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MANAGEMENT | RESEARCH ARTICLE

Competing or synergistic? An exploratory 
analysis of a blended relationship between logics 
in a dilemma of artisan product innovation
Van Dai Nguyen1*, Thi Tuyet Mai Nguyen2 and Quynh Hoa Nguyen1

Abstract:  The existing literature has focused on the exclusive relationship between 
institutional logics that are perceived as competing. The current study argues that 
multiple logics can co-exist in a blended relationship. The purpose of this study is to 
shed light on such a blended relationship between the alleged competing logics 
through the analysis of the institutional demands prescribed for artisan product 
innovation. A qualitative study with 15 semi-structured in-depth interviews as the 
main data source was conducted in Bát Tràng, a local artisan ceramic community in 
Hanoi, Vietnam. This exploratory study reveals that institutional logics show the 
mutual intersection of some attributes that pave for the existence of the blended 
relationship. In other words, the mutual intersection of two logics permits the 
agents to traverse such a blurry boundary between these two logics without 
incurring institutional conflicts. This study also offers future research agenda in an 
established literature of institutional logics.

Subjects: Asian Studies (General); Entrepreneurship; Small Business Management; 
Organizational Studies; Strategic Management; Heritage 

Keywords: artisan logic; artisan product; institutional logic; market logic; Vietnam

1. Introduction

Blindly following ancient customs and traditions doesn’t mean that the dead are alive, but 
that the living are dead.– Ibn Khaldun (1332–1406). 

Organizational and individual behavior has been substantially studied in the management litera-
ture. The management literature has benefited from the adoption of institutional logic as the 
perspective that sheds more light on organizational and individual behaviors, particularly in 
a hybrid context (P. H. Thornton et al., 2012). The existing studies applying institutional logics 
perspectives have lent us quite a deep understanding of how organizations or individuals cope with 
the logic multiplicity. As defined as “the socially constructed, historical patterns of material 
practices, assumptions, values, beliefs, and rules” (P. H. Thornton et al., 2012), logics help us 
answer the questions of why and how the actions of entities are implemented. The actions are 
not only dependent on the compatibility but also the centrality of logics. The former refers to the 
extent to which different logics can get along with each other while the latter is characterized by 
the embeddedness of logics in the organizational or individual practices. In a hybrid context which 
shows the low level of compatibility associated with a high level of centrality, actors are expected 
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to take strategic responses that carefully reconcile such logics to reduce the likelihood for actors to 
face unexpected outcomes.

Further, the extant literature on the actors’ reaction to the hybridity of the context often has 
overlooked the intersection among components of logics because it has much focused on logics as 
a whole and how logics interact with each other. For example, existing studies found that market 
or corporate logics show contrasting demands with state or community logics (Reay & Hinings,  
2009). Such multi-logic context can be responded with to strategies such as coupling and decou-
pling (Battilana & Lee, 2014). However, the question on whether different logics are both conflict-
ing and synergistic has been left unanswered so far since the suggestion from the research results 
conducted by A. Pache and F. Santos (2013) regarding the “selective coupling” strategy with which 
components of competing logics can be selectively coupled and imprinted on organizational 
actions. So, the current study will address the question of how the relationship between logics’ 
components can elaborate on the co-existence of logics. The authors attempt to dive more deeply 
into the relationship between the elements of logics rather than merely focusing on analyzing the 
relationship between logics as a whole.

To address the research question, Bát Tràng, an artisan ceramic community in Vietnam is an 
interesting case for several reasons. First, its 700-year history which is rooted in the socio- 
economic-historical development of Vietnam is an appropriate context for analyzing the manifes-
tation of artisan logic. Further, the waves of technology and mass-products-based competition 
following the economic reform “Doi Moi” in the transition economy of Vietnam clearly introduce 
a new logic that permeates the business industry. The survival and thrivingness of this ceramic 
community are fertile ground for exploring the “How do artisan entrepreneurs balance tradition 
and innovation in their pursuit of growth and to what effect” by Pret and Cogan (2019, p. 606).

The current study found that market logic and artisan logic are competing with relatively equal 
power for the influence on artisan business’ product innovation. By “blended relationship”, the 
authors mean that, on the one hand, some attributes from market logic and artisan logic are 
competing with each other by giving contrasting demands that drive the way how products are 
produced and how changes to products are made. On the other hand, other attributes of these 
logics show the synergistic effects in product innovation among artisan businesses. So, the current 
study identifies the signal for the existence of the mutual intersection between logics that allows 
actors to traverse the blurry boundary between logics without expecting negative outcomes. So, 
the current study extends the analysis regarding the relationship between logics by clarifying the 
logic behind the survival and prosperity of the selected community that has been given little 
attention in management and entrepreneurship literature.

2. Institutional logics as a theoretical framework
The institutional logics perspective has been fashionable in organization and management litera-
ture. The recent scholarship in this field has provided a panoramic discussion of the organizational 
and individual responses to multiple logics that co-exist in hybrid organizations. Originating from 
the analysis of Friedland and Alford (1991), institutional logics has been defined as “the socially 
constructed, historical patterns of material practices, assumptions, values, beliefs, and rules by 
which individuals produce and reproduce their material subsistence, organize time and space, and 
provide meaning to their social reality” (P. H. Thornton et al., 2012). Such a set of “formal and 
informal rules of action” (P. Thornton & Ocasio, 1999, p. 804) are distinctive in terms of the 
demands they require actors at all levels to respond to (Reay & Hinings, 2009; Scott, 2008).

As a meta-theory, the institutional logics perspective has some assumptions. The first assumption is 
on “embedded agency” (Battilana, 2006). That means that actions, beliefs, and values at different 
levels of individual and organization are embedded in the institutional context where dominant 
institutional logics will be more likely to take control (Granovetter, 1985; P. H. Thornton & Ocasio,  
2008). This assumption helps differentiate institutional logics perspective from neoclassical economics 
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that emphasizes the rationality-based decision of individuals or firms. In a multiple-logic context, 
individuals or corporates may not be rational as described in the traditional economics with which they 
make decision based on the reasoning that they will put effort to achieve the optimal choice of profit or 
utility based on the consideration of cost and benefit. In contrast, the institutional logics perspective 
insists that institutionalized environments where multiple logics co-exist will drive actors away from 
rational choice. If one institutional logic predominates others, actors will be more likely to try to react 
to it over the other peripheral ones. This assumption emphasizes the way actors in an institutionalized 
context identify, consciously react to a set of ethos, values or norms and then become partly 
autonomous in such context (Friedland & Alford, 1991).

Second, another assumption of institutional logics perspective is on its premise. The institutional 
logics perspective assumes that institutional orders reflect two features of material and non-material 
premises. This assumption suggests that institutional orders are interdependent systems where both 
cultural and material practices and rules of the game interact with each other and collectively 
condition actions and ways of thinking among actors. By partly denying the core assumption of 
rational choice in the neoclassical economics approach, Granovetter (1985, p. 504) demonstrated 
that most of the behaviors are “closely embedded in networks of interpersonal relations and that such 
an argument avoids the extremes of under- and over-socialized views of human action”. He further 
added that the level of embeddedness of human (economic) action is found to be low in non-market 
societies. It is hard to find a context where only one logic exists, and continues to live long over time 
without any contradictions from other logics that newly enter such context. This assumption brings 
back the role of cultural aspects in institutional scholarship. Although culture-based factors constrain 
the actions in practice, they are manifested in material practices.

Third, historical contingency is an important assumption in institutional logics perspective. The 
institutional logics perspective emphasizes the role of a historical context where socio-political 
events occur. The nature of each context is determined by a large number of key events ranging 
from economic, social to political aspects. This assumption paves for the broader space of changes 
in institutions when institutional logics change over time varying according to historical contexts. 
That means that institutions may be subject to transformation when practices and institutional 
logics change. As examined in P. Thornton’s (2004) book on the publishing field at a higher 
educational level, the shift from editorial logic that emphasizes the nexus between the editor 
and the authors and sale increase to the market logic that focuses on business growth, profit 
increase, and competition causes significant changes in executive succession. P. Thornton (2004, 
p. 83) wrote that “when, whether and how leaders deploy their power to affect succession in 
organizations is conditional on the prevailing institutional logic in an industry”. Ruef and Scott’s 
(1998) study found that the meaning of medical care and particularly hospitals experienced 
a gradual transformation since the chance for survival became a critical issue concerning the 
hospital. Such requirements of surrounding environments led to the modification of managerial 
practices that were later conditioned by market forces.

The above framework in Figure 1 is developed from the conceptualization of logic multiplicity by 
Besharov and Smith (2014). They conceptualize four forms of organizations when they face multiple 
logics with the combination of the compatibility and centrality between logics. The framework predicts 
that the “Contested” form which is a combination of a high degree of centrality and a low degree of 
compatibility will lead an organization to the risk of conflicts within internal organizations. An unex-
pected outcome of such lasting conflicts is the low firm performance or high turnover rate. “Estranged” 
form that is made from the competition between logics in a situation in which one logic dominates just 
makes an organization face moderate conflicts in its internal system. In contrast, “Aligned” and 
“Dominant” forms are more comfortable situations for an organization because logics multiplicity 
does not create a conundrum for it with multidirectional demands or instructions. These authors 
suggest that further research that can analyze how logics multiplicity is embodied within organiza-
tions will expand the proposed framework and thus make a theoretical contribution.
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Like other previous academic works, the framework proposed by Besharov and Smith (2014) 
takes one side to analyze logic multiplicity. Logics in the existing literature are supposed to be 
either conflicting or complementary. It limits our understanding of the varied nature of logics 
multiplicity. A. -C. Pache and F. Santos (2013) and then Gümüsay et al. (2020) inform us of the 
complex variation of the relationship between logics. Accordingly, multiple logics’ components can 
be selectively coupled while other components are still decoupled or portrayed in an “elastic 
hybridity”. Unfortunately, the existing body of literature has not well responded to their sugges-
tion. Instead, they have put much emphasis on how organizations respond to multiple logics. As 

Figure 1. Centrality and com-
patibility of logics.

Figure 2. Data collection process.
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a consequence, the diversity and nature of organizational responses are somehow the myth 
because we miss the clear link between the varied nature of the relationship between logics 
that shapes what will be done by organizations.

3. Literature review on institutional logics and artisan business
In addition to other factors affecting organizational and individual behaviors, the co-existence of 
institutional logics put actors in a dilemma in their decision-making process, particularly when 
logics are competing. The consistency between logics in the way they give guidance for actions is 
conceptualized by Besharov and Smith (2014). The compatibility between logics refers to “the 
extent to which the instantiations of logics imply consistent and reinforcing organizational actions” 
(Besharov & Smith, 2014, p. 9). That means that the level of compatibility between logics will be 
lower when institutional logics prescribe different directions for actions. The common logics 
revealed in the existing literature such as state logic, community logic, market logic, family logic, 
and profession logic (P. H. Thornton et al., 2012) show varied relationships. On the one hand, logics 
can get along with each other and thus give little chance to conflicting actions (Mars & Lounsbury,  
2009) while many logics signal the competing demands for organizations and individuals. That is 
when a field or an organization has “two or more strong, competing or conflicting belief systems” 
(Scott, 1994, p. 211). For example, much research in many fields shows that actors in hybrid 
organizations face different suggestions for their practices regarding micro-finance (Battilana & 
Dorado, 2010), social services (A. Pache & F. Santos, 2013; Binder, 2007), health careKitchener,  
2002; McVey et al., 2020), justice (Valentini, 2017), education publishing (P. Thornton, 2002), gig 
economy and innovation (Browder et al., 2022; Frenken et al., 2020; Genin et al., 2020), and 
artisanship (Lindbergh & Schwartz, 2021; Solomon & Mathias, 2020). More recently, Gümüsay 
et al. (2020) have found the “elastic hybridity” that is presented in “polysemy” and “polyphony” 
in the way an Islamic bank copes with market logic and community logics.

Organizational or individual behaviors in a multi-logic context may be difficult to anticipate 
because different logics have different comparative powers that partly determine the centrality 
that is defined as “as the degree to which multiple logics are each treated as equally valid and 
relevant to organizational functioning” (Besharov & Smith, 2014, p. 12). When one logic is domi-
nant, then another will be peripheral to the responses of organizations or individuals. In contrast, 
when centrality degree is high with competing logics, actors will try to adopt strategic responses to 
avoid any negative outcomes resulting from deviant behaviors (A. Pache & Santos, 2010), e.g. 
decline in firm performance (Battilana & Dorado, 2010; Tracey et al., 2011). For instance, Reay and 
Hinings (2009) found that the introduction of corporate logic in a health-care system informs the 
centrality among logics that creates logic hybridity. Although medical staff conforms to profession 

Artisan’s view

- Emphasize the symbolic value 
of the product

- Appreciate the value of 
manual labor

- See products as the 
representative of the ‘self’

- Consistently show no 
concession for the intrusion of 
technology

- Creativeness must stem from 
artisan’ mind and be presented 
through the artisan’s hands

- Continue traditional skills and 
methods in honor of 
ancestors’ heritage

- Do care about the economic 
benefit of products

- Appreciate the value of 
artisanship

- Perceive products and how 
they satisfy customers’ need 
as a means for business 
survival

- Economic benefit and 
business growth represent 
the self of business owner

- Emphasize the critical role 
of technology

- Be aware that preservation 
of tradition is the role of 
artisans

Business owner’s view

- Harmonious view on traditional 
skills/methods and newness

- Newness is not harmful but needed
- Technology supports the perfectness 

of artisanship
- The economic concern is legitimate 

as long as addressing it does not 
undermine artisanship

- Both economic interest and tradition 
are important 

Artisan business 
owners’ view

Figure 3. The engagement of 
two opposing views by artisan 
business owner.
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logic (medical professionalism) while the government and managerial staff abide by corporate 
logic (business-like), the business-like logic gradually dominates and permeates the health-care 
system. As A. Pache and F. Santos (2013) conceptualized, individuals in hybrid organizations will 
play the role as “hybridizers” who combine two competing logics if they are identified with these 
two logics and these logics are of comparable strength. Further, A. Pache and F. Santos (2013) 
propose five types of individual responses to competing logics based on the awareness and 
information they have about the institutional context including ignorance, compliance, defiance, 
combination, and compartmentalization. These authors came to conclude that entrepreneurs are 
the “multicultural” hybridizers who contribute to innovation and institutional change.

Organization and management literature has recently turned its attention to artisan entrepre-
neurship (Pret & Cogan, 2019), an interdisciplinary field that is characterized by the existence of 
multiple logics. First, market logic that is prevalent among private firms now permeates the 
artisanship in the making of business-like forms. Artisan entrepreneurs “who emphasize manual 
production over mass-production, independence over conglomeration, local community over scale, 
and value creation over profit maximization” (Solomon & Mathias, 2020, p. 1) struggle with the 
question of “who we are” with which they need to adopt a market rule in the business (Kellogg,  
2009; Lindbergh & Schwartz, 2021). Artisan firms may introduce process innovation in which 
technology has more roles to play in making artisan products or semi-artisan products 
(Campana et al., 2016; Kabwete et al., 2019). They do so to satisfy their customers’ tastes and 
needs in pursuit of firm growth (Aakko, 2018; Pret & Cogan, 2019).

In contrast, much research highlights the artisan logic existing in the artisanship field and firms in 
which it informs actors in such context of the rules that differentiate artisan products from mass- 
produced products. Terrio (1996, p. 77) concluded that “The very persistence of skilled craftsmen and 
family modes of entrepreneurship in these [post-industrial] economies means they can be absorbed 
within and designated as unique manifestations of a unified national culture.” Artisanship is unique 
because it is “the application of skill and material-based knowledge to relatively small-scale produc-
tion” (Adamson, 2010, p. 3). Artisan products portray social-historical and aesthetic values (Twigger 
Holroyd et al., 2017) that may reduce the actions of artisan firms or firm owners to the situation in 
which they partly deny profit-making opportunities (Humphreys & Carpenter, 2018). Thus, artisan 
firms face the dilemma between preserving tradition or introducing changes to past legacies in pursuit 
of material benefits (Lindbergh & Schwartz, 2021).

4. Methodology

4.1. Research setting
To study the “social world”, interpretivism and positivism are two well-known paradigms with 
different ontologies, epistomologies, and the research aim. With positivism approach, social 
researchers attempt to study social phenomenon that is socially constructed in a relatively direct 
way with the assumption that they can be independent of the things they observe and analyze 
(Schaffer, 2016). Conversely, interpretivism demands the different ways that researchers see and 
study the world. Accordingly, researchers in social science tend to observe and perceive the shared 
meanings of the “unreal” social entities that are socially constructed and embedded in an 
institutionalized cultural context (Hawkesworth, 2014). Collins (2019) describes interpretivism as 
“associated with the philosophical position of idealism, and is used to group diverse approaches, 
including social constructivism, phenomenology, and hermeneutics; approaches that reject the 
objectivist view that meaning resides within the world independently of consciousness”. 
A qualitative method with an interpretive approach has been applied in this study. The interpretive 
approach will allow researchers to get more insights from the practical data and events from the 
view of informants (Corbin & Strauss, 2015; Van Maanen, 2011). Another focus of this study is on 
describing the direction driven by different logics to find out the subtle meaning of the relationship 
between logics.
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Bát Tràng has been chosen as the research site of the present study because it provides an 
appropriate and interesting context for analyzing competing logics. Located in Hanoi, the capital 
city of Vietnam, Bát Tràng has been a fertile ground for the making and development of ceramic 
production since the fourteenth century (Bui et al., 2013). As a handicraft subindustry, ceramic 
production in Bát Tràng has witnessed a lot of adversities in its historical development. Having 
started in the fourteenth century, it mainly served the demand of royal members through 
Vietnamese dynasties (Phan et al., 1995). Craft production only experienced gradual changes 
over the 600 years (Phan et al., 1995) before it encountered the serious challenge from mass 
production (Fanchette & Stedman, 2009) and customers’ changing needs (Do, 1989). Economic 
reform “Doi Moi” since 1986 in Vietnam has opened the avenue for private business, including craft 
ceramic production. Rapid socio-economic development in Hanoi has created not only business 
opportunities but also a dilemma for ceramic production. On the one hand, market expansion that 
went along with the competition of alternative mass-produced products (particularly Chinese 
goods), tourism-driven demands, and proliferation of local production brought considerable eco-
nomic benefits to local artisanship producers (Bui et al., 2013; Fanchette & Stedman, 2009). On the 
other hand, the “rules of the game” guiding traditional craft production that was passed on over 
several hundred years in this local artisan community have still been in effect and embedded in 
traditional cultural events, documents, and historical buildings (e.g. village convention, annual 
local festival, family trees, village temple of literature). Therefore, artisanship production may be 
subject to the tension between the demands resulting from the market and the “rules of the 
game” anchored to traditional values.

4.2. Data collection
The in-brief entire data collection process is visualized through a diagram below. Then, a more 
detailed description of the data collection is provided below in Figure 2.

We were aware that analysis of logics in a cultural context like the artisanship community, Bát 
Tràng, in my study demands a careful data collection process. The research design introduced by 
A. Pache and F. Santos (2013) provides us with a useful initial recommendation for my data 
collection. The authors broke data collection into multiple phases. During the initial phase of 
data collection, desk research was carried out to gather any documents or data available to 
gain an overview and background knowledge on the socio-economic and historical development 
of the artisanship community, focusing on the ceramic community, Bát Tràng, regulations on craft 
village and artisan certificate. The research site is a large ceramic-making community that is 
a large region for thousands of family businesses, micro-small and medium-sized enterprises 
and local citizens. The life and business of local people are intertwined in the way Bát Tràng is 
home to local life, ceramic production and business, craft ceramic exhibitions and reserve.

After phase 1, I continued with a series of interviews and talks with a local couple who are an 
artist cum artisan (Hoang) and an architect (Van Anh). I brought what I learned, e.g. background 
knowledge about the artisanship community, to the interview and discussion with these infor-
mants. I traveled back and forth between October 2021 to February 2022 to Bát Tràng for many 
interviews, informal talks, and field notes. This second stage offered me a deeper understanding of 
social and economic activities in the research site from the insider’s view. The data collection was 
continued with a further connection with a community leader, Tuc Dinh Dang, who had been 
a commune leader for around 20 years and played a key role as a host for hundreds of socio- 
economic and policy events in the local community. Tuc first helped me clarify the confusing points 
and further provided me with a comprehensive background regarding social and business activities 
of the local context over a long period, particularly focusing on the key changes in artisanship and 
local people’s socio-economic life. Then, he kept sharing some key written documents that are 
unaccessible, e.g. Bát Tràng village convention and some not-for-sale books that describe the 
comprehensive background information about key socio-economic aspects of my research site. 
Drawing on the rapport with the local influencers (Tuc, Hoang, and Van Anh), the data collection is 
eased and continued with the connection with the target interviewees. We discussed with each 
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other scanning the list of artisans and artisan business owners to find the candidates who are 
qualified for the current study’s interviews based on several core selection criteria regarding (1) 
being awarded at least one artisan certificate, (2) running the business in Bát Tràng and (3) being 
born and raised in Bát Tràng. All of these three criteria will ensure the suitability of research 
informants.

Phase 3 was conducted with a series of 15 semi-structured in-depth interviews and fieldwork with 
notes and observation during 5 months. The current study adopted semi-structured in-depth inter-
views as a main data collection tool because it allows the author to further discover new knowledge 
based on the development of the interviews. Not to mention ice-breaking questions and the ones on 
personal details, the interview guide (see further in the appendix) was initially developed with 25 
questions focusing on identifying logics, logics’ demands, perception of informants on logics and their 
demands, the changes of products over time. For example, interviewees were asked: What drives the 
changes in your products? Do such changes come from the market? Could you please clarify any 
boundary for such changes and if there is any boundary for the changes, why? From the view of 
a business owner, what do you think you should do? As an artisan, what do you pursue?

This data collection strategy yielded fruitful outcomes. For example, a clue revealed from the 
interview 4 encouraged the author to further explore more about the underlying logic behind the 
artisan product strategy that couples two competing logics. Data collection from interviews as 
a primary data source was stopped when no new theoretical concept emerged (Glaser & Strauss,  
1967; Glaser, 1992). Further, to verify the qualitative data, triangulation was applied to offer 
a more comprehensive understanding of institutional logics. In addition to data collected from 
15 in-depth interviews, several informal talks with both local citizens who are not either artisans or 
business owners and customers who ever purchased craft ceramics made in Bát Tràng. Such 
additional data would not only give further information for the study but also help cross-check 
some data collected from interviews (e.g. interviewees reported that their artisan products experi-
enced changes varying according to customers’ taste. They also stated artisan products are part of 
symbolic value for the local community).

To respond to the ethical issue, the authors clearly explained the purpose of the current study 
for research informants. The authors also promised them to keep their identities confidential. 
Further, they asked the interviewees if they have any concerns when joining the interviews (e.g., 
any harm to the personal brand, business growth) at the outset of interviews and talks before they 
verbally agreed on participating in the current study. The authors of the current study also got 
back to Bát Tràng to have more discussions with interviewees during data analysis that was being 
carried out. The purpose of this approach was to reduce any misinterpretation of meanings or 
subtle meanings of qualitative data.

4.3. Data analysis
Qualitatively analyzing institutional logics has been used in qualitative studies. The current study 
applies the “pattern-matching” technique to qualitatively capture the institutional logics (Reay & 
Jones, 2016). The pattern-matching technique has been used in several influential studies in the 
literature on institutional logics, e.g. P. Thornton and Ocasio (1999), P. H. Thornton et al. (2012), 
Goodrick and Reay (2011). This technique requires researchers to compare practical data to the 
ideal-type logics to identify institutional logics (Reay & Jones, 2016). The descriptions of attributes 
or characteristics of institutional logics (market logic and profession logic) are borrowed from 
studies by P. H. Thornton and Ocasio (2008) and Goodrick and Reay (2011). Then, the author of the 
current study would match the practical data collected from interviews, talks, historical docu-
ments, and government policies with each of the attributes of these two logics. As suggested by 
Goodrick and Reay (2011), an evaluation of the closeness between practical data and ideal-type 
logics would be carried out to reduce any mismatch. The scale for such evaluation will range from 
1 to 5 reflecting the increasing level of closeness.
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Data analysis of this study also adopted the back-translation technique to avoid any misrepre-
sentation of language because the Vietnamese language was used for all interviews and talks. 
First, Vietnamese language was used in the qualitative coding process. Then, Vietnamese-written 
texts would be translated into English to match the ideal-type logics. A parallel reverse process 
was also completed. English-written presentation of the attributes/characteristics of ideal-type 
logics was translated into Vietnamese to help matching process. Next, after matching process, the 
results will be translated back into English. These two parallel processes were able to minimize the 
translation problems that might distort the genuineness of the coding process.

5. Results on market logic, artisan logic, and blended relationship

5.1. Matching process between practical data and ideal-type logics

5.1.1. Learning stage of logics 
The co-existence of market logic and artisan logic is clearly stated in the practical data collected 
from in-depth interviews, government and historical documents, and informal talks. The matching 
process produces a high level of matching between practical data with the ideal-type institutional 
logics. Before matching practical data with the ideal-type institutional logics, the following para-
graphs will present the learning stage of the pattern-matching stage by capturing the sense and 
meaning of the logics available. Interviews and talks with Tuc, Hoang, and Van Anh have benefited 
the first stage of the pattern-matching process.

Tuc, Hoang, and Van Anh stated that thanks to the increasing production, Bát Tràng has 
been a home for thousands of paid labors originating from elsewhere. These labors have been 
provided a series of technical training sessions at different levels in craftwork. Moreover, Tuc 
also emphasized that Bát Tràng has been experiencing a gradual shift from purely business to 
a combination between ceramic business and ceramic-driven local tourism. Such a shift is the 
result of government policy direction and market demand. Government and local authorities 
have explored and then focused on the potential of the researched community tourism. In 
recent years, they implemented many supportive programs for the development of the local 
community tourism. As a result, local firms and family businesses follow the call from the 
government policies and then change the direction in a way that they put their focus on 
tourism that is anchored to the symbolic meaning of local community products. The develop-
ment of community-based tourism in Bát Tràng is also one of the reasons for promoting 
changes in the production and products of Bát Tràng. Previously, consumers of Bát Tràng’s 
products were mainly in other localities, but in recent years, the increase in the number of 
visitors to Bát Tràng has resulted from the pursuit of the personal enjoyment of local features. 
Consequently, visitors flocked to Bát Tràng for purchasing activities and localized distinctive 
characteristics.

Another point worth consideration, the perception of local artisans and citizens is divided. Part of 
them is open to whatever is new in the craft business while the remaining part supports the adoption 
of a new method, ceramic input, or technology. All of these local informants warned that the ones who 
support the newness do not necessarily clearly express that view in the public sphere. They may 
carefully show their idea to the public because of fearing the unexpected reactions from those whose 
mind is anchored to oldness. The informants emphasized that artisans in Giang Cao village tend to be 
more open to innovations than their counterparts in Bát Tràng village.

Although Bát Tràng village and Giang Cao village are two villages of Bát Tràng commune, but 
if you want to see traditional craft skills and pure artisan ceramic products, just come to Bát 
Tràng village. If you want to see something new, you can see it in Giang Cao village. 

On the one hand, the local artisans try not to show discrimination against the perception of artisan 
business, products, and skills from both sides. On the other hand, there still exists a fact based on 
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the insiders’ view like Hoang, Van Anh, and Tuc that, although changes are a must and the 
changed direction in artisanship has been prevalent, part of the researched community shows 
the opposing view on the newness.

5.1.2. Matching stage of logics 
5.1.2.1. Market logic in artisan firms. Table 1 below presents the attributes of Market logic. 
Economic reform “Doi Moi” since 1986 has been a turning point that marked the transition from 
a centrally planned economy to a market-based economy in Vietnam. Along with such a transition, 
the dissolution of state cooperatives in most business fields gave rise to the private and family 
business. The introduction of technology in the local artisan community sparked the severe 
competition facing artisan production. Running a business in the contemporary economy of 
Vietnam, particularly in the area of the ceramics-producing community, is perceived as the 
“battlefield” because of the high competition resulting from a large number of local competitors 
and Chinese technology-driven ceramics. All of the current research’s informants are fully aware 
that their firm struggles the survival in a competitive business context. In such context, craft 
production is portrayed as a business-like form that pays attention to market signals, e.g. compe-
titors and customers. That is considered the source of identity for craft production. To survive such 
severe competition, on the one hand, artisan businesses need to be navigated by the market 
position that explicitly refers to competitive advantages. On the other hand, artisan businesses are 
oriented by customers’ tastes. For example, the products need to show their utility and satisfy the 
customers’ needs. In other words, firm performance will be decided by the taste and the need of 
customers. At the core of serving customers’ needs are product price and values that are largely 
affected by technology-based productivity growth. Thus, technology can be intentionally engaged 
in many production phases to make changes to products.

5.1.2.2. Artisan logic. Table 1 below presents attributes of Artisan logic. The local artisan ceramic 
community has been long established since the fourteenth century. It was when craft products were 
merely produced with manual labor and craft skills. The changes in ceramics did occur but slowly 
over several hundred years until the twentieth century. Craftwork has its own “rules of the game” in 
which the manual labor and craft skills through the hand of artisans will play a strongly decisive role 
in craft production. Artisans themselves become a part of such a process. Informants of this research 
reported that they put their passion and love into craft production which makes craft products 
unique and aesthetically beautiful. Traditional values in craft production are passed on from gen-
eration to generation within the local community. They are manifested in annual festivals that are 
considered a way to honor their craft ancestors. The view of Vietnamese government is also for 
preservation of craft skills and craftwork and also make them better adapt to the contemporary era. 
Local authority of Hanoi issued a city program for preservation and development of craft ceramics 
production. Further, the current policies set a number of criteria for those who want to be certified as 
artisan. For example, a meritorious artisan must be doing job at least 30 years, show the significant 
contribution to the profession through provision of training for at least 50 future artisans, etc. 
Therefore, the craft products not merely represent the symbolic values of the community, but also 
the personal reputation of artisans. 

5.2. Institutional demands toward craft products
Institutional logics have different demands that guide the actors’ behaviors. This study provides 
further evidence in support of market logic’s demand for innovation in craft products. In contrast, 
artisan logic shows the hybrid demands for product innovation.

5.2.1. Institutional demands from market logic for craft production 
As presented in Table 2, market logic requires that the price of a product must be competitive. In 
so doing, it allows the engagement of technology in production phases as the replacement for 
manual labors. As a result, it not only causes changes in the products, mainly in the design, 
thickness, and color of products but also allows producers to introduce new products fast. Market 
logic emphasizes the role of new products as a competition tool for firms. It entails the quick 
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reaction of craft producers to the launching of new products by competitors. Unlike artisan logic’s 
demand that considers the uniqueness of craft products as a competitive advantage, market 
logic’s demand urges craft producers to boost the speed of product innovation to take action as 
the first movers. Further, the material utility of products is a must. Craft producers are expected to 
ensure the utility of products that is guided by customers’ taste. Technology can be a useful tool to 
make positive changes in products with a higher level of technical precision that was never 
achieved with traditional craft skills.

5.2.2. Institutional demands of artisan logic 
In this study, artisan logic shows the hybrid institutional demands toward product innovation (see 
further in Table 3). On the one hand, it requires that manual labor must be a main source that 
creates the values of products. At the heart of craft products is the manual labor of artisans. To 
help create craft products’ values, artisans are aware that traditional craft skills should be 
transferred over generations. Products must own the “spirit” inside. It is embedded inside craft 
products. The “spirit” of products is the “uniqueness” that differentiates it from other mass 
products. The ambivalence toward product innovation is revealed through the artisan logic. To 
warrant the uniqueness of craft products, the artisan must take control over production phases, 
particularly the main phases that help differentiate craft products. The value of craft products can 
be maintained as long as artisans play a decisive role in making craft products. Further, the 
adoption of technology at a certain level can upgrade the aesthetics and precision in craft 
production.

5.3. The view of local citizens and customers toward artisan ceramic products
First, Table 4 presents the points of view of local citizens who are not artisans or business owners in 
the ceramic field. Their view and observation will shed light on the existence of logics, the cross- 
checking method for the data collected from qualitative semi-structured interviews and the 
external expectation or pressures for artisan business.

Generally, there exist some external pressures from the general public and the customers facing 
artisan business and production. The perception of customers and the public embodies the 
institutional constituents and thus the external pressures that partly shape how artisan firms 
perform their products. The ambiguity embedded in these external stakeholders fosters diversity in 
the way firm owners respond to logics. Indeed, local citizens and customers show both “for and 
against” toward changes in products. On the one hand, they support products’ changes with the 
belief that no one can stand outside the “game”. On the other hand, they urge artisans to retain 
heritage skills at all costs.

When the authors of this research conducted informal talks with local citizens and customers, 
they responded to his question immediately without reluctance. They clearly expressed their proud 
feeling about the brand “Bát Tràng” and were eager to talk about it. We can see that the view of 
local citizens in the current research represents a fact that they feel secure with the familiar 
products because they consider the ancient values as pride of their community. In contrast, the 
transformation still occurs when the socioeconomic context changes. Thus, they also feel comfor-
table with the changes at certain levels. Similarly, customers are not conservatively faithful to old 
values. They accept changes as a necessity along with the traditional values conservation.

5.4. The view of local artisans and business owners toward artisan ceramic products
Table 5 reveals the contrasting view between the artisan and business owner. In the current study, 
only one “pure” artisan and one business owner who is not an artisan are recruited. Data collected 
from them clarify logics and identities related to the research topic. The artisan in the current 
study shows a firm view on artisan products. For him, Duc, artisan products are the ones that 
cannot be equated with mass-produced ones or the ones with the support of technology. From his 
point of view, artisans not only need to take full control over the production of artisan products but 
also directly get involved in making those with their hands. By participating directly in the 
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Table 1. Attributes of market logic and artisan logic
Attributes Market logic Selected quotes 

emphasizing 
market logic

Artisan logic Selected quotes 
emphasizing 
artisan logic

Economic system Market capitalism The market 
economy is like 
a battlefield. 
Competition on the 
market is extremely 
serious.

Personal capitalism I directly design and 
knead my products 
and I appreciate 
them. I am not like 
business owners 
who want to 
produce thousands 
of products for sale 
a day. I am an 
artisan!

Sources of identity Craftwork as 
a business

Craft production is 
like business that 
develops a typical 
line of products 
leading the market.

Craftwork as 
a profession

Artisanship is art. 
What is artisanship? 
Artisanship is a job, 
as artisans, we 
simply are manual 
labors. We prefer 
others to perceive 
us as artisans. That 
is because, if you all 
think that way, you 
all will understand 
love, passion and 
beauty of craft 
ceramics.

Sources of 
legitimacy

The market position 
of the firm 
Recognition of 
customers’ needs 
and tastes

Not only in craft 
village, but also in 
other regions in 
Vietnam or abroad, 
when this field is 
developed, we also 
need to catchup up 
with and develop. It 
is like if a nuclear 
weapon is launched, 
others will also do 
so. 
Expand the 
production size first 
comes from 
customers’ needs. If 
we don’t have 
customers and their 
needs, we cannot 
develop business.

Personal reputation 
Aesthetics of 
products

It is the artisan who 
produces faulty 
products will wrap 
them up in a bag 
and dispose of. That 
is because making 
faulty product may 
cause a problem for 
the reputation of 
artisans.

(Continued)
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Attributes Market logic Selected quotes 
emphasizing 
market logic

Artisan logic Selected quotes 
emphasizing 
artisan logic

Basis of strategy Customer and 
competitor 
orientation

Generally, we 
produce as our 
customers wish and 
follow market 
demand. 
More technologies 
are applied to better 
satisfy customers’ 
needs. The products 
are expected to 
ensure the utility, 
aesthetics, 
endurability, and 
cultural match. 
We cannot develop 
without 
competition. The 
higher competition 
will make artisans 
more crave for 
particular products. 
Don’t be scared! The 
competition will 
sharpen the way of 
thinking and push 
the skills to develop. 
Therefore, the new 
products will better 
serve society.

The uniqueness of 
craft knowledge and 
skills

Artisanship is 
culture. The 
machine used 
cannot make such 
artisan products. 
Such products bring 
producers economic 
benefits, in return.

Basis of mission Firm survival Does there exist 
competition in 
artisanship? YES, it 
does! To survive and 
develop, we need to 
make changes. Such 
changes will follow 
positive values.

Build the prestige of 
artisans and their 
firm 
Maintain traditional 
values through craft 
skills

Products that are 
100% made by 
hand portray the 
spirit of craft village 
and the passion of 
artisans. Such 
products will be 
passed on to the 
next generations.

(Continued)
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Table 1. (Continued) 

Attributes Market logic Selected quotes 
emphasizing 
market logic

Artisan logic Selected quotes 
emphasizing 
artisan logic

Event sequencing Transition economy 
toward market 
mechanism 
Technological 
advancements in 
the burning process

-Economic reform 
“Doi Moi” since 
1986 has gradually 
given rise to market 
mechanism. 
-1990: Product 
export contract with 
Algeria 
-1990–1995: 
Dissolution of 
cooperatives gives 
rise to family 
business and firms. 
-1998: New gas-and 
-electricity-using 
burning technology 
and diversified 
materials.

State policy toward 
traditional craft 
villages 
Regulation/ 
requirements 
related to the 
certificate for 
artisans at different 
levels

A series of 
Government policies 
include: 
2001: guiding 
policies for artisan 
certificate in 
Vietnam 
2009: Policy for 
Hanoi’s excellent 
artisans 
2011: National 
program for the 
preservation and 
development of 
craft villages until 
2020 
2014: Regulation on 
meritorious artisan 
and People’s artisan 
2018: Decision 
policy toward rural 
business industries, 
particularly craft 
villages 
2022: City plan of 
preservation and 
development of 
craft village and 
rural business 
industries in Hanoi 
until 2025 
2022: The national 
program for 
preservation and 
development of 
craft village in 
Vietnam in the 
period 2021–2030

Performance 
standards

Market (consumer) 
determines the 
success

Whether the 
products stand 
firmly on the 
market? After being 
produced, what can 
we achieve if such 
products are 
ignored soon, right? 
Discovering 
something is hard 
but the problem is 
whether the 
customers accept it? 
If they are 
indifferent to such 
products, that 
means we are going 
off track. 
The aesthetics of 
products must be 
ensured.

Artisans themselves 
or artisan 
community

The quintessence of 
products is 
determined by 
humans. The quality 
of products will 
show whether 
artisans are skillful.

(Continued)
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production process, artisans can sense their “self”. We see that artisans, who are imbued with the 
artisan logic and stay away from business logic, obviously show their passion for tradition and 
symbolic values based on the identification of craft skills transfer over the next generations as 
their mission. The firm and partly “conservative” view against the change keeps them away from 
business growth. In contrast, the journey of the business owner who is not either rooted in the 
local community or being an artisan is different. Although the business owner who is recruited in 
this research is aware of and appreciates the value of artisan ceramic, he only maintains the things 
that cannot be substituted by technology. The symbolic value of artisan products is emphasized in 
his words, but economic concerns are just his firm’s priority.

The comparison of the view between two actors who show different identities returns an 
important result. Artisans and business owners represent very different views on what ceramic 
should be in the contemporary society. The views of these two actors are located in the two 
extremes. In other words, the opposing views from these two extremes help us better understand 
the views in between of these two.

We can see in Figure 3 that those artisan business owners portray a tolerant view that illustrates 
a reconciliation between the two sides. On the one hand, artisan business owners clearly express 
one of the logics for their business is the practice, value, and beauty of craftwork. There is 
a reminder here that all artisan business owners as the current research informants are those 
who started first with the journey to becoming an artisan. A long history of engagement with 
craftwork has implanted in them a firmly clear expectation to become an artisan. Scaling-up of 
their business and the transition of their role from an artisan to the one who runs the business put 
them face a tension that is made from two “rules”. The presence of the tolerant view does not 
necessarily mean the disruption of logics. Instead, it helps us better understand how artisan 
businesses can respond to different demands of logics.

Attributes Market logic Selected quotes 
emphasizing 
market logic

Artisan logic Selected quotes 
emphasizing 
artisan logic

Determination of 
price/values

Productivity and 
technology

Technology may get 
involved as 
a supportive tool for 
some small 
processes. It helps 
improve labor 
productivity, 
beautiful products, 
uniformed and 
competitive 
products.

Artisanship Artisanship 
determines the 
value of products 
and ensures 
economic benefits 
for producers 
Artisanship is 
considered the spirit 
that is embedded in 
products enabling 
customers to feel 
the such spirit.

Control of the work 
process

Artisanal 
entrepreneurs will 
manage the work 
according to the 
market preferences 
and pressures

More technology 
may need to be 
adopted for craft 
production. That is 
because some 
production stages 
are hard for manual 
labor while 
technology can be 
a supportive tool for 
artisanship in 
ensuring the 
aesthetics of 
products.

Artisans will control 
the work based on 
the craft-based 
standards

The requirements 
for artisans include 
(1) the love for 
ceramics, (2) craft 
skills and the deep 
knowledge of 
artisanship. When 
they are 
intertwined, artisans 
can create the spirit 
inside products.
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6. Discussion and conclusion
The current qualitative study identifies a blurry boundary in the mutual intersection between 
market logic and artisan logic. The mutual intersection between logics that is created by the 
compatible attributes of logics enables actors to have a more flexible strategy that is expected to 
satisfy both institutional logics’ demands. This research result showcases the diversity in organiza-
tional behavior among firms encountering multiple logics. Further, this study also provides further 
evidence that supports the compatibility of logics. However, it goes further by discovering the 
blended relationship that is characterized by the co-existence of incompatible and compatible 
attributes. The incompatible attributes prescribing different demands guide product innovation in 
different directions. The artisan logic demands that firms should maintain the introduction of 
traditional products buiding on craft skills, while market logic requires that firms can launch 
innovative products based on technology. The mutual intersection with a blurry boundary offers 
a new approach to the analysis of product innovation in an institutional context of the artisan 
community.

Drawing on the existing literature on institutional logics, the matching process between practical 
data of local artisan ceramic production with ideal-type market logic and artisan logic first 
provides a detailed presentation of attributes of logics. This study finds a blurry boundary between 
market logic and artisan logic that is made from the mutual intersection between logics. That 
means that not all attributes of these two logics are conflicting. Besides the competing attributes, 
these two logics have intersecting demands that allow the partial synergistic relationship without 
provoking conflicts between logics.

Table 2. Institutional demands from market logic for craft production
Embracing product innovation

Institutional demands Selected quotes
Competitive price Machines must be used to reduce the cost to gain 

a more competitive advantage. 
Burning technology advancement improves 
productivity, reduces cost, and protects the 
environment.

Products must satisfy market needs Craft production must follow the call of society, and 
the market to survive. In the past, people only care 
about basic needs and now they care more about 
higher needs and use the products that match their 
needs. So, craft production always needs further 
development to satisfy customers’ tastes. 
Our firm often launches new sample products 
quarterly. If customers give attention, we will produce 
more.

New products as a competitive tool Not only in ceramic production but also in other fields, 
other producers develop their products and so do we. 
It is like when a new nuclear weapon is launched, 
others will need to introduce the counter-balance one 
to compete. Competition here is fair but considers 
catching-up and survival.

The utility of products is a must The products are often innovated based on market 
needs and utility. 
Ceramics must be adaptable to the contemporary 
diverse needs.

Technology is a source of positive changes On the current market, the application of science and 
technology in craft production helps make products 
that have never been produced in the past. When it is 
combined with labour and passion, it can allow craft 
products with a higher level of technique and 
aesthetics.
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First, the market logic demands that craft product is subject to any changes stemming from 
market forces such as customers and competitors. Despite the uniqueness, artisan products need 
to satisfy the taste of customers which is changing over time. Further, to gain a competitive 
advantage, craft producers should take action as the first movers by innovating the products. In 
other words, the craft production process operates in the form of a business that is driven by 
market rules. In contrast, artisan logic generally requires that craft production should be more like 
a small-scale business that focuses more on artisan skills and manual labor, quality, aesthetics 
and, symbolic values, and sense of self rather than technology, quantity, material utility, and 
satisfaction of users, respectively. However, the present study also finds room for these two logics 
to get along with each other. Technology can not only help improve the precision of manual labor 
but also offer the chance for artisans to pursue the creation (glaze, design, color, quality of 
material) and a diverse range of aesthetic uniqueness that is hard to be achieved by artisan skills 
with manual labor only. Artisan logic also shows partial concession that paves for a new view 
regarding craft products leading to the penetration of technology. So, that permits the actors to 
traverse the blurry boundary between these logics without incurring institutional conflicts.

Table 3. Institutional demands from artisan logic for craft production
Hybrid demands for product innovation

Institutional demands Selected quotes
Manual labor is a source of product value Manual labor plays a decisive role in craft production. 

Products that are produced by manual labor are deeply 
valued. 
Artisanship creates the “heart” of and determines how 
people perceive the products.

Traditional artisan skills need to be preserved The life of ceramics production is manifested in folks, 
songs, poems, books, and government documents. 
A series of annual events are organized to train and 
inspire future artisans as the responsibility of the 
current artisans.

The “spirit” of artisanship is embedded in the product These products must have “soul” and energy that are 
given by artisans. It is totally different from automobile 
production. 
Craft products have their uniqueness and “soul” that 
charm the customers.

Artisan skills need to take control over important 
production phases

It is time-consuming and manual labor-intensive to 
make craft products. The craft products are not 
uniform. It is the uniqueness. That means that the 
shape and design of craft products largely depend on 
the passion, mood, and skills of artisans. 
An artisan must know how to control production 
phases from the start to the end.

Craft products must ensure aesthetics An artisan has to make aesthetic products that are 
unique due to his skills and technique. That is the 
creation. 
Craft products have their aesthetics higher than that of 
mass-produced goods.

Ambivalence toward changes It is hard to merely produce ceramics at its highest 
level of craft (100%). So, that is necessary to combine 
it with technology. Technology only provides the 
supporting role in easing the process and correcting 
faulty details. 
Both artisan skills and technology are important. 
Traditional skills are the foundation for the innovated 
products. However, the “old” will not develop without 
innovation. 
Craft products also need to adapt to the contemporary 
needs of customers.
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Such blended relationship results in diverse product innovation. The artisan logic will encourage the 
preservation and the pursuit of craft products in their purest form, while market logic will suggest product 
innovation in a very wide range. The mutual intersection of these two logics recommends a nuanced 
strategy that allows technology to engage more in artisanship as long as it does not violate the artisan 
logic’s attributes outside the intersection. Figure 4 briefly presents the current research results.

The current study contributes to the existing literature in several ways. First, this study has identified 
the premise underlying the strategic response of hybrid organizations to institutional pressures. While the 
wisdom of organizational behaviors in the institutionalized context has been taken for granted due to the 
breakup with the nature of the relationship between logics, this study extends the effort of the recent 
stream of literature on the diverse strategies of artisan entrepreneurs with more insights. Artisanal 
entrepreneurs’ strategy is a tensional process that builds on the identification of market logic and 
artisanal logic. Solomon and Mathias (2020) revealed that artisanal entrepreneurs face the conundrum 
between firm growth and artisanal identity. Applying counter-institutional identity literature, they found 

Table 4. Perception of local citizens and customers on artisanship
Dimensions Local citizens Customers
Value of artisan ceramic products When hearing the reflection on Bát 

Tràng ceramic products, we are so 
proud although I do not produce 
them. I cannot fully express such 
a proud. I have a strong feeling that 
products are part of our local life. 
Bát Tràng ceramic products are 
wonderful. Of course, I am proud 
and we are proud of it. Everyone in 
Vietnam and even many people 
around the world know it. It 
becomes our holy pride.

You know, I buy a lot of different 
product types made from plastic, 
inox, wood to ceramic. However, 
when I indeed need products that 
can satisfy the self in me, the 
spiritual part of my life, Bát Tràng 
ceramic must be one of the top 
priorities.

The changed I was born and raised in here (Bát 
Tràng) and I have been witnessing 
a lot of changes in products (type, 
color, design, and business 
method). 
Many years ago, I remember that 
visitors might find it hard to buy the 
products they wish. But, now, 
everything changed. You can see it 
everywhere here.

From the observation of a loyal 
customer of Bát Tràng ceramic, 
I see that the artistic sensibility of 
artisans or producers improves over 
time. 
I saw a lot of changes, particularly 
in the last 10 years. Not only did 
changes happen in Bát Tràng 
products, but I felt that Bát Tràng 
now has the widest range of 
products than anywhere else in 
Vietnam that I know.

The unchanged Uhm, there is still something 
unchanged. I know many of them 
still use the old skills passed on 
from their ancestors, using 
turnables or the workers and 
artisans still perform the craft 
drawing.

I am not sure about others but for 
me, I often look for ceramic 
products that are close to the 
ancient ones. Fortunately, I still see 
them in Bát Tràng.

The attitude toward the changes In general, everyone has to survive. 
So, I think the changes in this 
region are acceptable. However, 
such changes should not refuse all 
old values left by the ancestors.

It depends, ah, uhm, I am only one 
of the customers who buy these 
products. Someone like me, 
someone else unlike me. I do 
believe that products should be 
changed to adapt to new living 
conditions.

Expectation I hope that our community will 
grow and thrive. They, local artisans 
and also business owners, deserve 
the good things. 
Local artisans should be key actors 
who preserve ancient skills and 
knowledge in craftsmanship.

I felt happy because Bát Tràng did 
not break up with old values that 
have been accumulated through 
generations. But, changes are 
necessary because they only 
maintain the craftwork if they can 
survive.
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Table 5. Perception of artisans and business owners on artisanship
Dimensions Representative excerpts from 

the interview with artisans1
Representative excerpts from 
the interview with business 

owners2

Current practice ● Use traditional craft skills 
(potter’s wheel, manual labor, 
traditional color, old ceramic 
glaze–producing method, 
ancient burning method with 
coal or wood)

● I make products with tradi-
tional legendary tales, design

● Have great support from 
technology that replaces 
manual labor as much as it 
can, industrial ceramic glaze, 
gas, or electricity as burning 
resources.

● Making products with differ-
ent designs

Value of artisan ceramic products ● Only artisan ceramic products 
that are made by the hands 
of the artisan with ancient 
craft skills can embody the 
purest form of the cultural 
value. It is greatly more 
valued than mundane bene-
fits.

● Artisan products are truly 
precious, but they must serve 
the economic interest. For us, 
we only produce ceramic with 
the lowest level of manual 
labor because manual labor is 
costly and unproductive.

The changed ● I have been in making cera-
mics for more than 20 years, 
nothing changed since the 
beginning, except for the 
improvement in terms of per-
fection of craft skills (skillful-
ness) and the higher level of 
difficulty in artisanship. But, 
they are all because of my 
“heart, brain, and labor”.

● Everything I can change, I will. 
Compared to what was pro-
duced at the beginning, pro-
ducts, designs, colors, ceramic 
glazes, etc. are different.

The unchanged ● Not 100% sure that what 
I make is like what was pro-
duced by our ancient ances-
tors. But, at least, I implement 
what I have learned from my 
grandfather and father and 
what I have made seems 
similar to the historical cera-
mic I read in books and else-
where. I do not think I will 
change my mind about any-
thing.

● It is hard to find the 
unchanged over time because 
our products are tailored to 
customer needs. More than 
10 years of the establishment 
have witnessed so much 
change. I suppose, the basic 
production steps slightly 
changed. That is it and what 
cannot be replaced by tech-
nology, we must use manual 
labor.

The attitude toward the changes 
or unchanged

● Changes in ceramic produc-
tion only address economic 
benefits, but what about tra-
ditional values?! For me, pre-
serving ancient skills is 
important in contemporary 
society.

● Artisan product is my “self”

● Change is irreversible along 
with history. No customers, 
our firm will die. Whatever 
they need and we can satify 
them, we will!

● Business growth reflect my 
ability in leading our business

(Continued)
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that the pursuit of firm growth will be rejected if artisanal entrepreneurs realize its threats to their 
artisanal identity, particularly their independence. The process of being “deviant” may happen when the 
development of relational identity leads to the likelihood of accepting the reduced artisanal attributes. 
They show the dynamic and nuanced different approaches of artisanal entrepreneurs in coping with the 
tension of firm growth and preservation of traditional values. The attitude of the artisan business owners 
of the present study who recognize the opportunities for product innovation from the blended relation-
ship between logics may challenge the result from Gilbert et al. (2006, p. 937) that refers artisan 
entrepreneurs as those who “must choose growth to foster venture growth”. It also challenges 
Besharov and Smith’s (2014) study’s result for the prediction regarding the existence of an “extensive 
conflict” situation when there have equally powerful logics that are characterized by different demands. 
In the current study, that is because the existence of the blurry boundary in the mutual sphere between 
logics helps firms avoid being “deviant” because of the partial compatibility of institutional logics’ 
demands.

Second, the current research’s finding on the blendedness of the relationship between logics also 
extends the analysis of the relationship between logics. The existing literature suggests that the relation-
ship between logics can be fluid and changeable over time as the result of contextual factors. For 
example, Goodrick and Reay’s (2011) review reveals not only the coexistence of multiple logics, but 
also the correlation in the fluid relationship among them. They found that the practices of pharmacists in 
the USA changed through five eras from 1852 as a result of the comparative effects of such four logics as 
market, state, profession, and corporate. All these four logics that collectively have affected the 

Table 5. (Continued) 

Dimensions Representative excerpts from 
the interview with artisans1

Representative excerpts from 
the interview with business 

owners2

Expectation ● I hope and believe that tradi-
tional ceramic will live long, 
forever. The youth have been 
recognizing the value of tra-
dition.

● I appreciate value of artisan 
products that follow tradi-
tional legacies but I admit 
that we will not choose that 
way. It is for artisans, we are 
not, we are running business.

Figure 4. Market logic, artisan 
logic, and product innovation.
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professional work of pharmacists throughout the long period since the 1800s showed the cooperative 
and competing relationship. Dunn and Jones’s (2010) study gives more insights into the dynamic balance 
and relationship between care and science logics in medical education. Accordingly, the relationship 
between logics in professions that co-exist will evolve over time under the changes of the exogenous 
forces. In other words, institutional logics are not only the source of subsequent institutional change but 
also affected by external forces that drive the comparative balance between them. By conceptualizing 
the new form of the relationship between logics as “blended”, the authors of the current study mean 
some attributes are compatible while some others may be incompatible. The partial compatibility of such 
two logics clarifies the multi-faceted actions at the firm level where multiple logics partly reinforce the 
firms’ actions (Besharov & Smith, 2014). It is useful for further elaborating on how organizations can 
reconcile logics when logics co-exist. The compatible components of logics will be a “safe zone” that 
allows artisan businesses to avoid the troubles resulting from conflicting demands. Whilst, the competing 
components drive the organizational reaction through their innovation in different directions. In other 
words, if “blendedness” does not exist, then the tension from institutional demands will trap hybrid 
organizations like artisan businesses in a dilemma between business growth and de-growth. Thus, this 
study provides further evidence that supports the “Trojan horse” strategy suggested by A. Pache and 
F. Santos (2013) with which social enterprises that originate from the business field but try to engage in 
social welfare logic incorporate some institutional elements of social welfare logic to achieve a higher 
level of legitimacy. This study unveils how artisan entrepreneurs who “emphasize manual production 
over mass-production, independence over conglomeration, local community over scale, and value 
creation over profit maximization” (Solomon & Mathias, 2020, p. 1) to the different institutional demands. 
Their reactions through product innovation provide further support for the local creativity and innovation 
(Luong et al., 2019; Nguyen et al., 2022) that are often ignored in the mainstream of the management 
and organization literature.

This research finding suggests that future research should further explore the dynamics of the mutual 
intersection between logics. In other words, future research may analyze how the mutual intersection 
between logics is sustained over time. Moreover, this research finding recommends that future quanti-
tative research can test the impact of artisan logic, and market logic on product innovation among 
artisan firms. More importantly, future quantitative research can explore the moderation role of artisan 
logic on the relationship between market logic and product innovation among artisan firms.

This research has not been done without limitations. The finding regarding a relatively homo-
geneous group of artisan business owners in ceramics production needs to be carefully either 
interpreted or generalized to other fields of a broader context of artisanship. This research only 
identifies the mutual intersection that is made of compatible institutional attributes but fails to 
capture the dynamism of such a mutual intersection.
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Appendix  

Interview guideline

Not to mention the break-the-ice questions and questions that emerged during interviews/ 
talks, the below section provides the key guiding questions for interviews/talks with 
research informants
Key guiding questions for interviews with artisan business owners:

What is your business’ main product category?

To what extent have you introduced new or improved products?

Could you please describe the changes in your products over time?

What drove the changes in your products?

What do you think you should do to respond to the market needs?

Could you please clarify any limit for such changes and if there is any limit for the changes? Why?

What remained unchanged? Why?

Which symbolic value do you think your products can represent?

Please tell me more about how you perceive your responsibility towards artisanship? Why? and how 
can you do that? And what did you do with that?

Do you have any concern regarding artisanship?

Key guiding questions for interviews with artisans:

Could you please summarise your journey to artisanship?

Which word(s) can best represent the value of your products?

What changes and what remains unchanged in your products over time?

Could you please give specific examples to clarify such changes or unchangedness?

What do market needs mean to you and your work?

What does artisanship mean to you?

Do you think you have any responsibility for maintaining artisanship? If yes, how did you do that?

Do you feel any pressure from the proliferation of successful businesses in your field? And why do 
you feel that way?

Key guiding questions for interviews with business owners:

Why did you start your business in this field? And how?

Nguyen et al., Cogent Business & Management (2023), 10: 2212936                                                                                                                                 
https://doi.org/10.1080/23311975.2023.2212936

Page 24 of 25



What value do ceramic products bring to your business?

Could you identify any difference in the way you and artisans perceive the value of ceramic 
products?

Why such difference(s) exist?

What changes and what remains unchanged in your products over time?

Could you please give specific examples to clarify such changes or unchangedness?

What made changes or unchangedness in your products?

Key guiding questions for interviews with local citizens:

What value do you think artisan products represent?

How do local citizens like you perceive the importance of such products?

From your own observation, what did you find about the changes in ceramic product or production of 
these two craft villages where you were born?

What remains unchanged?

Please show me what you think or feel about such changes?

If you have only two options with like or dislike, which one is your preferred one when you think 
about such changes and unchangedness?

What is your expectation for craft business and production in your village here?

Key guiding questions for interviews with customers:

What motivates you to buy these products?

Does your specific consumption need (taste) of these products change over time? If yes, why 
and how?

What do you like the most about these products? Please be specific

What is your expectation for the craft ceramic business and production?
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