the market that were originally published over 100 years ago. In one of these interactions, a client was amazed after being informed of the origin of the messages and purchased some postcards (field notes and documents). 

					In the case of cultural innovation, affectivity in networks enhances its process through intensification, i.e., affect in networks helps encourage and stimulate innovation. For Berenice, her networks’ interactions and affective relationships motivate her to continue innovating. For example, partnerships with other cartonera publishers help publicize her work, strengthening the emotional ties between the entrepreneur and her competitors and stimulating aesthetic, symbolic, and emotional recombination for new creations. Also, holding workshops and participating in book fairs to publicize her publisher enliven and instigate new connections and emotional experiences for the entrepreneur with consumers, writers, competitors, and entrepreneurs, encouraging the realization of new projects (interview and documents).

				

			

		

		
			DISCUSSION

			The results of this research significantly contribute to two fields of research, cultural entrepreneurship and general entrepreneurship regarding the study of networks. We have made progress by proposing a conceptualization of cultural entrepreneurship as entrepreneurial networks and expanding research into affectivity in entrepreneurship. In this section, we will explore these advances. As affect and networks are important in other areas, we understand that our results may influence other research fields and indirectly help other studies. However, we emphasize that our study is anchored in cultural entrepreneurship. 

			The first contribution to advancing entrepreneurship research is conceptualizing cultural entrepreneurship as entrepreneurial networks. As suggested by the research and demonstrated by our results, cultural innovation translates to change, novelty, and originality (Khaire, 2017), based on building new meanings and values, emphasizing new interpretations and meanings for cultural goods and services (Ravasi & Rindova, 2013). This innovation is underpinned by the entrepreneur’s ability to mobilize the stakeholders in their network to build, renew, or modify the symbolic (Ravasi & Rindova, 2013), aesthetic (Marins & Davel, 2023) and cultural (Klamer, 2011) values of goods and services. We broaden these understandings by emphasizing that cultural entrepreneurship is defined as entrepreneurship in networks by sustaining these cultural innovations. These networks serve as a space for co-creation and mutual inspiration (de Klerk, 2015), where entrepreneurs access resources (Wu, 2017) and explore opportunities (Chen & Tseng, 2021), influencing business growth and sustainability (Sardana, 2018).

			Thus, we present and instigate studies on cultural entrepreneurship as affective networks, that is, how the affectivity of networks inspires the singularities of cultural entrepreneurship. Our study deepens the understanding of the singularities of cultural entrepreneurship through the affective perspective of networks (Casciaro, 2014; Lopez-Kidwell et al., 2018), which, while promising, has still been neglected by research in cultural entrepreneurship (Oliveira & Davel, 2022b). Our results show how affectivity in networks is fundamental to triggering the creative process (Ceci et al., 2020), allowing cultural entrepreneurs to imagine and share their ideas, making the process of cultural innovation (Khaire, 2017; Loots & van Bennekom, 2023) more dynamic, in which stakeholders affect and are affected by their experiences, interpretations, and emotions (Elias et al., 2018). Affect in networks is also a determining factor in aiding collaborative creation and legitimizing the values of cultural goods and services (Davel & Cora, 2016; Khaire, 2019), enhancing the experiences translated by the cultural work (Toghraee & Monjezi, 2017). In this sense, the discourse and affective experiences (Wetherell, 2012) in cultural entrepreneurs’ networks enrich and strengthen values, facilitating and supporting the search for novelty (Lounsbury et al., 2021) and innovation (Ratten, 2022), and sustaining the narratives and stories that shape the identity of cultural businesses (Borghoff, 2018).

			Secondly, our results help advance research on affectivity in entrepreneurship, responding to the need for new theoretical and empirical insights (Oliveira & Davel, 2022a), using affective networks as a fertile theoretical path. We know that in entrepreneurial networks, affectivity is analyzed as affective ties (Rosenbaum, 2023), entrepreneurial passion (Becker et al., 2023) and affective trust (Ren et al., 2016). Based on affective networks (Casciaro, 2014; Lawler, 2001; Lopez-Kidwell et al., 2018; Yang & Horak, 2019) and the perspective of affective practice (Wetherell, 2012), uma visão diferenciada da afetividade como motor da ação our study develops a differentiated view of affectivity as a driver of entrepreneurial action and innovation in networks. We clarify how the affective interactions between stakeholders characterize affective networks, the affects experienced and expressed in these interactions, and the results of these interactions. Also, the results reinforce existing knowledge about how the experiences evoked and produced by cultural goods and services are essentially affective and emotional (Elias et al., 2018; Marins & Davel, 2023). 

			Although some studies in entrepreneurship make use of multi-sited ethnography (Mösching & Steyaert, 2022; Showkat et al., 2024), no study has set out to apply this approach to research into cultural entrepreneurship, and we are unaware of any studies in the field of general entrepreneurship. In applying this approach, it was essential to understand that we would not be making a holistic representation of markets but instead mapping the field as a network of sites connected by different flows. Furthermore, it was essential to understand that the differentiation between the sites was not related to their geographical distance but instead to their cultural differences. Thus, we enjoyed a knowledge base of varying intensity and quality by bringing these sites into the same study context. 

			As recommendations, we recognize the advantage of conducting the fieldwork of a multi-sited ethnography gradually, reflexively, and progressively, in which each stage of the research benefited from the previous stage. Using a varied set of techniques to interact with the empirical material enriched this inductive process of qualitative research. In particular, participant observation allowed us to study people’s actual actions, complementing the information gathered through other sources, such as interviews. 

			The results of this research also have practical impacts. Firstly, the results help entrepreneurship researchers and teachers visualize the possibility of exploring less traditional empirical and methodological contexts. Through a multi-sited ethnography (Marcus, 1999), we explored how the affective networks of cultural entrepreneurs sustain innovations in different popular markets. While traditional, these markets need to adapt to socioeconomic changes, balancing the traditional and the innovative (Andrade, 2017; Coles, 2021), representing promising contexts for detailing cultural entrepreneurship and the creative economy. Secondly, the research results can be helpful for cultural entrepreneurs to understand how affective networks can be mobilized to sustain cultural innovation, obtain resources, explore new opportunities, legitimize, and influence the growth and maintenance of the cultural business.

		

		
			CONCLUSION

			This article aimed to understand how affective networks support cultural entrepreneurship in popular markets. The results dissected and illustrated the process of cultural innovation and how affective networks sustain it. They also presented how the affectivity of networks inspires the singularities of cultural entrepreneurship. The results contribute to advancing research into entrepreneurship, specifically cultural entrepreneurship, using affective networks as a fertile and promising theoretical path. 

			Future research could apply the perspective of affective practice to study cultural innovations in different empirical contexts, broadening the understanding of the singularities of this type of innovation from the perspective of cultural entrepreneurship and the creative economy. In addition, they can delve deeper into the material aspects and origins of cultural entrepreneurship (Alaszewski, 2006). We encourage researchers to continue producing qualitative and detailed information to explore and reveal the singularities of cultural entrepreneurship compared to entrepreneurship that is mistakenly presented as ‘general’ and ‘universal.’
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Food market Enterprise Business description Who Ethnographic interviews  Visiting hours

Salvador market (ER) Ready-made acarajé batter Mechanization and sale of the ready-made acarajé batter Anténio 13 visits 65hours  Morning and afternoon
“Cartonera’ publisher Book publishing with their stories, made from cardboard and recycled materials Berenice

Belo Horizonte market (BR) 9 visits 45 hours Afternoon and night
Integrative therapy Gypsy card session with a therapy session Clara

Recife market (ER) Bar Prormotes cultural events: musical presentations, book launches Davi Svisits 25hours  Morning and afternoon

London market (UK) Store Sells products with the market brand: books, bags, tea towels, and postcards ~ Elton 4visias 20hours  Morning and afternoon

Total of 31 visits 155 hours of observation
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Phases Activities Information sources
Phase 1 - Approximation e Identifying innovations and cultural entrepreneurs. » Understanding markets as a field of cultural entrepreneurship and the creative economy. ® Understanding the history of markets, organizational practices, and entrepreneurs.  Immersing in the daily life of markets: identity, symbols, and culture. Ethnographic interviews Docurnents Visual and audiovisual records
Phase 2 - Selection ® Selecting cultural innovations and their respective entrepreneurs. » Performing an initial mapping of the affective networks of the cultural entrepreneurs of the markets Ethnographic interviews Participant observation Documents Visual and audiovisual records
Phase 3 - Densification e Describing the affective networks of the cultural entrepreneurs of the markets. » Characterizing and detailing the affective dimension of the networks of the entrepreneurs selected in Phase 2 Ethnographic interviews Participant observation Documents Visual and audiovisual records
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