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Abstract

Sustainability is becoming increasingly important both socially and economically, while
alternative work models promote flexible and values-driven forms of entrepreneurial activity. This
master’s thesis examines the role of personal sustainability values in women’s entry into and long-
term commitment with sustainable network marketing, using the company Ringana as a case study.
The aim of the study is to address the research gap between sustainable entrepreneurship, female
entrepreneurship, and network marketing.

A qualitative research design was chosen for this purpose. Nine interviews were conducted with
active Ringana partners and evaluated using qualitative content analysis.

The results show that the participants understand sustainability not only in ecological terms, but
especially in social terms. Community, trust, personal development, meaningfulness, and value-
oriented collaboration emerged as key factors. While products often served as the initial point of
entry into the company, long-term commitment arose primarily through perceived value
alignment, social relationships, and personal identification with the work. Meaningfulness acted
as a connecting mechanism between personal values, social influence, and long-term commitment.
At the same time, challenges such as self-doubt or social tensions could be partially mitigated
through social support and perceived meaningfulness.

This study contributes to a better understanding of the social dimension of sustainability in
sustainable network marketing and expands research in the field of sustainable entrepreneurship
by offering perspectives on a previously under-explored, value- and community-oriented business
model.
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1. Introduction

1.1. Contextualization

The growing environmental and social challenges of the 21st century highlight the need for
fundamental transformations in the economy and society. Climate change, resource scarcity, and
social inequalities demonstrate that current economic practices are often considered unsustainable
(World Economic Forum, 2024). Against this background, Sustainable Entrepreneurship (SE) has
established as a central approach that specifically links economic activities with environmental
and social objectives (Rosario et al., 2022). While sustainability is generally understood in the
broader public perception to be primarily environmental, SE — and thus this study as well — refers
to the balance between economic, environmental, and also social motives. (Belz & Binder, 2017).

In parallel, sustainable product markets are experiencing continuous growth, indicating a rising
demand for environmentally and socially responsible consumer goods (NielsenlQ, 2023).
Simultaneously, a societal trend toward meaningful employment can be observed. Especially
women are increasingly seeking flexible, self-determined, and values-based income opportunities
that are compatible with family obligations (Zhang et al., 2025; Solesvik et al., 2019).

In this context, Network Marketing is gaining importance as an alternative form of distribution
and business. Network Marketing refers to a direct-sales-based business model in which
independent sales partners distribute products through personal networks while gaining new
partners (Chopra et al., 2023). Proponents highlight advantages such as low barriers to market
entry, flexible work arrangements, and community- and development-oriented elements. At the
same time, the business model is often viewed with prejudice and skepticism in the public eye due
to negative examples of unethical sales systems. This poses challenges for active partners in
sustainable Network Marketing when it comes to team building (Pearce & Kahanek, 2023).
Nevertheless, sustainable Network Marketing, which focuses on sustainable products and ethical
sales activities is presented as having potential for social change through commission flows into
the middle class and income opportunities outside the traditional labor market (Solesvik et al.,
2019). In entrepreneurship research, however, Network Marketing has been little studied in detail.

1.2. Research problem

Despite the growing importance of sustainable business models, there remain gaps in knowledge
regarding the motivational mechanisms that drive individuals to participate in sustainability-
oriented Network Marketing structures. While it is known that a strong personal “why” plays an
important role in recruitment and long-term engagement in network organizations, existing
research focuses predominantly on economic and structural motives such as income opportunities,
flexibility, or social recognition (Cordell, 2018 & Jain et al., 2015).

It remains unclear to what extent personal sustainability values influence individual motivation
and whether an approach focused primarily on instrumental benefits is sufficient to foster long-
term commitment. This question is particularly relevant in the context of female employment.



Studies show that women seek meaningful and value-aligned forms of work above average
(Solesvik et al., 2019; Zhang et al., 2025), with Network Marketing representing an attractive
option due to its structural flexibility and low barriers to entry. Nevertheless, little is known to
date about the extent to which sustainability values actually influence women’s decisions to
engage in sustainability-oriented Network Marketing models and remain active there in the long
term.

In the broader academic context, the research landscape is fragmented. SE has been widely
studied, but research has primarily focused on startups and small and medium-sized enterprises
(Rosario et al., 2022). In parallel, research exists on Network Marketing as a business model
(Chopra et al., 2023) as well as on motivations in multi-level marketing (Jain et al., 2015).
However, the intersection with sustainability values and female entrepreneurship has hardly been
systematically addressed to date.

This research gap is relevant both academically and socially. A better understanding of value-
based motivation should help make sustainable distribution models more transparent, credible,
and effective, thereby potentially contributing to the broader diffusion of sustainable products and
business models.

1.3. Aim & objectives

The aim of this study is to examine how personal sustainability values influence women’s decision
to participate in sustainable Network Marketing and to what extent these values shape their long-
term commitment.

On theoretical level, the study aims to fill an existing research gap at the intersection of SE,
Network Marketing, personal values, and female entrepreneurship. By integrating these research
strands, which have largely been considered separately until now, the study aims to develop a
more nuanced understanding of value-based entrepreneurial motivation in alternative distribution
models. Thus, the research aims to contribute to bringing Network Marketing — as a business
opportunity with societal and social relevance — greater attention within the field of SE.

On practical level, this study aims to generate insights for teambuilding and leadership practices
in sustainable Network Marketing. The study will examine whether and to what extent a values-
based approach to potential partners appears to be effective, or whether traditional, more
instrumentally oriented motivational strategies (e.g., arguments based on income or flexibility) are
sufficient to encourage entry into the business and foster long-term commitment. The results may
thus be of practical relevance not only to leaders, but also to Network Marketing partners at all
levels.

This study therefore addresses the following research question:
How do personal sustainability values influence women's entry decision and long-term
commitment in sustainable Network Marketing?



The research question aims to examine the role of personal sustainability values across two key
phases of the process: first, the initial decision-making phase regarding entry into Network
Marketing, and second, the dynamics of long-term commitment. For the theoretical framework,
the Value-Belief-Norm-Theory and the Person-Organization-Fit-Theory are drawn upon to
analyse how value orientations shape individual behaviour and organizational commitment in the
context of sustainable Network Marketing. The following chapters first introduce the theoretical
framework and methodological approach of the study. Subsequently, the empirical findings are
presented and discussed as well as their theoretical and practical implications.



2. Theory

2.1. Literature review

2.1.1. Sustainable Entrepreneurship and value-oriented work

In recent years, SE has become increasingly important. SE refers to entrepreneurial activities that
aim to create not only economic value but also environmental and social value (Dean & McMullen,
2007). In research, this concept is frequently discussed in connection with the so-called triple
bottom line, which integrates economic, environmental, and social goals (Rosério et al., 2022;
Belz & Binder, 2017).

The concept of SE has been examined through systematic literature reviews, particularly in the
context of startups and small and medium-sized enterprises. The central themes are
entrepreneurship motivation, innovation capacity, and sustainable business models (Rosario et al.,
2022; Gu et al., 2022).

At the same time, a central aspect of SE is the role of personal values. Recent studies suggest that
interest in meaningful work is growing, especially among individuals who wish to combine
environmental values with professional fulfillment (Gregori et al., 2021; Lysova et al., 2019).
Sustainability-oriented entrepreneurs often act not solely on economic motives, but also on
ecological convictions and the desire to make a positive contribution to society (Kirkwood &
Walton, 2010). In this context, SE is frequently described as a values-based form of
entrepreneurial activity in which personal convictions have a significant influence on decision-
making.

Despite the growing body of literature on SE, much of the research focuses on traditional business
start-ups or innovative startups. Other entrepreneurial contexts, such as Network Marketing, have
rarely been examined from a sustainability perspective. Furthermore, the focus is usually on the
environmental aspect of sustainability rather than on the social component. (Mufioz & Cohen,
2018).

2.1.1. Network Marketing

Network marketing — often referred to as multilevel marketing — is a sales model in which
independent sales partners sell products directly to consumers while also integrating new partners
into a network. Success within the system is influenced by both sales activities and the
development of personal sales networks (Chopra, 2023). Systematic analyses show that Network
Marketing is a globally established and economically significant business model that is gaining
increasing importance thanks to digital channels and social selling. (Chopra et al., 2023; Yakoob
& Manoj, 2024).

To date, academic research on Network Marketing has focused primarily on the structural
characteristics of the business model as well as on the motivation of participating sales partners.
Studies indicate that entry into Network Marketing is often motivated by economic and work-
related factors. Examples include additional income opportunities, flexible working hours, and
low entry barriers. (Cordell, 2018; Jain et al., 2015). Furthermore, social networks play a central
role. New sales partners are often recruited through personal contacts. Making trust, credibility,
and social relationships are key factors in the development of the network (Chopra et al., 2023).
Another key component of Network Marketing organizations is the team structure.



Distributors often work within team structures in which experienced members take on a leadership
role in motivating, training, and supporting new partners. This social structure can influence both
individual motivation and long-term engagement (Chopra et al., 2023).

Despite the growing prevalence of Network Marketing around the world, the business model
remains somewhat controversial in public and academic discourse. One reason for this is that
Network Marketing systems can vary greatly in design. While some companies focus on
sustainable products, transparent compensation systems, and long-term customer relationships,
other models have been criticized for being economically or socially unsustainable (Pearce &
Kahanek, 2023). The literature therefore points out that certain forms may exhibit structural
problems, for example when income structures depend heavily on continuous recruitment or when
economic risks are unevenly distributed (Albaum & Peterson, 2011). This study focuses on values
within sustainable Network Marketing, where this criticism is not justified. Therefore, it sets aside
the criticism and not examines Network Marketing as such.

The criticism has contributed to Network Marketing being associated with prejudice and
scepticism in many social contexts. Sales partners of a sustainable system, therefore face
additional challenges. Despite their perceived social contributions, these challenges are apparent
especially when it comes to expanding their teams or building trust with potential customers and
partners. (Pearce & Kahanek, 2023; Albaum & Peterson, 2011). Against this background, it seems
relevant to examine which factors motivate people to participate in such systems nonetheless and
to remain committed in the long term. Particularly in the context of sustainability-oriented
Network Marketing companies, the question arises as to what role personal values and beliefs play
in these decision-making processes.

Furthermore, the literature notes that Network Marketing is particularly attractive to women. Due
to its structural characteristics, it offers them the opportunity for professional activity that is
compatible with family obligations and provides an alternative to traditional forms of employment
with high entrepreneurial autonomy (Solesvik et al., 2019). Given this context, Network
Marketing promotes economic participation and opens up income opportunities for middle-class
households (Pratt & Rosa, 2003; Yakoob & Manoj, 2024).

Due to its significance for economic participation and income generation, it is socially relevant to
examine which factors motivate women to engage in such structures and remain active. In
addition, Network Marketing also provides a platform for value-based business models,
specifically when companies place sustainable products and social responsibility at the centre of
their activities. In such cases, distribution partners can both, pursue economic goals and contribute
to the spread of sustainable consumption practices (Zhang, 2025). Therefore, Network Marketing
provides a space where economic activities are linked to social and environmental goals.

All of this is only possible if people not only decide to get involved, but also commit long-term.
Since Network Marketing is strongly based on the voluntary activity of independent distributors,
the long-term motivation of participants is crucial to the system’s success. (Chopra, et al., 2023).
Empirical studies describe that, alongside financial incentives, intrinsic motivations play an
important role in long-term engagement. These include opportunities for personal development,
social recognition, and a sense of belonging to a community (Jain et al., 2015).



Furthermore, leadership within teams through team structures, mentoring, and regular
communication, as well as the quality of social relationships within the network, have a significant
Influence on the commitment of sales partners (Chopra et al., 2023).

Despite these findings, existing research focuses predominantly on economic or social
motivational factors. The role of personal values or sustainability beliefs has not yet been
specifically examined in the context of Network Marketing. Aspects of ethical orientation, value-
based leadership, and sustainability are addressed only sporadically (Cordell, 2018; Chopra et al.,
2023).

2.1.2. Women in Entrepreneurship

Another relevant area of research is the literature on female entrepreneurship. Numerous studies
show that the motivations of female entrepreneurs differ from those of male entrepreneurs in
certain respects. While economic factors also play a role for women, several studies highlight
additional motivational dimensions such as autonomy, self-actualization, and social impact
(Solesvik, 2019; Zhang et al. 2025).

Furthermore, the literature indicates that female entrepreneurs have a particular interest in
meaningful work and social value. Entrepreneurial activities are therefore often seen as an
opportunity to combine personal values with professional work (Solesvik et al., 2019).

Research also suggests that female entrepreneurs more frequently integrate environmental and
social aspects into their business decisions and view sustainability more strongly as part of their
entrepreneurial identity (Zhang et al., 2025).

Despite these findings, the specific context of Network Marketing has rarely been examined from
a gender-specific perspective, even though women represent a large proportion of sales partners
in many networks.

2.1.3. Research gap

In summary, the existing literature highlights several relevant lines of research. First, research on
SE demonstrates that personal values play an important role in entrepreneurial decision-making.
Second, the literature on Network Marketing primarily examines structural characteristics of the
business model but does not specifically address the role of personal values. Third, research on
female entrepreneurship reveal that female entrepreneurs are often motivated by factors such as
meaningfulness or social impact.

Despite these findings and the societal relevance of sustainable Network Marketing, no published
research to date has combined these perspectives. In particular, the relationship between personal
sustainability values, women’s decision to join a sustainable Network Marketing company, and
their long-term commitment within such structures has not been specifically examined.



2.2. Theoretical framework

2.2.1. Value-Belief-Norm-Theory

To explain the relationship between personal sustainability values and business behavior, this
study draws on the Value-Belief-Norm-Theory (VBN). This theory by Paul C. Stern describes
how fundamental individual values lead to cognitive beliefs and normative commitments, which
ultimately result in specific behavior (Stern et al., 1999). It establishes a causal chain:

Our deeply rooted values influence our ecological beliefs, which then activate personal norms
and finally promote specific actions.

The VBN-Theory assumes that people possess certain fundamental value orientations that shape
their understanding of social and ecological problems.

It distinguishes three central value orientations. Egoistic values relate to personal well-being and
individual benefits. Altruistic values focus on the well-being of other people while biospheric
values relate to the protection of nature, ecosystems, and non-human life forms. Altruistic and
biospheric values, are especially seen being linked to environmental attitudes and sustainable
behavior (Stern et al., 1999).

Within VBN-Theory, these values do not directly influence behavior, but rather exert their
influence through a sequence of psychological processes. First, values influence certain beliefs
about environmental problems and their social relevance. When individuals perceive
environmental problems as relevant and feel at least partially responsible for solving them,
personal norms can develop from this. These personal norms describe a moral sense of obligation
to act in a certain way. (Stern et al., 1999).

In the context of this study, it is relevant that values can influence both, consumption decisions
and career choices. Individuals with strong altruistic or biospheric values may prefer careers that
allow them to put their personal convictions into practice. Sustainable business models can serve
as potential platforms through which individuals can align economic activity with their normative
beliefs (Kirkwood & Walton, 2010). The VBN-Theory thus provides a theoretical foundation for
examining how personal sustainability values can influence the decision to participate in
sustainability-oriented entrepreneurial activities.

2.2.2. Person-Organisation-Fit-Theory

The Person-Organization-Fit-Theory offers a complementary perspective on how the alignment
between individual values and organizational contexts influences motivation and long-term
commitment.

The literature distinguishes between different levels of fit within organizational contexts (Kristof-
Brown et al.,, 2005). First, Person-Organization-Fit describes the alignment between an
individual’s values, norms or core characteristics and an organization’s culture or values. It is
linked to organizational identification, job satisfaction, and long-term commitment. Second,
Person-Group Fit describes the alignment between an individual and the group they work with.
It can foster social support, trust, and a sense of belonging, which in turn boosts motivation and
commitment. Third Person-Supervisor-Fit describes the alignment between an employee and
their manager regarding shared values, communication styles, or expectations for collaboration.
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It can have a positive impact on job satisfaction, trust, and long-term collaboration. Last, Person-
Job-Fit describes the alignment between a person's skills and the job requirements or a person's
preferences and the job duties.

The Person-Organization-Fit-Theory posits that individuals identify strongly with organizations
and remain committed over the long term when they perceive a high degree of alignment between
their personal values and those of the organization (Kristof, 1996).

This perceived alignment is often referred to as value congruence and is considered a key factor
in job satisfaction, organizational identification, and long-term commitment. Conversely, a
perceived discrepancy between personal and organizational values can lead to lower
identification and reduced engagement. (Kristof-Brown et al., 2005).

In the context of Network Marketing structures, the various dimensions of fit are particularly
relevant. Unlike in traditional organizational hierarchies, the integration of new members
typically occurs through personal referral and direct mentoring by experienced members. (Chopra
etal., 2023) As aresult, both the fit with the overarching organization and the perceived alignment
with the direct mentor or the respective team structure can influence participants’ motivation and
long-term commitment.

Based on these two theoretical approaches, this study examines the relationship between personal
sustainability values, decision-making processes, and long-term commitment in the context of
sustainable Network Marketing.

The VBN-Theory suggests that fundamental sustainability values shape individual beliefs and
normative orientations, which can ultimately lead to specific actions (Stern et al, 1999). In the
context of this study, it is assumed that personal sustainability values influence the perception of
sustainability-oriented business models and thus play a role in the decision to join such a network.
Complementing this, the Person-Organization-Fit-Theory explains how the perceived alignment
between individual values and the values of a company or those of the respective network
structure can positively influence long-term motivation and commitment (Kristof, 1996).
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3. Methods

3.1. Research methods

Given the exploratory nature of the research question, this study adopts a qualitative approach.
This approach is well-suited for investigating complex social phenomena in which individual
values, experiences, and contextual factors play a central role (Flick, 2018). The aim is not to
quantitatively measure or generalize causal relationships, but rather to reconstruct the participants’
subjective attributions of meaning and decision-making processes.

Personal sustainability values and fit processes between individuals and organizations are difficult
to measure in a standardized way. Qualitative interviews allow these individual perspectives to be
captured and analysed in detail. This enables a deep understanding of individual perceptions,
experiences, and motivations.

The Austrian company Ringana serves as the empirical context for this study. Ringana explicitly
positions itself as a sustainability-oriented Network Marketing company with a focus on fresh
cosmetics and supplements, resource conservation, and an ethical distribution model (Ringana,
2026). Due to this clear sustainability positioning and its international partner structure, Ringana
represents a suitable and relevant case for examining value-based motivation and long-term
commitment in sustainable Network Marketing.

3.2. Data collection

Data was collected through guided, semi-structured interviews with a total of nine Ringana sales
partners. The selection of interviewees was based on purposive sampling to include individuals
with diverse backgrounds in terms of experience, success, age and more (Appendix A provides an
overview of the profiles that have been covered). A conscious decision was made to interview
only active Ringana partners in order to gain insights into the experiences of people who are
actually engaged in sustainable Network Marketing. Individuals who, despite their commitment
to sustainability values, decided against Network Marketing or have since left the industry were
not included, as this would have exceeded the scope of this project and its research questions.
Semi-structured interviews were chosen because they allow for flexible yet focused data
collection. The interview guide (see Appendix B) was based on the study’s core concepts, while
the format allowed room for individual narratives. Unexpected but relevant topics that arose
during the interviews could therefore be covered.

The interviews were conducted online, each lasting approximately 60 minutes. All interviews were
recorded with the participants’ consent and subsequently transcribed using Al. The sample size of
nine interviews is appropriate within the qualitative context and framework of this thesis, as the
focus is on the depth of the data’s content. During data collection, an increasing thematic saturation
was also observed, in which factors and correlations were repeatedly identified.
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3.3. Data analysis

The data were analyzed using qualitative content analysis with the ATLAS.ti software. The aim
was to identify recurring patterns, themes, and the influence of values in the interviewees’
statements and to systematically organize them.

The analysis process followed a combined inductive-deductive approach (Mayring, 2014). In a
first step, preliminary thematic areas were developed based on the theoretical framework,
reflecting central concepts such as sustainability values, motivation and forms of fit. Subsequently,
these categories were iteratively adjusted, expanded, or refined during the analysis to accurately
reflect the actual statements of the interviewees.

The data was processed through coding. First, relevant text passages were identified and assigned
content-based labels (codes). These codes were grouped into higher-level categories (see code
structure in Appendix C). This resulted in groups with subcategories (e.g., “Ecological Aspects”
under “Entry Factors”) and specific values with frequencies based on the number of codes. These
could then be examined in relative terms during the following analysis process and assessed for
content and context. To support the interpretation of thematic relationships, the identified low-
level codes were grouped into overarching thematic categories and compared across entry, long-
term commitment, and meaningfulness. A condensed overview is provided in Appendix C to
improve transparency and illustrate recurring patterns within the data. Furthermore, Appendix D
includes exemplary quotations on the second coding level of the code structure to provide more
detailed insights into the empirical basis of the analysis.

Through this systematic process, a structured and in-depth representation of the key factors
influencing decision-making and engagement was developed. To maintain thematic focus and
comply with the scope of the study, only the findings most relevant to the research question are
presented in the main results section. Additional value dimensions, subthemes, and detailed
tensions are therefore included in the appendix, as they provide further contextual and practical
insights beyond the central analytical focus. Superscript numbers following quotations in the
results section refer to corresponding examples within the detailed code tree in Appendix D.

3.4. Ethical considerations

The study complied with fundamental ethical principles with regard to voluntariness, consent, and
the protection of personal data.

All participants were informed about the study’s objectives and content before the interviews
began and provided their informed consent to participate and to have the interviews recorded (see
form in Appendix E). Participation was voluntary, and the interviewees had the option to withdraw
at any time without providing a reason.

As the interviews contained some very personal insights into the respondents’ emotional lives,
personalities, and private circumstances, special attention was paid to confidentiality and
anonymity. Simply pseudonymizing the names was considered insufficient, as many people within
the Ringana network know each other personally, which made it possible to potentially identify
individual interviewees.

13



For this reason, personal information such as age, origin, or professional background was not
presented in a way that directly linked these details to one another in Appendix A.

Since personal passages were central to understanding individual values, motivations, and
experiences, it was deliberately decided not to remove them from the raw transcript data. Instead,
the aim was to preserve the data as authentically as possible and to ensure the protection of
identities through additional anonymization measures and restricted access. Therefore, the
transcripts were not publicly appended to the thesis but made available exclusively to the
evaluating lecturers via a secure OneDrive folder. The audio recordings were deleted from the Al
tool immediately after transcription. The collected data was used exclusively for scientific
purposes and stored on private, password-protected devices or in a cloud to which only the
researcher had access.

The use of Al during transcription, the drafting and writing phases was conscious and carefully
considered

Special attention was also paid to the sensitive handling of the participants’ subjective experiences
and perspectives. Since the interviews addressed personal values, motivations, and career
decisions, care was taken to create a respectful and non-judgmental interview atmosphere.

The research study was approved by the Ethics Committee of Campus Fryslan.
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4. Results

4.1. Personal values

The interviews revealed diverse personal value profiles, which serve as the analytical foundation
for the following presentation of results. This allows classification of the normative and
motivational context against which the respondents’ decisions were made. A detailed overview
and description of the identified value categories can be found in Appendix F, as focus in the
following is on the connection with entry and commitment.

The overall picture reveals a value profile that is less characterized by a strong ecological norm
orientation and more by a combination of individual self-realization, freedom, social
connectedness, and a general, broadly understood concept of sustainability. This starting point is
central to understanding the entry and commitment factors presented below, as it provides the
interpretive framework for determining which aspects of sustainable Network Marketing are
perceived by the respondents as attractive and meaningful.

4.2. Entry decision

The analysis shows that the entry decision is influenced by a combination of various factors. It
becomes clear that the products play a central role as decisive factor. It appears that the majority
(7 out of 9) of the respondents initially came into contact with the company through the products
(for example, through existing customer experiences or by being approached about them by their
future mentors), rather than primarily because of the business model itself. It was repeatedly
emphasized that getting involved would have been unthinkable without a personal conviction
regarding the products, with the quality, impact, or uniqueness of the products being the deciding
factors. The products thus function less as a purely functional aspect and more as the foundation
for trust, credibility, and identification with the company.

In addition, sustainability is another key factor influencing initial engagement. However, it is
noticeable that sustainability is rarely described in purely ecological terms. Instead, it often
appears alongside aspects such as corporate philosophy, ingredients, innovation, or sustainable
production. This suggests that it is not so much individual ecological aspects that are decisive, but
rather the perception of a consistent and values-driven partner company.

At the same time, social and purpose-driven factors play an important role. Health (with a strong
connection to the products’ sustainable ingredients) and the alternative income model emerge as
relevant factors. However, both are not solely linked to a self-interested motive, but also to their
significance in the socio-political context. Herein, the alternative income model, is perceived not
only as an opportunity to generate a more flexible and self-determined income, but also to pass
this opportunity on to others. Female empowerment, meaningfulness, as well as a sense of
belonging and security within a community are key aspects in this regard.

Furthermore, factors like curiosity and feeling indicate that the decision to join is not purely

rational or strategic. Rather, the data suggests that emotional resonance, openness to new
opportunities, and an intuitive sense of belonging also influence the decision-making process.
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Overall, the results indicate that entering sustainable Network Marketing cannot be explained
solely by sustainability values or economic motives. It arises from the interplay of personal
product conviction, perceived value alignment, social and purpose-oriented aspects, and
individual openness to alternative work and lifestyle models. Appendix G describes how
respondents assessed the value fit for themselves at the start and what role sustainability played in
their initial doubts and objections. Overall, the results make it clear that the perception of
sustainability does not arise exclusively from formal information, but is shaped by social
relationships, trust, and shared experiences.

4.3. Challenges long-term commitment & value-related tensions

Besides the positive experiences, the respondents also reported various challenges and tensions
related to commitment and value alignment. A more detailed description of the identified tensions
can be found in Appendix H.

In the international context, it became clear that the challenge lies in communicating values and
building trust, due to differing societal interpretations of sustainability.

The personal difficulties described related less to the company or sustainability, and more to
personal, emotional, and social aspects. Self-doubt, fears, personal development, and the
continuous examination of own behaviour and priorities were described. Topics like authenticity,
rejection, inner insecurities, and dealing with expectations were mentioned repeatedly. Here, a
connection can be seen with personal values such as “no pressure”, the initial barrier about
“selling”.

At the same time, the interviews revealed strong links between long-term commitment and
personal identification with the underlying values, along with an individual “why.” Respondents
perceived a lack of identification with these values as a possible reason for inactivity among other
partners.

Furthermore, several respondents described tensions in their personal lives, like changing visions
of the future, personal development, or differing priorities within romantic relationships.

The results thus suggest that value-oriented commitment is not experienced exclusively as
motivating, but can also influence existing social dynamics.

4.4. Long-term commitment and meaningfulness

Several interviews revealed than strong identification with individual values and those of the
company can help sustain long-term commitment — even when this leads to tensions in personal
relationships. 3 women reported how the intensive examination of their own needs, future visions
and values specifically changed existing dynamics in their personal lives. Nevertheless, they
remained committed to their work because it was closely linked to their personal development,
their self-image, and the perceived meaningfulness.

This serves as an example of how women placed greater importance on their personal development
and the alignment between their own and the company's values than on existing conflicts in their
private lives.
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In some cases, it was specifically the intensive confrontation with their own needs, visions for the
future, and values that led to a further strengthening of their identification with their work.

The analysis of commitment factors suggests that long-term commitment is primarily shaped by
meaning-oriented, social, and value-related aspects (see table A3 in Appendix C).

Purpose-drive, personal development, and the company’s sustainable and innovative philosophy
were highlighted frequently. Factors such as personal conviction, value fit, freedom, or working
without external pressure suggest that the job tends to be maintained long-term, particularly when
it appears compatible with one’s self-image, self-determination, and life plan. Respondents
described alignment with the company’s sustainability orientation, team culture, mentors, and
working model as particularly important for sustaining motivation and identification over time.
Findings show that it was precisely this combination that allowed them to identify with the work
in the long term and that helped them overcome their aversion to “selling.”

It was also indicated that their own values and perspectives further developed through their
experiences within the company environment. That suggest that the perceived alignment is not
based exclusively on pre-existing values, but is also actively shaped in part by the corporate
culture, community, and working methods.

Economic aspects like income or products also remain relevant, but take a back seat compared to
meaning- and value-related factors. They seem to stabilize long-term commitment rather than
primarily generate it.

It is remarkable that sustainability in this context is again described less in terms of specific
environmental aspects and more as an overarching corporate philosophy, a forward-looking
orientation, and the perceived social value of the work. Respondents perceived sustainability not
merely as a marketing message, but as a long-term corporate philosophy in practice. Aspects like
the family business structure, ethical growth limits, or the consistent focus on sustainability
strengthened trust in the company and fostered the respondents’ identification with its values.

Concepts such as “value to society,” “future perspective,” or “change through work™ illustrate that
several respondents perceive their work as personally and socially meaningful. One respondent
described sustainable Network Marketing as being highly people-dependent. What is remarkable
here is that the lack of personal financial gain was not the primary concern. The main regret
expressed was that when partners leave early, the sustainable and social impact associated with
the products is often lost as well.

At the same time, the social dimension as community, belonging and interaction with others is
described as both decisive and motivating factor. Team structures were perceived both as
professional environments and as spaces of trust, affirmation, shared values and belonging.
Meaningfulness therefore emerged especially where respondents perceived their work as
contributing to broader social impact, empowering other women, or promoting more sustainable
lifestyles. Purpose was in addition mentioned in relation to the opportunity to personal
achievement, recognition and social embeddedness.

The analysis revealed that meaningfulness cannot be understood as a single factor, but rather
emerges as an overarching process that connects various aspects of the work. It arises from the
interplay of perceived impact, social embeddedness, and personal growth, and thus forms a central
foundation for long-term commitment.
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Overall, the results show that long-term commitment is based less on individual material factors
and more on a combination of shared values, personal meaning, social integration, and
opportunities for personal growth.

4.5. Summarizing process model

Figure 1 summarizes the key connections of the analysis as a process model. The starting point is
the respondents’ personal sustainability values, which encompass both environmental and social
aspects. These values influence their perception of the partner company and determine whether
they enter into sustainable Network Marketing. Sustainability is perceived both on a concrete level
— such as through products and corporate practices — and on a higher-order, narrative level that
includes social impacts, visions for the future, and personal significance. However, this does not
occur in isolation or solely on a rational basis. Product experiences, perceived alignment of values
with the company, emotional resonance, as well as social contacts and trust were relevant when
entering the field.

The model further illustrates that long-term commitment is shaped less by financial or purely
environmental factors and more by perceived meaningfulness, social sustainability, and a sense of
belonging, as well as various forms of perceived fit. Meaningfulness serves as a connecting
mechanism between personal values, social influence, personal development, and long-term
motivation. At the same time, team structures, community, emotional support, self-fulfilment, and
identification with corporate values play an important role in stabilizing commitment. Overall, it
appears that sustainable commitment arises particularly when personal values, corporate
philosophy, work practices, and the social environment are perceived as consistent.

The figure also illustrates that challenges and tensions — such as self-doubt, social conflicts, or
feelings of pressure — can disrupt the process. However, these tensions are partially mitigated by
solid personal values, perceived meaningfulness, social support, and value congruence. Overall,
the figure thus illustrates the key interactions between personal values, entry motives, social
processes, meaningfulness, and long-term commitment.

“Selling is actually a total no-go for me. I would never choose to do something like that, but the
fact that I'm doing it at all is because of sustainability. So the values that Ringana stands for
somehow convinced me to give it a try.” !

“Being seen, recognition, appreciation. Those were the things that really drove me. And then
seeing the impact it had on the other women who followed my lead.” *

“I'm really actively involved here in doing my part for environmental protection. That’s what
interests me about network marketing: the customer base I could reach with these products has
expanded exponentially through network marketing, because my team has reached 30,000
customers. I couldn’t have done that on my own.” 3
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5. Discussion

A key finding of the study is that, to all respondents, environmental sustainability is an important
basis for identifying with a company, particularly in relation to product quality, ingredients, or
sustainable production. At the same time, the results show that, over the long term, social,
relational, and personality-related aspects become more prominent. Sustainability is thus not
replaced, but rather embedded in a broader context. This does not fundamentally expand existing
research in the field of SE by introducing a new dimension of sustainability, as social and
environmental aspects are already an integral part of the triple-bottom-line framework (Belz &
Binder, 2017). However, the results illustrate that participants in sustainability-oriented business
models experience and weigh these dimensions differently. While ecological sustainability is
relevant through products and corporate practices, social relationships, personal development,
and individual as well as societal meaningfulness appear to play a greater role in long-term
commitment.

At the same time, the findings partially confirm the assumptions of the Value-Belief-Norm-
Theory (Stern et al., 1999). The study revealed that personal values can indeed influence business
decisions. Altruistic and socially oriented values were frequently associated with the desire to
promote sustainable products, inspire others, or support alternative income models. However, the
analysis also indicates that the entry decision cannot be explained solely by moral convictions.
Most respondents initially came into contact with the company through personal product
experiences, social relationships, or emotional resonance. Sustainability values therefore acted
less as an isolated trigger and more as an element embedded within social and emotional
processes. This suggests that while the VBN-Theory can partially explain entry into sustainable
Network Marketing, relational and identity-related factors play a complementary role.

This ties in with research on person—organization-fit, which suggests that perceived value
alignment is a key factor in identification and commitment (Kristof, 1996). It is striking that the
perceived fit was not based exclusively on pre-existing values. Rather, several respondents
described how their values were further developed or even consciously recognized for the first
time through their work and the social environment within the company. The results thus suggest
that value fit is not just a static condition but can develop within organizational contexts.

Furthermore, the study shows that person-organization-fit (including the team, mentor, and job)
is particularly relevant for long-term commitment — primarily through meaningfulness and
community. This supports existing research indicating that perceived meaningfulness is a key
foundation of long-term motivation (Allan et al., 2019). Research indicates that when individuals
view their professional work as an opportunity to put environmental or social values into practice,
this can influence their motivation and support their long-term commitment (Rosso et al., 2010).
At the same time, the findings expand the given perspectives, as meaningfulness appears in this
study less as a single motivational factor and more as a connecting mechanism between personal
values, social impact, and individual development.
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However, it is important to note that long-term commitment does not necessarily equate success
in business. External or personal challenges can hinder success, even if an employee remains
loyal to the company and the job for a long time. This should be kept in mind when looking at
the findings, even though in a practical work environment, persistence is described as a key factor
for success.

This study thus makes several theoretical contributions. First, it bridges research areas that have
previously been studied largely in isolation, like SE, Network Marketing, and female
entrepreneurship. In doing so, the study contributes to a more nuanced understanding of value-
based motivation in alternative entrepreneurial contexts. Second, the study expands existing
conceptions of sustainability values. The results suggest that sustainability in the context of
sustainable Network Marketing is understood less as a purely ecological orientation and more as
encompassing social sustainability, empowerment, community, and alternative work models.
Third, the study highlights that meaningfulness can play a central mediating role between
personal values and long-term commitment. Meaningfulness arises in particular from the
opportunity to put personal convictions into practice while simultaneously making a social
1mpact.

5.1. Methods & limitations

The choice of a qualitative research design formed the nature of the findings. Semi-structured
interviews allowed for an in-depth understanding of personal experiences, individual values, and
subjective interpretations of meaning. At the same time, this approach placed a strong emphasis
on the respondents’ reflective and narrative self-presentations. Other research approaches might
have highlighted different aspects or emphasized them differently. For example, quantitative
studies could more closely examine how widespread certain motivations or values actually are
within sustainable NM structures.

The study also has several limitations to be taken into account when interpreting the results.
First, the study is based on a small qualitative sample of nine active Ringana partners. While the
study aimed to provide an in-depth understanding of individual experiences, the results cannot be
statistically generalized. Not only is the scope of this project very limited, saturation (the repetition
of data already collected) is also difficult to achieve due to the highly individual nature of the
stories in this field of research.

Second, only active, female sales partners were interviewed. The perspectives former partners or
individuals who consciously chose not to engage in sustainable Network Marketing were not
considered. This creates the possibility of so-called survivor bias (a distortion caused by
overvaluing positive experiences), as the study focused on currently active participants. In
addition, the predominantly positive descriptions may partly reflect the perspectives of currently
active and committed partners. Since the researcher is also a Ringana partner, relational familiarity
and shared identification with the company may additionally have influenced the interview
dynamics and openness of responses. A comparative analysis across different groups would have
provided deeper insights into the actual causal relationships. Also gender related differences were
not covered.
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Third, the study focuses exclusively on Ringana. Given its exceptional commitment to
sustainability and unique corporate culture, Ringana can be viewed as a prime example of
sustainable Network Marketing. The generalizability of the findings to other organizations may
therefore be limited.

Furthermore, there is a possibility of socially desirable responses, since sustainability, health, and
social impact are viewed positively by society. Although efforts were made to facilitate honest
reflections through open-ended discussions, it cannot be excluded that certain motives were
emphasized more strongly than others. Additionally, the identified values may have been
influenced by the interviews’ thematic focus on sustainability and purpose-driven work.
Accordingly, it is not possible to clearly distinguish whether these represent pre-existing value
orientations or context-specific narratives.

Finally, a comparison with other sustainability-oriented companies or a mixed-methods approach
could have opened up additional perspectives. Quantitative studies could examine to what extent
the identified correlations are also observable in larger samples.

5.2. Reflection on transdisciplinarity

Collaboration with a practice-oriented research field was a key transdisciplinary component of
this study. The difference between academic and practical perspectives on sustainable Network
Marketing became clear. While the business model is often viewed critically or with scepticism in
academic and societal contexts, the interviewees described their work as meaningful, community-
oriented, and socially relevant. This may also explain the predominantly positive tone of many
responses, reflecting the contrast between external criticism of Network Marketing and the
subjective experiences described by active participants.

One challenge during the research process was to take individual experiences seriously while
simultaneously analyzing them. The interviewees’ personal stories varied in terms of their values
or the significance of their work in their lives. At the same time, my own practical experience was
confirmed, namely how central personal success stories and emotional identification are within
the community, as these strengthen solidarity, motivation, and trust in the work.
This presented a challenge for the analysis: distinguishing between individual experiences and
overarching patterns without rushing to assign the respondents’ subjective meanings to fixed
theoretical categories. This became particularly apparent in the understanding of sustainability.
The question arose as to what extent certain social values or experiences are actually understood
by the respondents themselves as part of sustainability — or whether such a classification is made
only, or at all, through scientific analysis. Since sustainability is a broad concept open to various
interpretations, this distinction could not always be clearly drawn. To address this tension, the
analysis process consciously attempted to represent the respondents’ perspectives as openly as
possible, without prematurely excluding or narrowing down individual topics. Instead of
normatively classifying specific statements as “sustainable” or “unsustainable,” all relevant topics
and attributions of meaning were first comprehensively coded and then related to the theoretical
concepts.

Overall, the research process made it clear that SE cannot be understood solely as an economic or
theoretical concept, but is shaped by subjective experiences, social relationships, and societal
interpretations.
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6. Conclusion

The aim of this study was to examine how personal sustainability values influence women’s
decision to participate in sustainable Network Marketing and to what extent these values shape
their long-term commitment. The results show that sustainability values actually play a central
role, but not in isolation or exclusively as ecological factors. Rather, entry and commitment arise
from the interplay of perceived value fit, social relationships, personal meaningfulness, trust, and
individual development processes. Thus, the study answers the research question by
demonstrating that personal sustainability values influence both the decision to join and long-
term commitment, especially when these values align with the corporate culture, the team
environment, and one’s own conception of a meaningful work model.

A key finding is that products play an important role in building trust as the first contact point.
Sustainability was not primarily perceived abstractly or through formal information, but rather
concretely through product quality, ingredients, corporate philosophy, and personal experiences.
The findings indicate that the perception of sustainability is shaped by social relationships, trust,
and shared experiences. Furthermore, the study reveals that the interviewees understand
sustainability much more broadly than merely ecologically. Social aspects such as empowerment,
community, personal development, freedom, support, and long-term thinking were prominent.
Sustainability thus appears less as a clearly defined universal concept and more as subjectively
and culturally shaped meaning. The results also clearly show that long-term commitment is not
primarily driven by financial factors, but rather by a perceived meaningfulness and value
congruence. Significant in this regard were the sense of making a positive societal contribution,
supporting others, and putting personal values into practice at work. Meaningfulness thus serves
as a link between personal values, social impact, and long-term motivation. At the same time, the
interviews revealed that long-term commitment is also associated with tensions. Nevertheless,
the respondents remained committed in long term. Despite internal conflicts or challenges in their
private lives, they remained committed because they identified strongly with the company’s
values and perceived meaning in their work. This suggests that value congruence can have a
stabilizing effect even during difficult times.

With regard to existing research, this study confirms previous findings on value-oriented work,
person—organization-fit, and meaning-oriented motivation. At the same time, it expands the
existing literature by demonstrating that sustainability, in the context of sustainable Network
Marketing, is primarily experienced in social and relational terms.

Finally, the study highlights that value fit is not based exclusively on pre-existing values but can
also actively develop within organizational and social contexts. The study thus contributes to
research at the intersection of SE, female entrepreneurship, and Network Marketing, and
demonstrates that sustainable Network Marketing should not be understood solely as a sales
model, but as a social and value-oriented space for work and development.

Practical implications can be divided in four groups:

First, implications for individual career development can be drawn. The findings illustrate that
long-term motivation arises when the job is linked to personal values, a desire for meaning, and
personal development.
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For partners, it therefore seems important not to view the job solely from a performance or income
perspective, but also as an opportunity for personal growth and value-driven work. When female
partners can align their personal beliefs with the company's stated values, they develop a stronger
sense of identification and commitment to their work.

Furthermore, the findings indicate that self-doubt, uncertainty, and personal growth processes can
be normal components of long-term engagement. In this context, an environment that accepts
individual work styles and does not create additional pressure appears particularly important.

Second, the results highlight the importance of authentic communication and credible product
experiences, which are useful for practical application in team building. Products often serve as
first point of contact with the company and foster trust and emotional openness toward the
business model. The findings suggest that sustainable team building works less through purely
economic arguments, aggressive sales strategies, or promises of short-term success. More
important seem personal and trusting relationships, authentic credibility, transparent
communication, shared values, social relationships and authentic experiential spaces.

It appears relevant that sustainability is not exclusively communicated through formal
information, but is primarily understood through trust and interpersonal experiences. A
combination of transparent information sharing and authentic relationship-building therefore
seems useful.

Third, the results show that effective team leadership is perceived primarily as relational and
supportive. Female mentors were viewed positively, when they inspired confidence, provided
emotional support, and valued their team members regardless of short-term successes. In practice,
this means for team leaders that long-term commitment is more effectively fostered through
emotional security, affirmation, authenticity, empathy, and value-based communication than
through pressure or performance-oriented control. Mentors and leaders should be aware of the
challenges listed and choose a leadership strategy that supports these aspects. The focus should
not be on economic or structural barriers, but rather on mental and social factors related to
personal development and the interaction between private life and work. Furthermore, the results
suggest that a lack of value congruence is a possible reason for declining engagement or
inactivity. For leadership practice, this means that conveying shared values and meaningfulness
would be particularly relevant.

Fourth, practical implications for Sustainable Entrepreneurship and other stakeholders can be
drawn. The findings illustrate that sustainable business models do not rely solely on
environmental arguments, but rather on social sustainability, community, and subjective
meaning. For those involved in SE, this highlights the importance of relational and values-based
communication. Furthermore, the study reveals that alternative work models are not only
economically relevant for many women but are also associated with empowerment, self-
determination, and social participation. Given that Network Marketing is underrepresented in the
field of SE and is often viewed critically in social and academic circles, this highlights a need for
greater inclusion of sustainable Network Marketing. This could be relevant for organizations,
educational stakeholders, or political initiatives seeking to promote sustainable and flexible forms
of work.
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Simultaneously, the findings reveal that sustainability is interpreted differently around the world.
This makes it difficult to communicate shared values and build trust in international contexts. For
companies operating in the international Network Marketing, this presents the challenge of not
assuming sustainable development to be a universally understood concept, but rather of taking
cultural differences more into account.

The findings were translated into a toolkit as practice-oriented guideline for Network Marketing
practitioners. It provides recommendations for value-based team building, leadership, value
communication, and long-term partner engagement. The toolkit is available from the researcher
upon request.

Given the limitations of this study, several avenues for future research emerge. Future studies
should quantitatively examine the identified correlations and include larger sample sizes to
increase the generalizability of the results. Furthermore, an analysis of differences between
participants and non- or previous participants in the Network Marketing would be essential to
better understand the role that value perceptions play in comparison to other factors. In addition,
future research should compare male and female partners to identify gender-specific differences
and examine the interaction between sustainability values and other factors on business success.
Value perceptions and leadership relationships over the long term should be observed as well as
their influence on motivation, identification, and team stability examined. Last, research should
consider culturally diverse interpretations and positions on sustainability and relate them to team-
building and leadership practices to facilitate international work.

Overall, the topic offers a wide range of opportunities for further research in the field of
sustainability-oriented communication and value-based leadership in Network Marketing.
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Personal afterword

To conclude this paper, I would like to make a few final, personal remarks that deserve attention.

During the interviews, I had the opportunity to meet people who treated me with extraordinary
openness, honesty, and trust. Time and again, there were moments that touched me deeply — through
personal stories, vulnerability, courage, personal growth, and honest reflections on individual life
journeys.

I was particularly moved by the fact that several interviewees mentioned that the interviews
themselves had already had an impact on them. Several reflected to me that our conversation and the
questions I asked had helped them become more aware of their values and their career paths.
Experiencing how this work was able to make an impact even during the research process,
specifically during the data collection already, was something very special to me.

At the same time, the appreciation I received touched me deeply. I was told repeatedly how valuable
our degree program is and how important this research is. And that they would like to support my
work beyond the interview, as sustainable and ethically oriented Network Marketing deserves more
attention.

This feedback not only motivated me but also showed me that research can touch people, bring issues
to light, and inspire reflection.

I would like to sincerely thank all the women I interviewed for their openness, time, trust, stories,
and appreciation.

My hope, and I’m sure this is also true for those I interviewed, is that more people will recognize the
potential that lies in value-driven communities, sustainable products, and mutual support — and that,
as a result, more women will find the courage to explore new paths for themselves.

In closing, I’d like to leave you with some words of advice from the interviewees, directed at women
who are considering joining a sustainable network:

“Women are simply born networkers. Whether they realize it or not, that’s just who they are. Women
will make a difference in the world, and in global affairs, it will be feminine energy that is simply

decisive — and that we so desperately lack.”

“If you're not afraid to face yourself throughout the entire process, then you can change the world.
Work miracles.”

“I would always advise people to be truly courageous and curious. To take a look at it and try to
recognize the opportunity within it.”
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Appendix

Appendix A: Overview of profiles covered by respondents

The study included nine women aged 25 to 62 with varying levels of experience in sustainable
Network Marketing (ranging from 9 months to 11 years). The participants came from a variety of
professional backgrounds, including education, healthcare, coaching, and entrepreneurial activities.
Some practiced the activity as their primary occupation, while others did so as a supplement to their
job, education, or family life. The diverse life situations and levels of experience allowed for a wide
range of perspectives on sustainability, value orientation, meaningfulness, and long-term

commitment.

Tables A1 and A2 provide an overview of a few key factors of the profiles covered.

Table A1: Overview of number of participants per level of ambition, time investment, nationality and country

of operation

Level of ambition:

Number of participants (9)

Second source of income
Main source of income

i
4

Time investment

Parttime
Fulltime

[

Nationality

German

Austrian

British & german
Belgian

— = Oy

Country of operation

Germany
Austria
Irland
Mexico
Belgium

e i e e |

Table A2: Overview of participants' entry into network marketing, age and reached career targets out of 10

Entry Age Targets (highest - regular)
2015 25 10-8

05/2016 31 8-5

12/2018 32 6-5
2020 43 4-2/3

05/2020 51 3-3

09/2024 56 3-23

10/2024 57 3-1

04/2025 58 2-1

07/2025 62 2-0




Appendix B: Interview guide
Introduction

Thank you very much for taking the time to participate in this interview.

This study is part of my Master’s thesis and explores how personal sustainability values influence
women’s decisions and long-term commitment in sustainable Network Marketing, using Ringana as
an empirical context. With the term sustainability I refer to both: environmental and social
responsibility.

The interview focuses on your personal experiences, motivations, and reflections. There are no right
or wrong answers — [ am interested in your individual perspective.

The conversation will take approximately 60 minutes. With your permission, the interview will be
audio-recorded to ensure accuracy in transcription. All data will be anonymized and used exclusively
for academic purposes.

Participation is entirely voluntary. You may decline to answer any question or withdraw from the
interview at any time without any consequences.

As you know, I am also a Ringana partner. However, this interview is conducted solely in my role as
a researcher. It has no influence on business relationships, hierarchy levels, or future collaboration
within the network.

Do you have any questions before we begin?

1. Background and entry into Network Marketing
1. Can you tell me a bit about your background and how you became involved with Ringana?

2. What initially attracted you to sustainable Network Marketing compared to other work or
business opportunities?

2. Personal Sustainability Values
3. Which role does sustainability play in your everyday life?

e [s it more environmental or social connected?

4. Can you describe any personal values that you feel strongly influence your professional
choices?

3. Decision to Join the Network
5. Looking back, what were the key factors that influenced your decision to join Ringana?

6. To what extent did sustainability-related values play a role in this decision?

e Was this an unconscious part of the process or did you actively reflect about it? If
yes when and how?

e In what kind of way did your mentor contribute to this?

7. How would you describe the fit between your own values and the values you recognize
from Ringana?

e Is this the same for your team, your mentor and the job that you’re doing?

e  Where lie similarities and differences?
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4. Long-Term Commitment and Engagement
8. What motivates you to stay active in the Ringana network?
e Have your sustainability values influenced your level of engagement or long-term
commitment? If yes, how?

9. Does your work feel meaningful or purpose-driven to you and how is this connected with
your personal values?

10. Can you describe a situation where your values either strengthened or challenged your
commitment?

5. Reflection and Future Perspective
11. How do your sustainability values influence your communication and work with your
existing or potential team partners?

12. What advice would you give to women who are considering joining a sustainable Network

Marketing company?

Closing
e Opportunity for additional comments
e Thank participant for their time
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Appendix C: Content analysis

The following overview illustrates the coding structure (code-tree) developed as part of the
qualitative content analysis. To improve clarity, specific values from the finely structured subcodes
have been excluded from this representation. These can be found in the following table A3. The first
overview therefore serves primarily to ensure the transparency of the analytical process and the
central thematic structuring of the data:

- Entry decision

@)

O O O O O

Decisive factors entry
Motivational factors entry
Doubts
Initial contact with Ringana
Role of sustainability in entry
Sustainability assessment process
= Active assessment
= Passive assessment
= Channels used for assessment
entry
= Role of mentor
Influence of sustainability on
communication
= [Influence on teambuilding
* Influence on team leading

- Long-term commitment

@)
@)
@)

Challenges commitment
Decisive factors to stay
Motivational factors to stay

- Meaningfulness and purpose drive

Person-organization-fit

o Job fit

o Mentor fit

o Team fit

o Organization fit

Personal values

o Challenges

o Change

o Ecological values

o Social values

o Role of sustainability in daily life

Internationalization
o Countries
o Challenges
o Differences
o Similarities
Advice for future partners
Appreciation
Sustainable Network Marketing vs.other
working models

Table A3 summarizes the lowest-level codes identified during the qualitative content analysis. It
provides an overview of the factors mentioned in the context of entry, commitment, and perceived
meaningfulness (rows). These factors have been grouped into different categories (columns) to
illustrate the shift in thematic focus across the different phases of engagement. The colour coding
indicates the relative frequency of mentions within the interviews.
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Table A3: Overview of all factors of influence on entry, long-term commitment and perceived meaningfulness

Social factors

Ecological factors

General sustainability

Economic & structural

Entry decisive

comumnuni y

Purpose & meaning

1] e or1 =1

female 61}11]0\\'61‘1!1&1”

products
price advantage

income

Individual/others

Entry motivational

social & political impact

team & community

meaningfulness

future visions

credibility of the company
flexibility

future visions

money
products
Role of sustainability nature conservation |company's philosophy female empowerment
in entry limiting pollution ingredients
Innovaition
production
sustamable way of dong business
Commitment decisive |cc sustainable & mnovative philosophy (meaningfullness money feeling
0 society innovation personal development  |no pressure own conviction
impfact on family products
Commitment
motivational community & people future perspective personal development  |freedom value fit
change through job sustaimable philosophy income
health
Meaningfullness female empowerment inspire for more sustamability alternative income model |having success realizing dreams

& purpose drive

inspire for healthy lifestyle

beeing needed & connected in team

future oriented innovation

personal development

Number of codes: 15-21; 11-15: 6-10: 0-5




Appendix D: Code-tree with exemplary quotes

- Entry decision
o Decisive factors entry

= “I'was absolutely thrilled with the products. [...] That feeling — using products from
nature, made with these incredible natural ingredients and with a fair supply chain.
That truly transformed my daily bathroom routine for the better. It’s simply an act of
loving self-care”

= “Selling is actually a total no-go for me. I would never choose to do something like
that, but the fact that I'm doing it at all is because of sustainability. So the values that
Ringana stands for somehow convinced me to give it a try.” '

»  “I had this feeling inside me and a voice that said, ‘Do this now, this is what you need
right now, you can achieve so much with it,” and that was just so incredibly beautifil
— I can’t even describe it, just an incredibly beautiful feeling. Then I realized, I was
on parental leave and I was just a mom the whole time, 24/7, just a mom and nothing
else, and that was such a new role for me.”

o Motivational factors entry

= “Flexible scheduling, a women-friendly business environment — those are all values
that go hand in hand with it. Not having to work under someone’s authority. I don’t
have anyone above me or below me. Instead, it’s about teamwork and co-creation.
You can’t succeed here if you don’t help others succeed. All of that was new to me
and literally fired me up.”

= “Getting money to women and into the middle class was a key factor in the decision.
That was one of the pieces of the puzzle in the decision-making process.”

»  “Meaningfulness, I finally have something to do besides just being a mom. And then,
of course, once I saw what was possible, I wanted to build up a good side income. So
even before that, 1 felt like I had to do something. Although I wasn't actually looking
forit”

o Doubts

= “I've never been that focused on anything in a business sense, or on building a career;
1 didn't want to make a lot of money, and I didn't want to climb the corporate ladder.”

»  “I always said, ‘No, that's not really my thing. I don't like selling, I don't know
anything about nutrition, and I just didn't see myself doing that at all.””*

o Initial contact with Ringana

= “It was a long process, but then I really started to get interested. She actually never
brought up the business side of things — instead, I was a very good customer for a
while”

»  “I had already tried two of their products a few years already but I wasn'’t really
thinking about what Ringana’s philosophy was. [...] Then I kept seeing my
breastfeeding consultant doing the business, so I just thought to myself ‘I already
know two products, I'll check it out’. That’s when I actually looked into the
philosophy and thought, oh my gosh, this is amazing.”

o Role of sustainability in entry

= “Primarily, it’s really the factor of sustainability — and to some extent environmental
protection, which certainly plays a role — as well as naturalness, meaning that they
simply make natural products.”

»  “Because it contains plant-based ingredients. I don’t want any chemicals. I don’t
want to ingest chemicals, and I generally don’t want to put chemicals on my face
either. Those are the two factors that really convinced me about Ringana.”
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“Back in 2016, Ringana won the Climate Protection Award in Austria, and I simply
don’t know of any other cosmetics company in the world that has won a climate
protection award. It’s truly a prestigious award in Austria. [...] So that really
impressed me.”

o Sustainability assessment process

“Actually, I was very trusting at first. I had already done a bit of reading online, but
the opinions there were very mixed. Not about the products, though. I had already
looked into the products themselves. But I didn 't just look at the positive side; I did a
balanced investigation into what the brand actually does, including its website and
everything else.”
I didn't really do much research or anything like that; I was actually pretty convinced
from the start. I trusted my mentor. She told me about it, and I just decided to trust
her.”

o Influence of sustainability on communication

“That’s why I'm here — those values — and that’s what I convey. Whether it’s within
the team or with clients, that’s what I stand for. So I'm a strong advocate for this
company, and that’s the foundation of my communication in every aspect of this
business.”

“I've become very selective about who I let into my inner circle. It’s a valuable
community, and I don't let just anyone in anymore. [...] So it’s not just about rushing
to recruit partners as quickly as possible; I mean, at times that was good for finding
the right people. But if [ were to do this again with that same approach, I'd always
ask myself: Does this person fit with me? Do they align with my values?”

- Long-term commitment
o Challenges commitment

,,Personal development doesn’t just mean that everything always turns out for the
best. [...] It did, in fact, lead to our breakup. I started seeing myself as a woman
again, I paid more attention to my health, and I started exercising. Men began to
perceive me very differently, and I felt increasingly seen by other men rather than by
my husband. I ended up pushing him away with this personal growth. I always say
this now when I'm looking for new partners [meaning the network here], too: you
have to be ready for personal growth, and that also means that things in your
environment might change a bit. Both friendships and relationships. Your vision
becomes clearer. Your needs come to the surface. Something really happens to you. I
broke up. “°

“I'm not making as much progress as 1'd like because I still have a lot of obstacles to
overcome, but they really have to do with myself — with my fears.”

“I'm getting tired of approaching people. Maybe not everyone gets tired, but I've
gotten tired because it's just not in my nature.”

o Decisive factors to stay

I can’t rest on my achievements now, because the goal is to keep this meaningful
work going and help other women do the same. That’s why this is a labor of love. I'll
definitely never stop doing this. It would be financially foolish anyway. But also
passing this on to others. I believe that’s the future. I believe we’ll be needed less and
less in the traditional workforce and will increasingly need other sources of income.”
., 1 got motivated, and supported by other partners who didn’t stand to gain anything
financially from me. I truly recognized connections that touched me so deeply that 1
realized this was so genuine and so true — that here, I'm truly seen for who I am and
how I am — and I've actually been pretty successful as a result.”
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“My fear of social rejection definitely has the upper hand and weights more heavily
because it really holds me back. But at the same time, my desire to live out my other
values — like sustainability — and to share them with the world is strong enough that
I want to let go of that fear and overcome those reservations.”

o Motivational factors to stay

,If you're only doing this for financial reasons, you won't stick with it. [...] When
those values run so deep and you've felt something in your heart at an event that
touched you so deeply, that's what keeps you going.

“Being seen, recognition, appreciation. Those were the things that really drove me.
And then seeing the impact it had on the other women who followed my lead.” *

“I knew that perseverance is one aspect of it. There will be setbacks in life — lots of
rejections. [...]I knew that was just part of the process, because I always listened to
the Fresh Calls, too. Those stories from other women — they motivated me to think
long-term, because things didn’t always go smoothly for them either, but they stuck
with it and then they became financially free. So it is possible. And I knew there’s
exponential growth.”

- Meaningfulness and purpose drive

., The fact that you 're simply supporting a company that’s committed to sustainability,
fair working conditions, and fair production practices — and you can spread the word
about it around the world. You can share the knowledge that this exists and help
promote the products themselves, thereby making the world a little greener, a little
more sustainable, and a little better in that sense. You can raise awareness among
people and help them become more conscious of the fact that they re in a similar
situation to mine, so they start to rethink things too. And you can also help people —
to come back to the social aspect — generate an income, become a bit more
independent, or simply have more money and thus a better standard of living.”

“That was also key to understanding that I'm making a difference in terms of social
policy. In other words, that money is going to the middle class. It was also really
important for me to point out that you're not just getting a better product for your
bathroom or a reduced ecological footprint, but an economic model — which I still
find surprising — that is so unpopular in society.”

“To be part of a societal transformation within the network as well — a transformation
we’re only just beginning. I truly believe in Network Marketing as a model for the
future. So, from heart to heart. Especially when trust is breaking down, when fakes,
Al and such are playing a role, this is something that simply cannot be betrayed.”

- Person-organization-fit

o Job fit

“Women are simply born networkers. Whether they realize it or not, that’s just who
they are. Women will make a difference in the world, and in global affairs, it will be
feminine energy that is simply decisive — and that we so desperately lack.”

“The money goes to the middle class. [...] I really think the combination of this
product and the business model itself is brilliant.”

“I'm really actively involved here in doing my part for environmental protection.
That’s what interests me about network marketing: the customer base I could reach
with these products has expanded exponentially through network marketing, because
my team has reached 30,000 customers. I couldn’t have done that on my own.”’

o Mentor fit

“This is my own struggle. The only thing that helps is to remain present and not lose
hope or faith in me [...]. To remind me, even though I lack success and have fears of
being a disappointment, that [ am not.”
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= “So that’s the connection we had, and I've always appreciated her for who she is [...]
There was also a real sense of community. [...] It really was — and still is — a great
connection.”

=  “Ineeded an active mentor. Otherwise, I wouldn’t have amounted to anything”

= “Then another friend came along who really inspired me, and it was all because of
the way she told the story. It was the same story, but she told it with so much more
enthusiasm.”

o Team fit

= “But Ringana was truly a world where I realized I had abilities that hadn’t been
discovered or recognized anywhere else. [...] Here I am truly seen for who I am and
how I am — and I've actually been pretty successful at it.”

»  There are lawyers and all kinds of highly educated people who are involved with
Ringana. That’s exactly what appealed to me so much. I said, ‘I totally see myself in
that.” I'm not just some housewife who can’t get anything else done in life.

= “That’s why I find the atmosphere there absolutely wonderful — especially the way
women support each other all the time. I've never once sensed any jealousy among
them or anything like that. That sense of solidarity, of building a community and
supporting one another, aligns perfectly with my values — and, of course, the issue of
sustainability as well.”

o Organization fit

= “They're all about sustainability, and I totally support that. They try to source their
raw materials responsibly, and ultimately, I can stand behind that 100%”

= “Really having this vision — someday there will come a time when healthy products
are found in bathrooms all over the world, because it’s so natural, and we need other
companies to do this too. I just don’t know of any that are doing it with such rigor.

= “Ican trust the product, I can trust the company, and as a leader, I can set an example
that shows people can trust me”

Personal values
o Challenges

= “I'don't always feel like approaching new people, but I always feel like supporting
my team.”

= “Whether it’s people you know or complete strangers, just striking up a conversation
with them or telling them about Ringana, and then gaining customers or partners that
way. It’s not necessarily that I don’t believe in the value behind it, but I find it hard —
though maybe partly because it’s also a matter of, I don’t want to get on anyone’s
nerves, right? [...] Just the fear that people will think I'm pushy and trying to sell
them something, or just a general fear of rejection.”

= “There’s no one standing behind me saying, “Come on, just do it.” But it’s more of
an indirect thing — or rather, I probably expect it from myself, or I think that others
expect it from me. Because ultimately, the approach I take —where I do show it and
tell people about it, but I wait for them to come to me —isn’t exactly a very successful
method, as you can see.”

o Change

= “I realized I could really identify with those values. I thought to myself, “I've never
really given them any thought before,” and then I realized that in all the years I’'ve
been alive, I just didn’t care.”
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= “feel like I've generally gone through a similar process of personal growth in many
areas — I've actually turned things around and developed in a completely different
way, adopting a whole new mindset. I reflect more, I don’t live as recklessly as I used
to, and I can also do my part to make the world a better place, which is basically what
I’'m doing now with the company.”

o Ecological values

= “Sustainability, environmental protection, and animal welfare — these are issues that
are very close to my heart, and I try to incorporate them into my daily life so that 1
can do my part as much as possible and live as sustainably as I can.”

. “[...] the desire to actually be able to share it with the world, as well as the aspect of
sustainability — the fact that I can do good with it, that I can help people and the
environment. That I can encourage more people to start rethinking things.”

"  “And I can go out there and say, “Hey, guys, this is the purest thing you can get
anywhere in the world.” I can't do that with anything else, because if I don't truly
believe in it, I can't recommend it.”

o Social values

= “Butldon’t try to force people to buy anything, instead, people end up coming to me
on their own. I don’t try to persuade them, but rather highlight the positive aspects of
the products and let them decide for themselves. I would never even think of trying to
persuade people, because that approach doesn’t work.”

=  “What really fascinated me about Ringana is that I felt a real connection to this
community — to the people, specifically the women who were part of it. First of all, 1
thought they were incredibly smart and savvy. It’s always been important to me not
to just use any old cosmetics.I realized that these women think beyond the surface —
they care about sustainability, passing on these values, and empowering women.”

= “On the one hand, they want to earn money and, on the other, get their own products
at a lower price — but they also want to improve their health in the process. But you
know what? You don’t see results overnight. And I get the feeling that people want
quick-fix solutions: That, too, is a sustainability issue. Thinking long-term, long-term

impact.”
o Role of sustainability in daily life
»  “We also built a house with geothermal heating, but not because we had to. We did

it because we wanted to. And as for electric cars, yes, I'll have to buy one. We're
required to as self-employed people.

»  “And in my daily life, I try to be mindful of what I eat. It’s difficult here in Mexico,
because I'm a big fan of recycling, but people here don’t take it very seriously, and
that sometimes breaks my heart. You see a lot of plastic bottles on the beach.”

= “Well, it’s more of an eco-friendly thing, especially since I’ve been involved, because
1 thought to myself, hey, we really need to do something about this. I'm already very
careful about what I throw away — what I might be able to reuse — or, for example,
my daughter’s clothes, which I get from other family members. It’s just those kinds of
things where you really think twice. Maybe we'll still need it before we throw it away.
We don't always need something new; we can still use what we have.”

- Internationalization
o Countries

= “I'm from the UK, and I was really into it — [ mean, expanding across borders, like
Ringana going global — and that's really not always easy, not at all.”

= “Ithink it would be easier in America, I suppose, because Americans are much, much
more open-minded when it comes to things like network marketing.”



o Challenges

“It’s a question of the image. When [ see that, I think of sustainability. It’s definitely
different in the UK. When I see something from Ringana, I have to be convinced.”
“The technology is a huge challenge.”

o Differences

“An Englishwoman doesn't say anything about ‘vegan’ because she's just not
interested in that. It's not a buzzword. So you have to pay attention and ask people,
‘How do you talk about Ringana?’, ‘What does sustainability mean to you?’ Because
it has very different cultural nuances””’

“I get the feeling that sustainability is much more important in Germany than in
Belgium.

“I think it varies quite a bit when you look at this sustainability aspects across
countries. A lot of the Austrians I meet have a completely different perspective. [...]
And also the whole image of what’s sustainable in Germany. [...] You can show the
world something like Wilfinger’s life and that would be totally different from a
sustainable German company. And that’s in the UK, for example also a reason why
it doesn 't really resonate, I think. It is how they present themselves, you know, as a
rich, lively couple — but that’s a different sustainability image and that doesn’t really
resonate there.”

o Similarities

“There are also negative examples, which is why everyone here is so cautious —
because they over there also point to unethical examples. But you also have unethical
examples right here in Germany.”

Adyvice for future partners

Appreciation

“I would always advise people to be truly courageous and curious. To take a look at
it and try to recognize the opportunity within it.”

“Keep your goal in mind. Know what you want, and be clear about why you 're doing
it and what your values are. Know where your priorities lie.”

“You don’'t lose anything; you only gain.”

“If you're not afraid to face yourself throughout the entire process, then you can
change the world. Work miracles.”

“I really want to acknowledge your work. You're also welcome to add a final word,
because the research itself is incredibly important — it doesn’t matter how many
people read it, but it’s your mind behind it, and someone will read it, think about it,
evaluate it, and let it sink in.”

“l’d like to comment on that again in our group now that the interview is over. That
1'd like to ask all of you to give an interview yourselves, because it feels so good to
reflect on your own journey and, ultimately, to understand and solidify it.”

“ Now that I'm talking about it, I realize that I think this is really helping me right

»

now.

Sustainable Network Marketing vs.other working models

“You might see a brief surge of new partners joining up. They stick with it for a month
or two, and then they quit — and I think that’s actually pretty normal across the entire
network marketing industry. But that’s something that really bothers me, because
some of them have managed to acquire customers during that time, and it’s extremely
rare to be able to pick up those customers again. And I think that’s a major challenge
with network marketing — that it’s actually such a great product, so it really shouldn’t
be so dependent on people. I try to make sure that, regardless of whether people
become very successful, they provide really good support so that the Ringana
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products are still used. That’s something that challenges me —that it’s so dependent
on people and that you can’t really retain those customers at all when someone
quits.”

“It goes hand in hand — the decision to get into network marketing, in fact, is all
interconnected. Taking the first step was a process, which naturally involved looking
at my own financial situation, my age, and my own numbers. I’ve been self-employed
for over 20 years and therefore have no retirement savings, and as is often the case,
you tend to put that off until your mid-30s or mid-40s, This is an opportunity for me
to really build a sustainable, scalable business. Something that supports itself, even
in times when I can’t work [...]. I've always been self-employed and love my freedom,
to continue working freely, but also to build a secure income and pass that on. So |
can’t do this on my own, but rather — and this is what interested me — to have a lasting
impact on other people’s lives.”
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Appendix E: Consent & ethics form

Study Title:

Personal Sustainability Values and Long-Term Commitment in Sustainable Network Marketing
Researcher:

Aglaia Detering, Master’s Student, University of Groningen

Informed Consent Statement

Purpose of the Study

This research aims to explore how personal sustainability values influence women’s decisions to join
and remain committed to sustainable Network Marketing, using Ringana as the empirical context.
The study focuses on personal experiences, motivations, and reflections related to sustainability and
professional engagement. Therefore around 8 Ringana partners get interviewed for around 30-60
minutes.

Voluntary Participation
Participation in this study is entirely voluntary.
You may decline to answer any question and may withdraw from the interview at any time without
providing a reason and without any negative consequences.
Participation has no impact on:
o Business relationships
o Career levels
o Team structures
o Future collaboration within the Ringana network

Recording and Data Use
With your permission, the interview will be recorded for transcription and analysis purposes.
You are asked to indicate your consent below.
Recordings and transcripts:
o Will be stored on a password-protected private device
Will be used exclusively for academic purposes within the Master’s thesis
Will not be shared with other Ringana partners or third parties if not anonymized.
Recordings will be transcribed with the help of AL
Data will be processed for a research report as well as practical output. Aim of this is to help Ringana
partners in their recruitment and teamleading processes as well as giving sustainable Network
Marketing more awareness in the field of sustainable entrepreurship.

Anonymity and Confidentiality
All data will be anonymized.
e Names will be replaced with pseudonyms
o Identifying business details will be removed or generalized
e Direct quotations may be used in the thesis in anonymized form
The research study as obtained ethical approval from the Campus Fryslan Ethics Committee.
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Researcher’s Dual Role
The researcher is also a Ringana partner.
This dual role is made transparent and reflected upon in the study.

Interviews are conducted strictly in an academic context and outside business settings.

They are not used for recruitment, evaluation, or internal assessment.

Consent

0 I have read and understood the information above.

L1 I voluntarily agree to participate in this study.

L1 I consent to the video/audio recording of the interview.

Name:
Date:
Signature (or documented oral consent):
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Appendix F: Personal values of respondents

Table A4 provides an overview of the identified values, broken down into ecological and social
values and sorted by frequency of occurrence. The latter are categorized under individualistic,
relational, normative, and transformative orientations. The colour coding also illustrates the relative
frequency of mentions and allows for an initial weighting of the individual value dimensions (green
= 0-7, orange = 814, Purple = 15-21, Red = 22 and above). It should be noted that the identified
values were not collected independently of the interview context but were articulated in connection
with questions regarding sustainable Network Marketing.

Table A4: Personal values from respondents, split in ecological and different types of social values

Ecological values Individualistic values |Relationships Normative values/attitude | Transformative orientation

sustainability health no pressure conviction development

freedom openness truth change through alternative income model
courage

sustainable growth

community & support |honesty
personal responsability  [cohesion supply chain responsability
selfcare awareness

Number of codes: 22-33; 15-21; 8-14; 0-7

Overall, the findings indicate that respondents have a strong value-based self-image that encompasses
both the environmental and social dimensions of sustainability. It becomes clear that sustainability is
not generally understood as a clearly defined environmental category, but rather appears within a
broader, everyday context.

The ecological values primarily relate to aspects such as sustainability in general, although these are
rarely articulated in isolation. They are usually embedded in concrete lifestyle practices, such as
consumption patterns, resource use, or a mindful approach to food. Furthermore, a commitment to
nature conservation and combating environmental pollution was explicitly evident.

Social values, on the other hand, are much more prevalent. The concept of “no pressure” came up
particularly often, referring specifically to the approach of not wanting to put pressure on others. This
is complemented by dominant values such as health, living a life of freedom, and living in accordance
with one’s personal convictions. This orientation points to a strong need for autonomy and self-
determination.

At the same time, relational and normative values such as trust, openness, honesty, as well as
community and mutual support play an important role, highlighting the importance of social
embeddedness.

This value profile is complemented by a transformative orientation, which is expressed in the desire
for personal development (mostly in relation to the individual themselves or their personal
environment) and social change — for example, through alternative income models.
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Appendix G: Sustainability assessment process & doubts

The analysis suggests that respondents were more likely to actively but also passively assess the
company’s sustainability and alignment with their own values. Particularly relevant to the active
assessment were online research and publicly available information from the partner company (such
as its website or social media channels). At the same time, internal training, team knowledge, and
community events played an important role.

In cases of passive sustainability assessment, the role of the mentor and interpersonal trust were
central. Personal relationships, as well as qualities such as empathy, enthusiasm, and authenticity,
influenced whether an alignment of values was perceived. In some cases, respondents also described
their awareness of sustainability aspects as having developed incrementally and incidentally.
Overall, the results make it clear that perceptions of sustainability are not shaped solely by formal
information, but are significantly influenced by social relationships, trust, and shared experiences.

Only a few participants reported having fundamental doubts about joining the program. When
scepticism did arise, it usually related to general practices at the partner company (due to a sceptical
disposition) or to critical perceptions from their social circle.

However, personal internal resistance was most evident. The rejection of a traditional sales role was
mentioned frequently (“I don'’t like selling **). Furthermore, participants reported that they had not
consciously aimed for a career or income-oriented path, or that they initially perceived the business
model as incompatible with their previous educational background. The doubts thus related less to
sustainability aspects themselves and more to personal ideas about work and barriers to “selling”.
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Appendix H: Challenges in commitment

In the context of internationalization, it became clear that sustainability is perceived and
communicated differently across cultures. Several respondents noted that values and sustainability
messages directly associated with Ringana in German-speaking countries do not automatically carry
the same meaning in other countries and are sometimes even viewed with skepticism. One respondent
noted, regarding the British market, that terms like “vegan” or sustainability-related messaging
resonate much less emotionally there and are sometimes interpreted as greenwashing.

“An Englishwoman doesn't say anything about "vegan" because she's just not interested in that. It's
not a buzzword. So you have to pay attention and ask people, ‘How do you talk about Ringana?’
‘What does sustainability mean to you?’ Because it has very different cultural nuances.” >

Sustainability must therefore be communicated differently across cultures and adapted to societal
values. Other influencing factors include the priority given to sustainability in society or by
individuals, the status of Network Marketing in the country, and the degree of openness and interest
in interpersonal interaction.

Sustainability was thus not described as a universally understandable concept, but rather as a
culturally shaped attribution of meaning. This creates challenges for the international communication
of values, trust, and long-term commitment.

Next to challenges in the context of internationalization, tensions were identified on personal level.
Table A5 shows an overview of the identified challenges on the interviewees long-term
commitment and personal values, sorted by frequency of occurrence.

Table A5: Factors that challenge the commitment and personal values

Challenges commitment Challenges Values
g g2
personal development actions that doesn't fit with personality

of methods partnerships
personal development

missing activeness in team
getting tired

exsistential problems :
contlict in team fear of rejection
frustration

money focused
own pressure
conflict in team
short-term thinking
human vs. Sustainability oriented
more travels through job

time & capacity management

wrong behaviour of other partners

Number of codes: 9-12; 5-8; 0-4
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Notably, the challenges associated with long-term engagement relate less to the concept of
sustainability or the behavior of the partner company itself, and more to interpersonal, emotional, and
value-based aspects of the social environment.

A central theme concerns personal development, which was often described as a challenge. The
business often confronted the women with their own fears, beliefs, self-doubts, and questions
regarding authenticity and self-image. Meeting external expectations, self-imposed pressure,
frustration, and the fear of rejection are also related to this. At the same time, it became clear that
long-term commitment to both the values and sustainable Network Marketing requires a continuous
examination of oneself and one’s own behavior.

Several female respondents also reported observing in other partners that a lack of alignment with
shared values made long-term commitment difficult. In the case of individuals who quickly became
inactive, it was suspected that there was no deeper connection to the underlying values or no strong
personal “why.” At the same time, it became clear that a lack of commitment cannot be attributed
exclusively to value-related factors; personal life situations, existential problems, or inner insecurities
also play arole.

The example of one respondent stood out, who described her own personal development as the
greatest challenge to her success, nevertheless demonstrates a strong commitment. The decisive
factors here are a high level of identification with the values, the meaningfulness of the work, and the
desire to overcome personal barriers in the long term.

In one’s personal life, family dynamics — especially within romantic relationships — play a particular
role. Other challenges included balancing work with personal life due to one’s commitment to
personal values. Two respondents described how their marriages and families (which also involved
children) were put to the test by their work as Ringana partners, with one ending in divorce and
another continuing after therapy. Issues such as independence, personal development, visions for the
future, and managing finances (closely linked to differing priorities) played a role in this.

»Personal development doesn’t just mean that everything always turns out for the best. [...] It did, in
fact, lead to our breakup. [...] I always say this now when I’'m looking for new partners [meaning
the network here], too: you have to be ready for personal growth, and that also means that things in
your environment might change a bit. Both friendships and relationships. Your vision becomes
clearer. Your needs come to the surface. Something really happens to you. I broke up. %
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