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1.

Introduction

A research was conducted to understand the dynamics of different market segments for the
purpose of Handmade in Hatay project. The target audience was determined as below:
a) Manufacturers of classic and modern furniture with high manufacturing capacities in
Antakya
b) Furniture manufacturers and retailers in the selected 10 cities and in Antakya
c) Middle- and upper-middle class consumers in the selected 10 cities and in Antakya
During the research, it was understood that architects have influence over decisions related
to home decor and furniture selection in big cities. Therefore, architects were also included in
the research.
In-depth interviews were conducted with the presidents of chambers and associations related
to the furniture industry to evaluate the positions of both their cities and others in the
furniture market.
The research was designed to help position Antakya furniture, draw up communication
strategies and create a marketing plan.
The research report includes insights and recommendations that potential designers,
advertising, PR, social media and media planning agencies can utilize and turn into action.
Acknowledgement
We would like to extend our sincerest thanks to the manufacturers in Antakya, President of
the Small Industrial Zone, President of the Chamber of Lumbermen and Furniture
Manufacturers in Antakya, and the representatives of the Chamber of Commerce for their
participation in the in-depth interviews and workshops.

2.

Executive Summary

Consumers
Awareness of Antakya furniture among consumers is low to non-existent. On the other hand,
the city’s famous cuisine and successful past in other crafts create the impression that it can
be successful in furniture-making as well. İstikbal and Bellona are the best-known brands of
mass-produced furniture. İnegöl furniture is also well known. Ankara Siteler and Istanbul are
the two top-of-mind destinations for classic wood furniture.
Trends
Speed, price and functionality are the most important needs in modern life. Middle- and
upper class classic furniture does not bear these three characteristics. Although the frequency
of replacing furniture has increased in general, consumers get disappointed when the
furniture they purchased from the best-known suppliers breaks down before they pay the
third or the fourth installment. On the other hand, it is necessary to meet consumers’ demand
for ‘total luxury’ needs. And this is possible not only with the price of a product, but with how
well it addresses emotional and functional needs. Suppliers need to turn from manufacturing
cheap and counterfeit products to original and high quality products. Izmir stands out as one
4

of the most successful cities in terms of the total-luxury concept. In that regard, the
manufacturers in Izmir can serve as a good example.
Manufacturers and Retailers
Manufacturers, retailers and industry experts in other cities view Antakya as a city that mostly
focuses on semi-finished products and contract manufacturing. This impression stems from
unfinished products that are delivered in the raw form. It is important that Antakya becomes
self-sufficient in the painting/finishing process as well. Manufacturing for other brands
(contract manufacturing) further strengthens the perception of Antakya as a manufacturer of
semi-finished products.
It is imperative to define the mission and vision of furniture making in Antakya, along with
organizing activities and events to announce these.
Architects
Architects are key to introducing the manufacturers in Antakya to the upper-class consumers
and to increasing the brand value. Because of their big egos, architects generally conflict with
the manufacturers in big cities, and therefore, they seek alternative suppliers. Antakya
furniture could fill this gap. Architects are the most welcoming segment to meet and
collaborate with the manufacturers in Antakya.
Design
Antakya furniture presents a mid-potential for branding. And design plays a key role in
branding. Considering the fact that design uses a) technology, b) aesthetics and c) culture to
create solutions for daily life, Antakya has the potential to leverage these three characteristics
and also use technology in manufacturing. A certain level of automation in manufacturing
exists. However, automation and technology could be further improved by creating a shared
manufacturing area. When the cultural aspects of design are taken into consideration,
Antakya has a rich history with its furniture and culture. Besides, the city boasts a strong
history in craftsmanship, which is rooted in the city’s genes. That sort of wealth will ensure
originality in designs, also by leveraging culture and technology.
Raw Materials
Procuring wood from overseas suppliers increases costs. Because trees are consumed at a
faster rate than nature can create them, industrial and natural reforestation efforts have
become a top priority.
Using polyurethane instead of wood - and failing to inform consumers about it - could
damage trust and present a high risk in the near future.
Lately, the use of petroleum-based materials (that looks like wood) in avant-garde products
and by some upper-segment manufacturers in Istanbul has become more prevalent.
Meanwhile, consumers continue to believe that they are purchasing wood furniture because
they are not informed about the materials used and also because the products are lacquered.
Some manufacturers began to promote polyurethane, trying to convince retailers that this
material is more expensive and valuable than wood.
While the world discusses the importance of using wood in terms of sustainability, health and
the environment, using polyurethane in furniture manufacturing is a risky business.
5

Recommendations
We devised 41 recommendations after a detailed evaluation of the opinions received from
manufacturers in Antakya, consumers in different segments in all of the cities, architects,
retailers, and well-informed representatives of various institutions related to the furniture
industry, and a thorough review of the furniture literature around the world. These
recommendations have been further discussed and evaluated at a workshop attended by
manufacturers in Antakya. You may find these recommendations in the final section of this
report.
We evaluated the 41 recommendations included in the presentation together with the
manufacturers at a workshop held after the presentation and sought their suggestions in
terms of 1) how valuable these recommendations are for the target audience, 2) their return
in short-, medium-, and the long-term, 3) difficulties and challenges in implementation.
Increasing the perceived value of the occupation/trade
1) Institutionalization, describing and justifying institutionalization
2) Organizing workshops with screenwriters, advertisers, bloggers, media experts, media
planners and other opinion leaders in Antakya in order to help them better understand this
occupation/trade and generate empathy.
3) Talking to the students of vocational education centers and trade schools in order to
understand their expectations and motivations for starting this occupation. Organizing special
events to convince their families. Organizing wood carving workshops and activities at
shopping malls to draw the attention of these young people and their families.
4) Stories of Masters book: Honoring the occupation and the old masters by including their
biographies and masterpieces.
Bio-capacity; trees; industrial and natural forests
5) The ANMOGEP project (Project for Advancing the Growth of Furniture-Making in Antakya)
should participate in afforestation projects that contribute to increasing bio-capacity.
Participation in such projects is very important in terms of sustainability and positive PR.
Localness, geographical indication
6) The identification plates of old houses are hidden under their foundations. These tags show
when and by whom they were built, and the materials used. Similarly, an identification plate –
showing Antakya Neccar or another logo - could be created for the furniture manufactured in
Antakya. These plates can then be placed somewhere on the furniture like a chip. However,
the first step is to find out whether it is possible to apply for ‘geographical indication’ rights for
furniture.
Target Audience
7) Young people should also be included in the target market – product advertising and
communications activities should target young people as well.
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8) Architects, despite their high commission fees, constitute an important target market in
terms of reaching end users and undertaking prestigious jobs. It is important to collaborate
with architects in Antakya and other cities.
9) Leveraging the language advantage and experience, Antakya manufacturers can open joint
showrooms in Dubai, Qatar, Erbil, Sulaymaniyah, and Kuwait.
10) Each manufacturer should create a brand manifesto, and under the ‘target audience’
section, they should describe in detail their B2B customers and end users, complete with
demographics, life style, and mood boards.
Branding
11) Creating a brand architecture and identity
12) Drawing up communication strategies
Marketing
13) For acquiring new customers: Inviting architects, manufacturers, retailers, and chamber
presidents in other cities, who are open to collaboration, to Antakya, and informing them about
the vision and production.
14) Creating a professional, high-quality product catalogue (in Arabic, Turkish and English)
15) Organizing workshops with opinion leaders (media and social media experts, screenwriters,
advertisers), architects, designers, animators and producers in order to promote the story of
wood and craftsmanship in Antakya.
16) Participating regularly in local trade shows.
17) Visiting overseas trade shows (at least two).
Design
18) Accelerating the revision work on product samples.
19) Turning to design, creating combinations and revisions in drawing – rather than in product
samples.
20) Cooperating with designers and/or establishing a shared design workshop
21) Creating novelties that can drive increased traffic to accessories.
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22) Some ideas for the design process: a) to look into the lifestyle, values and possessions
reminiscent of the childhood and youth years of the target audience, b) to depict how these
possessions have evolved till present, c) looking into not only the past, but also future trends,
foreseeing what will come in the next 20 years.
Design and production
23) Becoming self-sufficient in the painting process, which is an important part of the design
process; establishing furniture painting workshops (with reduced health risks) in Antakya,
Istanbul and Ankara to eliminate the perception that Antakya manufactures only semi-finished
products.
24) Collaborating with forest engineers for more efficient use of trees.
Restoration and maintenance
25) Providing and promoting maintenance, repair and restoration services to help people keep
their old, classic furniture.
26) Generating campaigns to seek old furniture and presenting them with ‘before-after’ images
to create social media buzz.
Product
27) Acquiring wall units and TV units that become redundant when living and guest rooms are
combined, display cabinets and library furniture are no longer needed.
28) Expanding the production of country classic.
Competition
29) Avoiding the price-war trap.
30) Acting in unison to add value to both Antakya and the industry.
31) Refraining from manufacturing cheap, counterfeit products.
32) Demonstrating Antakya’s city - street furnitures and arts in the advertising materials used
promoting Antakya.
33) Collaborating and sharing tasks in areas such as sales, marketing, production, design, and
etc. in order to avoid conflicts and rivalry within the company, and also fatigue syndrome.
34) Organizing a trade show in Çukurova or Antakya.
Cities
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35) Participating in ‘local products fairs’ taking place in Ayvalık, Assos, and Alaçatı.
36) Opening showrooms in popular holiday destinations.
37) Reviewing the distribution and price policies for similar products sold to nearby cities;
evaluating exclusive dealership agreements.
38) Organizing events to introduce Antakya’s furniture to the prominent people in other cities.
Product Displays
39) Displaying products together with items such as shahtoosh-cashmere blankets, leather
boots, atlas globes, fireplaces at showrooms or trade shows, especially for Istanbul, İzmir and
Ankara consumers, in order to balance out the solemn look of classic furniture, attract countryrustic eclectic customers, and underline functional luxury, rather than mere luxury.
Maintenance kits, certificates
40) Giving out furniture maintenance kits, similar to those of hand-made Italian shoes.
41) Providing certificates for custom-made furniture, similar to jewelry certificates.
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3.

Research Project Description

•

This reports includes the findings of in-depth interviews conducted with 151 consumers
and 120 furniture manufacturers + storeowners and managers, 17 presidents of business
chambers and 10 architects in 11 cities.

•

The in-depth interviews were conducted by research expert Nurhan Keeler and research
assistant Oktay Özkurt during the months of June, July, September, October and
November 2015.

•

A committee consisting of Ali Gözel, Hüseyin Doğru, Kemal Köseoğlu, Bülent Yüce from
ABIGEM (The European Union Business Centers), representatives of the Chamber of
Commerce, President of the Chamber of Lumbermen and Furniture Manufacturers in
Antakya, President of the Small Industrial Zone, Expert Burcu Arıkan from ANMOGEP,
Project Manager John Toner, and Market Research Expert Nurhan Keeler, convened in
June 2015 and decided the research to be conducted in the cities of Antakya, Istanbul,
Ankara, Izmir, Mersin, Gaziantep, Diyarbakır, Antalya, Konya, Malatya and Samsun.

•

The research project was comprised of in-depth interviews and focus group discussions.
Methods such as coaching, semiotics, ethnographic approach, projective techniques,
photographs, etc. were employed during the research.

•

The discussion topics included approaches to Antakya furniture, sustainability of wood
furniture, attitudes toward furniture brands, expectations and designs.

•

This report covers findings and recommendations related to classic wood furniture and
the ANMOGEP project.
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3.1. Sample
The chart below shows the breakdown and the total number of planned and realized
interviews. Although 250 interviews were planned initially, the research was concluded with
298 interviews. This increase in the total number of interviews was mainly due to the
presence of guests during some home visits, and also the presence of other people near the
respondents during outdoor interviews. Furthermore, the interviews revealed that the
architects also constituted an important target market, so they were included in the sample.
Even though Adana wasn’t on the original list of cities, the team interviewed architects and
masters in Adana as well.

Planned
interviews

Total number of
Realized interviews
interviews
Chambers of
Commerce,
ManufacturersAssociations Manufacturersmasters
Consumers etc.
masters
Consumers Architects
Antakya*

34

20

4

40

20

64

Diyarbakır

5

9

3

5

10

18

Istanbul

10

35

10

35

Ankara

10

15

4

14

15

33

Konya

5

10

2

4

10

16

Antep

8

12

1

5

11

Mersin

7

13

1

8

14

23

Antalya

5

7

5

7

12

Malatya

5

8

15

8

25

Samsun

3

6

3

6

9

Izmir

8

15

9

15

Adana

0

0

2

Total

100

150

2

17

120

151

4

1

49

18

2

26

3

5

10

298

* Includes the number of interviews conducted with the same companies.
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3.2. Interviews with the Manufacturers in Antakya
In June 2015, Nurhan Keeler conducted one-on-one interviews with master furniture makers
and manufacturers of classical, neoclassical and modern furniture in Antakya. Prior to the
start of the interviews, Ms. Keeler met with Mehmet Ali Yapar and Mehmet Ali Kanlı to discuss
the project scope and the process. The interviewed individuals and companies are listed
below:
Interview with

Contact

Altun Mobilya
Ali Altun
President of the Chamber of Lumbermen
and Furniture Manufacturers in Antakya Mehmet Ali Yapar
President of the Small Industrial Zone
Mehmet Ali Kanlı
Helena
Süleyman Kazar
Benka production – Finance

Oktay Bey

Anadolu Mobilya
Sağlamoğlu
Fuar Mobilya

Oğuz Yüksel
Murat Sağlamoğlu
Ercan Yakar

Yakar Fuar Mobilya
Seçil Mobilya

Hanefi Yakar
Hasan Buğdaycıgil

Lavinya

Hüseyin Doğru

Benka

Mehmet Öğretir

Öz Gümüşler

Cuma Gümüş

Köseoğlu
Ustaoğlu

Kemal Köseoğlu
Uğur Ustaoğlu

Master

Ahmet Özkur

Master

Ali Usta

Master
Gözel Berva Mobilya

Ali Şahin
Ali Gözel

Harputlu Mobilya
Modelin

Mehmet Harputlu
Ercan Güzel

Özcan Kapı Pencere
3 old/retired masters

Abdurrahman Özcan

Edip Bağdatlı
Evkur

Edip Bağdatlı
Mehmet Kocaoğlu

Başkır Mobilya

Garip Başkır
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3.3. Interviews with B2B Customers in Other Cities
The interviews conducted with furniture manufacturers, representatives of trade associations,
retailers and architects in other cities are listed below:
Istanbul
Lucca Mobilya

Manufacturing + Retail

Bay Kepi

Manufacturing + Retail

Bretz Mobilya

Manufacturing + Retail

Fatih Kıral

Manufacturing + Retail

Doğtaş

Manufacturing + Retail

İnci Mobilya

Manufacturing + Retail

Cumba

Manufacturing + Retail

Hamm

Manufacturing + Retail

Hikmet Möble

Manufacturing + Retail

Koleksiyon
Furniture manufacturers in ÇağlayanKağıthane

Manufacturing + Retail
Manufacturing + Retail

Ankara
Ankara Trade Chamber of Furniture Makers and Lacquer Craftsmen

President

Ankara Trade Chamber of Furniture Makers and Lacquer Craftsmen

Secretary General

OYDER – Wood Carvers Association

President

Wood Modeling, Designer, OYDER

Vice President, Modeling Master

4 Master Carvers
Mekan Wooden Decoration

Manufacturing + Retail

Mekan Wooden Decoration Tepe Mobilya

Manufacturing + Retail

Asil Mobilya & Oyma Tasarım

Manufacturing + Retail

Gündoğar (Store visit with the modeler)

Retailer & manufacturer

Eraysan (Store visit with modeler Yılmaz Bey)

Manufacturing + Retail

Visits to 5 woodcarving workshops together with the President
Izmir
Bay Kepi

Manufacturing + Retail

Bay Kepi

Manufacturing + Retail

Dorya

Manufacturing + Retail

Dream Home

Retailer

Onsa

Manufacturing + Retail

Valena

Retailing + Architecture

Altanlar Mobilya

Project + workshop

Cemil Yılmaz Mobilya

Manufacturing + Retail

Çetmen

Manufacturing + Retail

Verim Mobilya

Retailing + Architecture
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Mersin
Baqlar Mobilya

Manufacturing + Retail

Barok Mobilya

Retail

Çukurova Mobilya

Manufacturing + Retail

Hilye Home

Retail

Kupka

Retail

Sher Wood

Retail

Modans

Retail

Seta

Retail

Duayen Mobilya

Retail

Adana
Ali Ekrem Noyones

Master painter

Odil Çincaner

Architect

Ebru Çalışkan

Architect

Ümit Polat

Architect

Ayhan Kanber

Master furniture maker

Antalya
Antalya Mobilya

Partial manufacturing + retail

Style Proje

Project design sales

Aksaklar Mobilya

Retail

Sher Wood

Project design sales

Kaleiçi renovation projects - 3

Boutique hotels

Konya
Ulaş CNC Machining Center, Restoration of Historic Artifacts
Ulaş CNC Machining Center, Restoration of Historic Artifacts
Kenze Mobilya

Manufacturing
Manufacturing
Manufacturing + Retail

Kombassan Villas, examples of Wood Furniture
Mesnevi Houses, examples of wood furniture restoration
Examples of wood furniture restoration and woodcarving in
2 mosques
Gaziantep
Sidre Mobilya

Manufacturing + Retail

Ulutac Mobilya

Manufacturing + Retail

Architect

Nurus Furniture franchise

Eser Mobilya

Manufacturing + Retail

Head of Furniture Chamber
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Diyarbakır
DESOB
DESOB

Assistant Secretary General
President of the Chamber of Carpenters and
Furniture Makers

UM-KA Mobilya

Retail

Şema Mobilya

Manufacturing + Retail

TV Unit

Manufacturing

Innova

Manufacturing + Retail

Pier Cardin
Malatya
Modeks

Manufacturing + Project Design

Fırat Mobilya

Manufacturing + Project Design

Modern Yapı

Contractor + representative

Karaca

Retail

Dörtkardeşler

Manufacturing + Project Design

Lasin Mobilya

Retail

Ateşoğlu

Retail

Yıldız Mobilya

Retail

Taylanlar Mobilya

Retail

Şahinler Mobilya

Retail

Aydınlar

Retail

Ak Döşeme

Upholstery + manufacturing

Akkaya Mobilya

Manufacturing + Project Design

Teknikel Mobilya

Project Design

Numune İnşaat + Orman Ürünleri

Supplier

Erdoğan Ticaret

Contractor + supplier

Ormaks Orman Ürünleri

Supplier + manufacturer

Samsun
İbrahim Ülker

Samsun Furniture Chamber

İlhan Bey

Chamber employee and master

Köşk Mobilya

Manufacturing + Retail

Karadeniz Mobilya

Manufacturing + Retail

Dekor

Manufacturing + Retail
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3.4.

Consumer Interviews

The team conducted face-to-face interviews – small focus groups with 2 to 4 people
participating - with 151 consumers in the selected 11 cities. Of these interviews, 82 were
house visits and 69 were out of home. The respondents were in the age group of 20-79
years. The chart below shows the age breakdown. The respondents were selected from
socio-economic status (SES) groups of C2 (lower middle), C1 (middle), and AB (upper).
Socio-economic status is determined by an individual’s education level and occupation.
However, the team paid special attention to selecting respondents not only with high
education and highly qualified jobs, but also with strong purchasing power. As women are
more interested in furniture details, 102 women and 49 men were invited to the interviews.
Cities

Total

AB

C1

C2

Antakya

20

6

8

6

Diyarbakır

10

3

3

4

Istanbul

35

18

11

6

Ankara

15

7

6

2

Konya

10

3

4

3

Antep

11

5

4

2

Mersin

14

5

7

2

Antalya

7

4

2

1

Malatya

8

4

2

2

Samsun

6

3

2

1

Izmir

15

10

3

2

Total

151

68

52

31

Age groups

Number

Percentage

20-24 years of age

6

4%

20-29 years of age

9

6%

30-34 years of age

16

11%

35-39 years of age

23

15%

40-44 years of age

28

19%

45-49 years of age

30

20%

50-54 years of age

15

10%

55-59 years of age

10

7%

60-64 years of age

7

5%

65-69 years of age

5

3%

70-79 years of age

2

1%

Total

151

100%
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4.

About the Findings

The findings are grouped under the topics listed below:
1.
2.
3.
4.
5.
6.
7.
8.
9.

5.

Manufacturers in Antakya
Interviews with manufacturers, retailers, architects in other cities, and
representatives of institutions related to the furniture industry
Consumer interviews
Relationships with brands
Recommendations and the evaluation of these recommendations by the furniture
manufacturers in Antakya
Potential concepts for Antakya
Brand architecture
Brand manifesto
Vision

Manufacturers in Antakya
In June 2015, the team conducted one-on-one interviews with the manufacturers in
Antakya before starting the research in other cities. The findings were presented on
December 18th, followed by a workshop on December 21st to discuss the
recommendations, brand architecture and brand manifesto. The scope of the interviews
made with the manufacturers is outlined below. The scope is usually more flexible, and
questions can either be omitted or added during one-on-one interviews

5.1
•
•
•
•
•
•
•
•
•
•
•
•

The Scope of the Interviews

Evaluations about the occupation and the advancement of this occupation
Evaluations about the procurement, storage and quality of raw materials, and areas for
improvement, if any.
Control, management, duration, flexibility of manufacturing processes, evaluations about
deliveries, and areas for improvement, if any.
Collections – evaluations about modeling design processes, and areas for improvement, if
any.
Grouping customer profiles
Sales and marketing activities
Being competitive and reviewing competition
Attitudes towards cost/price calculations
Evaluation of total quality
Areas for making a difference and the possible first steps
Approaches to new materials and new applications, where and how they follow
innovations.
Values

17

5.2 Furniture Making as an Occupation
Because majority of the companies are family businesses, respondents mentioned the fact
that second and third generations take over to ensure the continuity of their family business.
Most of the masters started the job at the ages of 7-8 as apprentices; and therefore they
evaluated apprenticeship in today’s world. How to approach craftsmanship is among the most
important issues for the advancement of this occupation. The respondents made comments
on other sources of workforce, such as students of vocational and technical schools, İşkur
(The Turkish National Employment Agency), and Syrian workers, so that this occupation can
regain its well-deserved reputation. Other resources important for this trade such designers,
managers, sales & marketing personnel were also among the topics discussed.
Father’s Occupation
For most of the manufacturers in Antakya, the family business was passed on to them by
their fathers. Their love of wood and woodcarving started at an early age. However, even
though the second-generation continued their fathers’ furniture business, whether or not the
third generation will get involved depends on the advancement of this industry. The third
generation tends to stay away from the industry, and they are also directed towards more
attractive occupations by the second generation.
Although the second generation has taken this business to the next level through the use of
faster manufacturing techniques and new communications tools, they are experiencing
fatigue because they have to deal with every aspect of the business, from production to
design, catalogue preparation and management.
Apprenticeship
The stories of the furniture masters, who started this job at the ages of 7-8, are truly worth
publishing in a book. In today’s world, there are only very few masters, who started as
apprentices and learned the trade from their masters. Even the families of children, who
cannot attend school due to various reasons, do not take a positive view of apprenticeship.
And they specifically avoid dye houses due to health risks. The manufacturers frequently
mentioned, “I would never let my child work at a dye house.” Even in some TV shows,
families threaten their children, who do not want to go to school despite having the
opportunity, by saying that they will send them to work at a carpenter’s shop. This
occupation is degraded by almost everyone.
The Craft
With industrialization, some of the craftsmen ventured into retail or construction furniture
business while many good masters felt resentment and abandoned their jobs.
Students of Vocational and Technical High Schools
Graduates of vocational and technical high schools cannot replace good old masters because
their experience and knowledge levels are insufficient to immediately start contributing to the
workforce.
The manufacturers had very few positive experiences with the graduates of vocational and
technical high schools. They are usually disappointed by the fact that many fresh graduates
do not know or cannot apply even the simplest things. Manufacturers prefer to offer fresh
graduates a trial period for a few months - given their lack of knowledge and experience –
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before negotiating a salary or a package. They get irritated when fresh graduates directly ask
them about salary and other benefits. Meanwhile, fresh graduates do not trust
manufacturers, thinking they will exploit them.
İşkur as a Source of Workers
Even İşkur cannot meet the demand for unqualified workers. İşkur generally sends very few
candidates, who do not last long. The general opinion is that there is no such thing as
unemployment, but that people do not like the jobs.
Syrian workers
Even though furniture masters and semi-skilled workers from Syria seem to meet the
workforce demand of the manufacturers in Antakya, this will not be a lasting solution due to
Syrian politics.
Hiring designers, sales and marketing personnel, and managers
In general, manufacturers do not have the sufficient resources to hire personnel for these
positions. Because salaries are generally high, they want to see a quick return in a very short
time. On the other hand, since it takes some time to understand an organization, the target
audience and the expectations, this expectation is not very realistic. The problem with
marketing is that it is usually mistaken for sales, leading to an expectation to see actual sales
in a short time.
The industry’s ever-increasing demand for qualified workers is still being identified, and a
long way from a solution.
Recommendation # 1; advancement of the occupation
•

•

•

•

Most of the furniture manufacturing companies in Antakya are family businesses. These
types of companies are usually confronted with the recommendation that they should
become institutionalized and hire professional managers. However, one should make and
justify such recommendations very carefully. Family businesses have certain
disadvantages, but also some advantages. One of these advantages is having a higher
potential of business continuity. Because the business is seen as a member of the family,
it is usually passed on to grandchildren. On the other hand, professional employees might
not care as much about the company’s continuity
Empathic Communication: The idea is to individually contact screenwriters, advertisers,
bloggers, media experts, media planners, and other opinion leaders to convince them not
to degrade crafts such as carpentry, woodcarving and painting. And instead of dictating
this demand, it’s a better way to invite them to craft workshops in Antakya. These
workshops should serve to introduce and promote the trade, and help them empathize
with it. These workshops would certainly help increase the brand awareness of Antakya
furniture.
It would be useful to meet with the students of vocational and technical schools and
better understand their expectations and motivations. After this, improvement strategies
can be developed, also by taking into consideration the needs of the industry.
The manufacturer’s suggested organizing events at shopping malls to promote
woodcarving and furniture making. For instance, woodcarving shows and events could
attract a lot of attention.
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•
•
•
•

The manufacturers also suggested organizing activities and events to convince both
young people and their families.
Woodcarving scenes – like the one in the TV show “Aşk-ı Memnu” – have a positive effect
on promoting the trade.
Germany, which has a strong industrial base, and the medieval city Bologna, which has
successfully maintained craftsmanship to date, could be studied in detail.
Many countries establish councils to improve relationships between students, fresh
graduates and manufacturers. The duties of such councils are as follows:
•
•
•
•
•
•
•
•
•
•
•
•
•

Nurturing an ongoing relationship between students and manufacturers.
Developing vocational programs for students nearing graduation.
Providing trainers with lively, interactive training materials and practices.
Developing programs to prepare students for the manufacturing industry and
help them adjust quickly.
Establishing vocational student associations.
Maintaining contact with the teachers of the students and providing professional
trainers.
Organizing career days for the students.
Organizing professional events during the day and also social activities for the
evenings to bring students and manufacturers together.
Including a students’ section on the association pages.
Organizing student award programs.
Preparing the student relations kit.
Ensuring that students are represented at the association.
Organizing lectures about crafts and arts and inviting prominent people, who
could give students a speech.

5.3 Antakya Furniture
While Antakya was largely meeting the region’s furniture demand in the 1940s, it has come
to be known as a manufacturer of ‘semi-finished’ products.
1) The Craftsmanship Period: In the 1940s, when craftsmanship was highly valued, Antakya
was manufacturing well-regarded and highly preferred furniture. The city reached its
peak at a time when high quality, fine-grained walnut trees were in abundance. In those
days, when high quality trees and craftsmanship worked perfectly together, Antakya
furniture was as elegant and valuable as jewelry.
2) Switching to automation: Due to industrialization, migration, urbanization and technology,
production and consumption accelerated in the 1960s. As a result of industrialization and
urbanization, the furniture industry turned its focus to Ankara. And with the introduction
of copy machines, manufacturing speed increased even more. As automated
manufacturing spread, consumption increased. On the other hand, industrial afforestation
efforts couldn’t keep up with the speed of manufacturing and consumption.
3) Poor quality raw materials: During the 1970s, when fine-grained, easy-to-carve walnut
trees were diminishing, manufacturers began to use “live, wet” trees. And as wet timbers
went under the circular saw, Antakya started to lose its title as “the maker of high-quality
furniture.” Meanwhile, the use of oak, ash, linden and Zen trees was increasing, and
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Ankara furniture was becoming popular. Using wet trees in furniture making had a very
negative effect on Antakya’s reputation.
4) Semi-finished products: Antakya is positioned as the maker of semi-finished products.
Due to the fast-changing trends in the furniture industry, - as frequently as every year
and even every six months - fast production, finishing and design have become very
important. Cities (Istanbul, Ankara, Izmir, Kayseri, İnegöl) and companies that can
manage these processes and are self-sufficient have managed to become successful
brands.
Recommendation # 2; bio-capacity
•
•

•

•

Turkey imports a significant amount of wood from the Balkans, Russia and Africa.
As we consumed raw materials in amounts larger than nature can create them, and at a
rate faster than nature can renew them, we have exceeded bio-capacity. Bio-capacity
refers to the capacity of ecosystems to produce useful biological materials and to absorb
waste materials generated by humans. As demand for natural resources continues to
increase, bio-capacity is decreasing in Turkey and around the world. Given the rate at
which we consume natural resources, we need five more universes like this one, or
speaking for Turkey, we need two more Turkeys.
As Yacouba, the man who stopped desertification in Africa, says, “You must plant ten
trees for every tree you cut down.” Yacouba Sawadogo is a farmer from the northern
parts of the African nation of Burkina Faso who has been successfully using a traditional
farming technique called “Zaï” to restore soils damaged by desertification, an great feat
which international organizations failed to achieve. Filmmaker Mark Dodd created a
documentary feature film telling the story of how Yacouba transformed a desert into a
forest.
We have only recently started talking about industrial forests, which could serve many
industries, including the furniture industry. The ANMOGEP project should participate in
afforestation projects that contribute to increasing bio-capacity. Participation in such
projects is very important in terms of sustainability and positive PR.

Recommendation # 3; localness and geographical indication
•

•

•
•

The two major waves of migration occurred in the 1960s and the 1980s. Industrialization
and urbanization policies were implemented. An increase in national production could
only be achieved through industrialization and mass production. The urban population
couldn’t meet the demand for cheap labor. The urban industrial sector needed the labor
from rural areas.
Employment opportunities in the industrial sector and urban areas drew rural people into
big cities. The majority of people living in big cities were born somewhere else – for
example, 60% of people living in Istanbul aren’t originally from Istanbul.
Experiencing intense migration, Turkey entered a period of modernization and
‘development’ in Western terms.
Every trend creates its opposite to find balance. Accordingly, new trends have emerged
to balance out the modernization trend. For example, modernization has led to a longing
for “fellow-townsmen”, localization and local products. In that regard, Antakya is a wellaccepted local brand. Having gained an appreciation for its cultural diversity and cuisine,
Antakya can become a good brand in the furniture industry as well.
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•

The identification plates of old houses are hidden under their foundations. These tags
show when and by whom they were built, and the materials used. Similarly, an
identification plate and a logo could be created for the furniture manufactured in
Antakya. These plates can then be placed somewhere on the furniture like a chip.

5.4

Customer Profile

The furniture manufacturers in Antakya describe their customers as wholesalers and
exporters, who ‘make quick money’ and ‘seek high profits’. Their customer base includes a
very small number of retail customers – end users.
The majority of the customers are loyal customers and/or referred customers. New customers
can be attracted via trade shows; new product models and fast production.
1) Wholesale customers: The majority of the customers of furniture manufacturers in Antakya
consist of wholesalers and exporters. Ankara, Istanbul, Adana, Mersin and Gaziantep account
for the largest portion of sales. To be able to sell classic furniture in bulk (to wholesale
customers), the product variety/collections must be rich and production needs to be fast.
2) Retail (individual customers): Only 5-10% of the customers are end users: a) they usually
own a house, and especially a large one, b) people with high income and higher education
levels tend to purchase upper-class classic furniture, c) middle- and upper-middle income
farmers and merchants tend to purchase medium-class classic furniture, d) as manufacturers
and retailers put it, ‘rural people’ or ‘peasants’ tend to prefer avant-garde styles. Marriage
packages generally consist of modern or avant-garde styles, e) young people, who go out
shopping with their parents, usually choose classic or avant-garde styles, f) lately, people
who have started to work with architects, have also become a part of the customer portfolio.
3) Special customers are mostly from foreign countries such as Qatar, Saudi Arabia and
Azerbaijan. They can be both wholesalers and end users; and they usually send purchase
orders.
4) Projects: Hotels, contractors and very special customers are included in the ‘projects’
category. Those who work with contractors are usually manufacturers of construction
furniture. Hotel projects require fast and mass production.
Recommendation # 4; target audience
•

•

Classic furniture customers (end users) usually belong to the upper-middle class and are
second generation. In order to attract young people to classic furniture, new colors and
forms should be introduced. For example, white lacquered furniture without crowns can
be seen as a modernized version of classic styles. Young people like country classic
styles, matte white finish or patina.
Features, which will make classic furniture desirable in the eyes of young people, are
color, mechanism (push to open drawers), and neoclassical styles. Country and
neoclassical styles are usually modern and cozy with clear-cut forms, combining wood
and white color and creating a sense of spaciousness.
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•

•

•

•

One of Antakya’s biggest advantages is its familiarity with the Middle Eastern markets
and cultures. Even the most contemporary brands create special collections for the
Middle East, from textiles to haute couture, and accessories.
Leveraging the language advantage and experience, Antakya manufacturers can open
joint showrooms in Dubai, Qatar, Erbil, Sulaymaniyah, and Kuwait. Izmir, Istanbul and
Ankara originated brands have already opened showrooms in these locations.
Azerbaijan, Georgia, Germany and the United States are targeted export destinations.
Quality certifications and manufacturing specifications required for entering the U.S. and
European markets are too detailed and beyond manufacturers’ experience. Therefore,
these details should be studied extensively and patiently.
Even though the existing customers are largely ‘wholesalers’, end users should also know,
seek or at the very least not ignore Antakya furniture. Each manufacturer should create a
brand manifesto, and under the ‘target audience’ section, they should describe in detail
both wholesale customers and end users, complete with demographics, life style, and
‘mood boards’. Some examples of mood boards are provided on the following pages. In
general, mood boards feature examples that give an idea about colors, materials,
functions and feelings as well as new design and collection cues.

Mood board example # I

Visuals: Practically Functional, various magazines

Mood board example # II
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Visuals:
Supplied c1771 by Thomas Chippendale as part of a sideboard suite for the Dining Room at
Harewood House.
Georgian-style Painted and Caned Settee, late 19th century, double-seater with a caned
backrest centering on two painted portrait roundels, painted throughout with various flowers,
with a caned seat on turned and tapered legs.
http://www.bernadettelivingston.com/Empire_style_furniture_High_end_dining_chair_p/empi
re-style-furniture-594592.htm
FRENCH EMPIRE MAHOGANY DAY BED mid-19th Century

5.5 Brand
Brand building
Companies that have managed to build strong brands are those that distinguish themselves
with design. There are also some artists who have become strong brands. One common
characteristic of these companies is that they are all experts in painting and self-sufficient.
Brand architecture, brand manifesto, brand identity, and mood boards
In order to build a brand, each company needs to work on their brand architecture, brand
manifesto, brand identity, and mood boards.
Recommendation # 5; brand architecture
After the presentation, the participant companies worked on a brand architecture strategy for
Antakya furniture. The following topics were reviewed for developing the brand architecture:
 Brand vision,
 Market structure, in which category the brand is present, characteristics of the
competitors,
 Core brand values, functional and emotional product attributes,
 Primary and secondary target audiences, their profiles, expectations and lifestyles,
 Brand’s core purpose.
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Recommendation # 6; brand identity
Each company/brand should create a brand identity by defining the following:
Identity: Capabilities of the brand, how it performs, its communication style and tone of
voice.
Image: How the brand image is presented to consumers; how the consumers want to be
seen with the brand
Corresponding values: The corresponding values of the consumers and the brand
Capabilities: Capabilities, resources, performance, quality and the standards of the brand
Brand culture and values: What the brand cannot abandon, its values
The ideal goal: The brand’s role in the lives of consumers, what it would like to change, and
its big goals.
Recommendation # 7; brand values
Brand values should be defined by taking into consideration the expectations of the target
audience and competition and in line with the questions below:
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Recommendation # 8; brand manifesto
After the presentation, the participant companies worked on a brand manifesto. A brand
manifesto typically includes what the brand produces, how it differentiates itself, how this
differentiation is realized, and the target audience.
For ………………………………..............……… (target audience), Antakya manufactures
………………………………..............…………… (product category; for example, upper-class classic,
avant-garde, modern furniture etc.), which offers ………………………………..............…………
(point
of
difference,
promise/claim)
because
…………………………………………………………...….(rationale).



The companies should also work on the mood boards.
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5.6 Examples of Designs and Slogans
During the report presentation, various examples of designs and slogans were shared with
the participants.
Some examples of emotions, slogans for wood furniture
While some of these slogans can be used directly, others need to be complemented with
visuals.
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Knock on wood (in the cities, people cannot find a wood nearby to knock on, so they
knock on their heads.)
From sapling into art
Legacy of the ancestors (wood furniture has a past and a future; passed down from
generation to generation, they embody both the family’s and nature’s past)
“Antiques of the Future” (Anadolu Mobilya’s slogan)
Homecoming
Back to nature
Velvet wood (velvety touch, velvety feeling)
A sense of history
Classic nature
Nature scenes furniture (wood furniture radiates the serenity of nature)
The comfort of home, the elegance of a palace
Special and beautiful
To feel special
Beautiful both inside and out
Beyond dreams
Fingerprint of a master
Unique as a fingerprint
Jewel furniture
Embracing grandeur, touching grandeur

Venues: City - street furniture and public spaces could play an important role in promoting
Antakya’s furniture. Special city – street furniture could be designed and placed in various
places, starting from the Antakya Airport. Welcoming and bidding farewell to visitors at the
airport with unique crafts could accelerate brand-building efforts for Antakya’s furniture.
Alternative advertising spaces in the city will be included in the marketing and media plan.
Slogan: Antakya’s wood furniture could be promoted with a slogan like KNOCK ON WOOD or
FROM SAPLING INTO ART. Welcoming and bidding farewell to visitors with the coziness of
wood, wishing them luck with the slogan ‘Knock on wood’ would be highly befitting Antakya’s
culture. This type of ‘functional art’ creates a platform for social sharing.
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Examples of city – street furniture design # I:
Interesting installations could be placed at the airport or different places in the city. Wooden
objects crafted by different masters or designers – like the ones below – could be used for
measuring children’s height. Because society places too much importance on children’s
development, such installations could trigger interaction and social sharing by attracting
people of all ages.
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Design examples # II:
Getting inspiration from Anila Quayyum Agha’s installation, it is possible to create a similar
lighting fixture by using local motifs and placing it at Antakya Airport. This art piece has
attracted a lot of attention and became the subject of social sharing in the cities and
countries it was exhibited.

Masterpiece: Laser-cut wood cube project by Anila Quayyum Agha
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5.7 Marketing Activities
Trade shows are the most commonly used and the most effective marketing tool. They
provide opportunities for meeting with existing customers, attracting new customers, and
observing the competition in a larger context.
The companies aren’t actively utilizing their websites. Due to fear of being imitated, they do
not post new designs/models on their websites. And some companies, which mostly imitate
other companies’ designs and engage in counterfeiting, do not prefer to be visible on the
Web. Due to similar reasons, they also do not publish product catalogues or use the social
media.
Overseas trade shows: Although it has become more difficult for the Turks and the
Chinese to participate in overseas trade shows, barriers can be overcome by using wide-angle
cameras and foreign business cards. The most inspirational trade shows are the Italian
Design and German trade shows.
Domestic trade shows: Companies attend domestic trade shows as either visitors or
participants. The more they attend the more they start talking about design, new customers
and building a brand. Some of the common problems are that trade show venues are largely
owned by giant companies, and the price per square meter increases every year. Companies
can receive bulk orders when they participate in trade shows. However, bulk orders raise
some concerns because on-time delivery can sometimes be a problem due to the
painting/finishing phase of the manufacturing process.
Catalogues: At relatively larger companies, the owner is in charge of preparing the product
catalogue. Photo shooting is done inside the store or the workshop, using professional
lighting and cameras. In order to make the transition from in-house production of catalogues
to professional production, companies need to become ready in terms of their finances and
brand infrastructures.
Whatsapp: Whatsapp is used like a convenient, instant product catalogue on a mobile
phone to announce new models and to share product samples.
Social media: Companies mostly use the Facebook. The pages of some companies are the
same as the owners’ personal pages. Occasionally, personal pages become more popular
than the company pages. Instagram isn’t as commonly used as in other cities, or by other
companies.
Marketing: Marketing generally implies sales. As advertising, brand-building, strategy, and
design efforts become more prevalent, companies will require more marketing than hot sales.
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Recommendation # 9; marketing
Collaborations
Architects, manufacturers, retailers, and chamber presidents in other cities, who might be
open to collaboration, could be invited to Antakya. Letting them experience Antakya’s
expertise, extensive manufacturing facilities and see product samples at first-hand would be a
first step into marketing and creating word-of-mouth.
Catalogues
A professional catalogue, published in Arabic, Turkish and English, would enable prospective
customers to understand the Company’s vision, products and style.
Architects
In addition to wholesalers and end consumers, architects in big cities should also be included
in the target audience. Architects can play an important role in developing special projects
and brand building efforts.
Workshops
Antakya draws interest and admiration for its cultural diversity and cuisine. Opinion leaders,
media and social media experts, screenwriters, advertisers, architects, designers, animators
and producers could be invited to Antakya to participate in concept workshops.
Some of the architects and artists interviewed perceived this idea as a social initiative.
Besides its professional dimension, they also made suggestions on its social entrepreneurship
dimension:
They suggested that students and professionals such as designers, academicians, architects,
animators, artists (sculpture and other visual arts), and producers could meet in Antakya to
participate in two-day workshops.
The suggested program is like this: I) First, experts from each discipline present their
opinions about wood and trends. These kinds of presentations pave the way for creating new
concepts that can later be used in publicity and marketing activities. II) Participants in each
discipline visit manufacturing facilities and are provided with information about the industry
and industry objectives. III) Teams are formed with 7 to 8 students; each team is assigned a
different concept and is asked to develop product ideas based on this concept. Each team is
supervised by an academician. IV) The ideas created by these teams can be developed into
actual products and displayed in various city locations.
This is a draft program and can be improved further.
Another suggestion was that the workshop should go beyond a mere visit to the
manufacturing facilities, and be geared towards implementation. Participants feel
demotivated when workshops are not followed by implementation
Trade shows
Participation in domestic and overseas trade shows is important in terms of regaining vision,
keeping up with trends and networking. Trade shows allow companies to compare
themselves with others, and set new goals. Besides, participation brings prestige.
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Recommendation # 10; marketing, architects
Based on the one-on-one interviews conducted in other cities, the trade associations,
manufacturers, retailers and architects, who are already open to collaborate, are listed below.
This list could be further extended through references:
Name

Title

City

Company / Entity
Nurus
dealer
and
Executive Committee
Member

Ceren Uğurluer*

Architect (M.Arch.)

Gaziantep

Odil Çincaner
Ebru Çalışkan

Architect
Architect

Adana
Adana

Ümit Polat

Architect

Adana

Mine Atakulu

Architect

İzmir

Valena

Necip Aygül

Architect and Store Manager

İzmir

Bykepi

Defne Yazıcı

Store Manager

İzmir

Onsa

Bilgi Onur

Architect

Mersin
Mersin

Çukurova

Store Owner

Mersin

Hilye Home

Arzu and Hamit Erol Store Owner

Mersin

Minimall

İsa Duran

Store Owner

Mersin

Kupka

Ahmet Mete Taşer

Store Manager

Mersin

Modans

Osman Kiper
Kadri Kazmacı

TOBB Young Entrepreneurs
DTSO Council member

Mersin
Diyarbakır

Barok
UM-KA

İbrahim Halil Çiçek

Store Owner

Diyarbakır

İnnova

Emre Rende
Gamze Güven

Managing Partner
Award-winning designer

İstanbul
İstanbul

3RD Culture
Tasarım Üssü

Esra Yavuz Aşıkoğlu Architect

İstanbul

Tes Mimarlık

İsmail Öklügil

Architect – designer

İstanbul

Studyo Punto

Şeyho İlbeyi

President of Malatya Chamber of
Furniture Manufacturers
Malatya

Modeks

Fırat Korhan

Vice-President of Malatya Chamber
of Furniture Manufacturers
Malatya

Fırat Mobilya

Fatih Duran
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5.8 Design
In Antakya, design comes last on the list of priorities after production and other production
and administration related matters. The design work is either a practice of imitation or
business owner’s own designs. In general, companies that employ designers manufacture
modular furniture and use computer-aided design. Companies consider designer rates (TL
5000-7000 on average) as a financial burden. In seeking out new designs, trade shows in
Italy and Germany attract more attention than others.
Counterfeiting (copying original designs) is a frequently mentioned issue. Companies that
mostly manufacture classic furniture apply for patents in order to prevent copying. Because
classic models change less frequently, manufacturers can deal with the patent application
process. On the other hand, modern and neoclassical furniture models change every year or
every six months, and therefore it is impossible to keep up with patent applications.
Once the design is completed and product sample is manufactured, the modification of lowdemand models take longer than desired. For some companies, this job takes too much time
and effort. On the other hand, new product models draw both new and existing customers,
even if they do not always become popular.
Color/paint is a major component of design. Due to the lack of qualified dyers, the imagined
designs cannot be realized properly, products are delivered late or in semi-finished state, and
the design quality looks poor.
Connoisseurs and masters mentioned that the ergonomic characteristics of old-style furniture
are lost in new designs, and un-ergonomic sofas, chairs and tables cause rheumatic
disorders, varicosis and hernia.

5.9 Production
Efficiency, quality, safety, inventory, innovation and product diversity were the most common
topics discussed under manufacturing.
Efficiency
Like all other SMEs, most of the companies enjoy manufacturing more than ‘building a brand’
and accept it as a reflex.
Manufacturing planning, control, and speed have become top priorities after the new Amobis
project. With the transition into horizontal and larger manufacturing areas, raw materials
inventory, stocktaking, assembly and manufacturing processes will be carried out in a more
controlled and faster manner. Even though there is high demand from cities like Istanbul,
Maraş, Antep and Ankara, manufacturing leadtime may not be sufficient to meet this
demand.
It is even important to place the machines in front of the windows in order to improve the
master’s viewing angle.
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Having a showroom inside the manufacturing area is considered prestigious and helps build
customer trust.
Manufacturing quality
TSE (Turkish Standards Institution) and SGS certifications are generally required for Inegolstyle, modern furniture. These tests are very costly. The U.S. and Europe specifically require
ISO, fumigation and TÜV certificates for export products whereas Middle Eastern countries do
not seek any standards. In classic furniture, the manufacturing quality depends on the quality
of the wood, paint, craftsmanship and upholstery fabric.
Manufacturing safety
Although it is mandatory to wear masks when working in dye houses and company owners
are very strict about this, workers do not obey this rule. Instead, they take other measures
such as working outdoors or eating yoghurt. Almost all of the respondents described dye
houses as places where they wouldn’t “let their children to work”. One of the biggest
problems is the shortage of dye houses and furniture painters.
Inventory
Companies hold larger than necessary inventories of raw materials and new materials, which
are procured from distant places. In vertical manufacturing, it is more difficult to control
inventory and to save materials. Diversified, horizontal manufacturing will allow for more
efficient stock control.
Forest engineers help increase inventory and material efficiency.
Innovation
Trade shows in Istanbul, Italy and Germany enable companies to keep up with innovations in
manufacturing. New materials, mechanisms etc. are generally purchased from Istanbul.
Product diversity
Only 2% of all products are patented. Companies engaged in diversified manufacturing have
at least 10 models. Unchanging, classic models account for 70-80% of total production.
About 40 to 60 models are displayed at the store, if there is one. Even though new models
mean new customers, revising a product takes a very long time after molding, manufacturing
and trial phases. Working with a designer can help expand product combinations, and also
shorten trial and production times.
Recommendation # 11; design and manufacturing
In general, companies prefer to be more engaged in manufacturing, and therefore they
somehow neglect brand-building efforts. If they don’t want to shift toward construction
furniture like the manufacturers in Malatya, or to lose power like the manufacturers like in
Adana, or to become consumers rather than manufacturers like the case in Diyarbakır,
Antakya manufacturers should start utilizing high manufacturing capacity in brand-building
efforts. Sharing designers or setting up a shared design workshop might help reduce costs.
Even though design may seem like an expensive investment, it may be less costly depending
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on the potential of product samples. Design is a prerequisite for creating high added value
and successful branding. Therefore, manufacturers need to thoroughly understand the brand
identity and brand architecture-building processes described on previous pages.
Manufacturers and retailers in other cities perceive Antakya as the manufacturer of “semifinished products”. The main reason for this perception is the lack of painting capabilities. By
setting up a shared paint workshop, or outdoor paint workshops, or by organizing training
courses on painting, Antakya could become self-sufficient in this area. Since the painting
process significantly increases the manufacturing lead-time, improvements (labor, training,
occupational health, etc.) in this area will help facilitate manufacturing processes and
increase speed.
Employing forest engineers is especially important in terms of choosing the right tree type,
using the right materials in the right amounts, and reducing material loss.
Recommendation # 12; design and manufacturing II
For classic furniture to gain its place next to modular furniture, which consumers prefer to
replace every 3-4 years, young people and children should learn to like the classic style.
Therefore, young people should also be considered as part of the target audience and in
advertising efforts.
People, who get bored of classic furniture and want to replace it, initially turn to restoration,
color change and maintenance. Customers, who cannot access these options, try to get rid of
their classic furniture by either burning it in the stove or giving it away. A campaign could be
designed, under which these furniture could be taken from their owners, ‘recreated’, ‘revived’,
and displayed. Before and after photos or videos could be posted on social media and
Youtube, as an ongoing communications element. This could turn masters, wood furniture
and this craft into stars.
To drive increased traffic to classic furniture and to bring back customers, one should at least
create innovative accessories and offer variety. Otherwise, companies may lose their
innovativeness, like in the Ottoman era - as observed by Westerners – during which the
Sultans sent the exact same gifts every year.

Sofas waiting to be refurbished, candidates for “before and after” pictures
Recommendation # 13; design and manufacturing III
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•

•

•

•

Design uses technology, aesthetics, arts and culture to create solutions for daily life. The
stories of original designs are inspired by their native lands and consumer needs. As the
stories feed on culture, they become more original. And original designs have the
potential to become brands, which can be sold at high prices. Antakya’s cultural
background is so rich that it doesn’t need imitations, counterfeits and fake stories.
Furniture makers shouldn’t only rely on contract manufacturing, and they should start
turning to original designs, which will help them build strong brands and increase profits.
As functionality, speed and price become top priorities, ‘occasional furniture’ could be
adapted to these modern times. For example, Antakya can mass-manufacture home
decor items, accessories, glass display cabinets (wall units), and nesting tables that have
original designs.
Glass display cabinets aren’t being used much anymore. And other than the highereducation group, many people don’t have library units in their homes. Considering that
display cabinets, library and TV units have been turned into a single ‘wall unit’, Antakya
manufacturers could fill this gap with classic, country classic, and neoclassic-style
furniture.
Some of the companies are manufacturing upper-class classic furniture, some are
manufacturing medium-class classic while others manufacture both modern and avantgarde styles. The country style, which is prevalent in other cities, does not exist much in
Antakya. The country style combines classic designs with wood, clear-cut lines, light
colors and a natural look. At the very least, TV and kitchen units could be manufactured
in country style.
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5.10 Competition
Classic vs. modern
•
•

•

•

In the classic furniture segment, competition exists between not only manufacturers, but
also classic and modern styles.
Consumer shift from classic to modern furniture because of a) advertising, b) people
replacing their furniture very frequently, everything becoming ‘old’ in a very short time, c)
the opportunity to purchase functional, consumable, inexpensive furniture, d) apartments
becoming smaller in big cities.
Generally, the first solution that comes to mind is ‘not to get rid of classic furniture, but
to change its color or get it repaired’; however, when faced with this expensive solution,
and under the influence of advertising and/or other people’s opinions, consumers turn to
modern furniture. Consumers tend to think that color change is an easy and inexpensive
procedure. And yet, removing old varnish and repainting old furniture is usually more
costly than making brand new furniture. On the other hand, mass-produced furniture that
people replace their old classic furniture with usually breaks down in less than a year. So,
restoring old furniture might not be as costly as it seems. Also, restoration and
maintenance services are important for the continuity of this business.
People, who haven’t purchased modular/modern furniture, resent their decision as much
as those who did purchase it. Nearly all of the consumers mentioned that the paint
started to peel off even before they finished paying all the installments on their new
modular/modern furniture. People, who want to replace their furniture every 3 to 5 years
or every 6 to 10 years, expect to use their new furniture for at least two-three years
before it breaks down.

Competition: Ankara, Istanbul, Kayseri, İnegöl…
•

•

•

•

•
•

Antakya does most of its business with Ankara, İnegöl and Istanbul, but these cities are
at the same the major competitors of Antakya. Even though Ankara has entered a decline
phase recently, it still maintains its leadership position in classic wood furniture, especially
in terms of craftsmanship, variety, paint, quality and branding.
In classic furniture, Antakya experiences the toughest competition against Ankara and
Istanbul. Even though Adana seems like a rival, its manufacturing capabilities aren’t like
before. In terms of design capabilities, Adana differs from Ankara and Istanbul in an
adverse manner. Furniture carcasses are purchased mostly from Adana and İskenderun.
Meanwhile, Mersin largely manufactures modern furniture and tends to shift from
manufacturing toward retailing.
With its avant-garde designs, low prices, manufacturers’ ability and insistence on acting
in unison, and investments in design, Inegöl has recently gained momentum in modular
furniture manufacturing.
When Kayseri is mentioned, Boydak is the first company that comes to mind. However,
while Kayseri is well known for its mass production capabilities and the famous İstikbal
brand, İnegöl name has been becoming more popular recently.
With Russia and the Middle East highly admiring magnificence, classic designs are being
revived. Italy is the preferred choice and the leader in doing business with these markets.
Antakya has the advantage of being familiar with the Middle Eastern markets and the
Arabic language. China is in a disadvantageous position due to shipment and quality
problems. France, England, Spain and Italy focus more on design, branding and profits
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than manufacturing and labor. Meanwhile, Egypt is confronted with more ethical issues
than Turkey, as mentioned by the respondents.
Recommendation # 14; competition










If companies do not take the right approach to competition, they will risk falling into
‘immiserizing growth’ and the ‘existing today, but not tomorrow’ trap.
Low-cost products, high level of competition, manufacturing speed and automation force
companies to avoid design. On the other hand, companies, which can successfully deal
with these circumstances, can turn to original designs and high-quality manufacturing.
But, copying designs from catalogues or trade shows will not bring a competitive edge.
Building brands and marketing branded products will create added value. In Europe and
the U.S., branding is one of the most important aspects of any business and creating
value.
Companies need to avoid cheap products, price wars, immiserating growth, focusing only
on revenue and not profitability, and unethical business practices. Original designs will
help increase both product prices and profitability.
It is possible to create greater added value with unique accessories, stronger distribution,
and refurbishments/repairs.
An increase in the number of companies that engage in diversified manufacturing will be
an advantage not only for the furniture industry, but also for the entire city. Such an
improvement will contribute to many other businesses, including commercial movers,
hotels, restaurants, and etc. In fact, it will also benefit Adana, which provides furniture
carcasses, Bursa, which provides upholstery fabric, and Istanbul where other materials
are purchased.

Recommendation # 15; competition
•

•

•
•

•
•
•

Compared with other cities in the region, Antakya is more productive. There are a
sufficient number of companies that engage in diversified manufacturing, and the fact
that they operate in their ‘fields of expertise’ is a major advantage.
Antakya is perceived as the manufacturer of semi-finished products, and this perception
presents a challenge in the competition against Ankara and Izmir. Setting up paint
workshops will help overcome this problem.
Creating customer preference is important in brand-building efforts. Therefore
collaborating with architects will make it easier to reach upper-segment customers.
Nestling tables are important products in terms of keeping manufacturing facilities
occupied and creating a competitive advantage. Accessories such as clothes valets, wall
units or mirrors can also help build a competitive advantage.
Thanks to master furniture makers from Syria, Antakya has the labor advantage.
Some masters are not only craftsmen but also artists. With their skills, these artists can
add more value to street furniture and exhibitions in promoting Antakya.
Business owners get involved in many aspects of the business, including production,
design, sales, marketing and management. These areas compete with each other and the
winners are usually production and sales. Because manufacturing planning, design and
marketing differ from manufacturing and sales in terms of a) reflex, b) rhythm, and c)
philosophy, it would be more reasonable to assign these tasks to different departments or
individuals.
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5.11 Evaluation of the Shared Manufacturing Area
•

•
•
•

Even though respondents feel positive about the idea of a shared manufacturing area, they
think the prices shouldn’t be above the market prices. Also, companies should refrain from
copying each other’s designs and conform to delivery lead times for the continuity of the
shared manufacturing area.
Other shared spaces the companies need are paint and design workshops.
In-house manufacturing enables a more controlled and faster production, but at times when
the capacity is full, shared manufacturing area could help save the day.
The shared manufacturing area shouldn’t target illegal manufacturers, project developers
working with contractors, and other companies that engage in unfair competition.

6.

City-Based Evaluation of the Industry

This section includes the results of the interviews conducted with manufacturers, retailers,
architects and relevant business associations in Istanbul, Ankara, İzmir, Konya, Antalya,
Mersin, Gaziantep, Diyarbakır, Malatya and Samsun.

6.1. Scope
1. Which cities contribute to the production of handmade wood furniture, and in what way?
(Istanbul, Ankara, İnegöl, Izmir, Kayseri, Adana, etc.)
2. How do they provide this contribution?
3. How can Antakya contribute?
4. How would this benefit your business?
5. If Antakya’s furniture was explained to consumers in this city, what would they think/feel
about the masters and the woodcarvings?
6. Who are your customers? Wholesalers? What are the ratios of local, foreign, individual
customers? Why did you prefer to have.... (the ratios mentioned by the respondent)?
What are the advantages?
7. How satisfactory is this customer breakdown for you?
8. Raw materials is a manufacturing component (wood, sponge, fabric, paint, etc.) You
must have certain strengths in some of the areas such as the procurement, storage or
quality of raw materials. What do you think you should do, or what should happen so
that it is more satisfactory for you?
9. What would you do differently in areas such as control, management, duration, flexibility
of manufacturing processes, or delivery?
10. What does design mean to you? How important is it in your business?
11. How satisfied are you with design in existing product models or in creating new models?
12. In the furniture market, what is more popular than others, and what will become more
popular? What are the current trends? With what do you associate these trends?
13. What kind of activities do you do in sales and marketing?
14. How do you determine the prices?
15. What are the payment terms and conditions? How do you decide? What changes it?
16. What do you do in terms of competition?
17. How, where do you follow new technologies and designs?
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Ankara Siteler
•

•

•

•

While university graduates constitute 11% of the total Turkish population, 50-60% of
customers, who shop at Ankara Siteler, hold a university degree. 10-15% of the
customers have either a master’s or a doctoral degree, whereas this percentage in the
entire Turkish population is only 1. 40% of Siteler customers have a monthly income of
TL 3,000 or higher. (Source: “Consumer and Manufacturer Perceptions of Siteler
Furniture” Survey, 2012)
As these statistics show, Siteler appeals to higher education and higher income groups.
Siteler is preferred for its diverse range of products and brands, and high quality. Its
customers can appreciate high quality in craftsmanship and materials.
Although it makes a significant contribution to the furniture industry and the national
economy, Siteler has lately entered a period of decline. However, despite several
initiatives by the Ankara Development Agency and the Ministry, no actions have been
taken yet. Half of the manufacturers at Siteler, or maybe even more, think positively
about shared manufacturing and design areas, and co-branding; one third of them aren’t
so keen.
The following recommendations were made in the 2012 Survey:
• Targeting the upper-segment customers by focusing on the production and
marketing of handmade products to avoid losing market share to industrial
manufacturers.
• Establishing a local, unique shopping center and creating a modern display area – a
permanent exhibition space inspired by history.
• Improving the skills of sales and marketing personnel.
• Devising a shared communications strategy, creating shared catalogues and
advertising materials.
• Strengthening the ‘Siteler’ brand and establishing dealerships across the country.

Istanbul
•

•
•

•

•

Even though Ankara Siteler is top-of-mind destination in each city and group, Istanbul is
still the market leader in terms of the number of companies, employment, production and
exports. Although Ankara is good in craftsmanship and production, it’s not as powerful as
Istanbul is in marketing.
Retailers in other cities can immediately see the difference between furniture styles in
Istanbul and Ankara, and think Istanbul has a more elegant and unique style.
As one consumer in Gaziantep put it, “Istanbul lives for its own sake, whereas Gaziantep
lives for the sake of others. Istanbul is a place, where you can host your guests in a plain
house, wearing a t-shirt, and serving them only potato salad. People in Istanbul always
choose to enjoy life.” Consumers in Istanbul seek both prestige and comfort. Therefore,
they adopt a highly eclectic attitude. Eclectic is the combination of diverse styles but not
in a complicated way.
Istanbul’s attitude can be described as ECLECTIC
(combining different styles),
FUNCTIONAL LUXURY (usable luxury), and CHILAX (laidback but also very socially
active). Luxury isn’t “luxury” unless it is functional. So, people want to chillax after a hard
day in the city. Istanbul is an eclectic city that combines different styles.
Modoko and Masko are two large furniture centers. Çukurcuma is an attractive place for
finding distressed or old furniture. The furniture stores in Etiler, Nişantaşı, Cadde and
Göktürk have very high rents and low sales volumes, but they are used for PR and
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advertising purposes (like flagship stores). With its “accessible design” claim, IKEA has
successfully positioned itself amidst the modern and fast city life.
Izmir
•
•

•

•

•

•

Izmir ranks 5th after Kayseri in terms of employment rates in the furniture industry. Most
of the furniture manufacturers are based in Karabağlar or Kısıkköy districts.
In recent years, Izmir has become popular with its Bay Kepi and Dorya brands. Bay Kepi
competes in both domestic and international markets. The main reasons for this recent
success are some privileges provided to Izmir before the general elections, and the
emergence of new settlement areas: For example, Mavi Şehir helped spread the avantgarde style while Urla contributed to the revival of the classic style.
Shortage of qualified workers is a common problem in the entire sector and also in Izmir.
Master painters are usually transferred from the automotive industry. On the other hand,
competent, knowledgeable and professional managers and sales personnel are really
remarkable.
ONSA, which is engaged in both manufacturing and retailing, can attract customers even
from Istanbul. The company sets a good example of price-quality balance. With its high
quality, plain classic, and country style products and retail prices, this it is worth further
study.
Consumers in Izmir are more conscious than consumers in other cities. They do their
research on price-quality relationship before shopping. Like in other areas, they always
give first priority to their hometown brands. Fatih Kıral, Siteler, İnegöl and Kayseri are the
least mentioned brands/destinations in Izmir.
People of Izmir prefer to be transparent, well informed and conscious, and they are open
to collaboration.

Mersin
•
•

•
•

•

With Adana’s decline, the surge of Syrian refugees, and the emergence of new settlement
areas, Mersin has become much stronger, almost to the point that it can replace Adana.
Other than Baqlar Mobilya, there are no companies that engage in diversified
manufacturing in Mersin. Industry isn’t advanced enough for manufacturing. The city
exports its products to Erbil and Azerbaijan. Companies like Barok and Çukurova have
ceased manufacturing and shifted toward retailing.
In the retail business, Mersin acts like a smaller version of Izmir – attracting customers
with a competent, knowledgeable and kind attitude.
Companies like Kupka, Barok, Modans, and Hilye purchase upper-class furniture from
Istanbul and Ankara, and sell it in Mersin. Dimax, Çukurova and Baqlar mostly appeal to
middle-segment customers. Seta, Minimall and Sherwood on the other hand distinguish
themselves with their country-style products.
Because they are furniture experts and used to be manufacturers in the past, they are
familiar with Antakya. They underline the fact that Antakya needs a fresh vision and
should move away from manufacturing semi-finished products. Since manufacturers in
the vicinity of Mersin sell the same products to different buyers at different prices, they
do not prefer to work with the manufacturers in Antakya because of its proximity. If
Antakya manufacturers want to sell their products to Mersin, they will have to operate
transparently and exclusively.
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Konya
•
•
•
•
•

In Konya, trees and forest products are mostly used in woodworking and parquet
flooring.
In the furniture sector, most manufacturing activities are geared toward office and store
furniture. These companies have high employment and production rates.
In Konya, there are about 200 furniture manufacturers, small businesses with low trading
volumes and no brands.
The most common problems in the sector are shortage of qualified personnel and lack of
exports.
Since Konya has a well-established municipal government, it offers a great setting for
street furniture and hobby gardens.

Antalya
•

•
•

•
•

There is no furniture manufacturing industry in Antalya. Almost all of the furniture stores
in the Kepez district sell the products they buy from Bursa and Istanbul. And, the
industrial zone isn’t an attractive place for customers.
Antalya stands out not with high quality materials, but rather with big projects and large
display areas.
There are only two stores that can attract upper-segment customers in Antalya. Stores,
which draw middle-segment customers, generally sell İnegöl and Modoko products. Most
of the medium-class furniture is made from MDF and polyurethane. Manufacturers in
Bursa have obviously convinced retailers in Antalya that carved polyurethane furniture
has better quality and is more expensive than wood furniture!
It is almost impossible to find master painters and upholsterers in Antalya.
Since Antalya is a tourism destination and a hotels district, it presents a great potential
for projects. Europeans living in Alanya are the only people who can appreciate classic
furniture.

Gaziantep
•

•
•

•

Consumers, who have low purchasing power, prefer modular furniture while middle-class
consumers generally turn to Ankara. Consumers with high purchasing power, on the
other hand, prefer to buy their furniture in Istanbul, Ankara or abroad. Brands such as
Fatih Kıral and Metebronz have tried opening stores in Gaziantep; however, once they
became accessible, they lost their magic, and withdrew from the market.
People of Gaziantep view furniture as a symbol of status and etiquette, so it is important
for them to be able to say, “I bought it in Istanbul or abroad.”
It is not really possible to establish a specialized industrial site or even collaboration
among the manufacturers in Gaziantep.
Eser Mobilya has become an established brand in Gaziantep because it manufactures its
own products, has a visionary management and rich cultural capital. The Company knows
what it is required to build a national and/or an international brand.
Participants in Gaziantep tend to favor Antakya’s furniture because of the good reputation
of Aleppo and Damascus furniture and their furniture masters. It might be beneficial to
promote Antakya furniture among the prominent people and socialites of Gaziantep, and
to convince the architects.

42

Diyarbakır
•

•

•

•

•

•

Diyarbakır stands out with its consumption rather than production. Facing shortage of
raw materials, Diyarbakır buys wood from Yıldız Entegre, wood chips from Canada, and
roasted hardwood from Romania and Georgia.
In terms of local styles, Diyarbakır furniture resembles Antakya more than Istanbul and
Izmir. Therefore, they are open to purchase products from Antakya and to visit the city
as a group.
In Diyarbakır, the production of construction furniture and TV furniture is more common.
Because there is a shortage of materials and masters, even the production of ‘soft’
furniture (upholstered furniture) is limited. There are plans to cultivate qualified workers
from the vocational high school (which is 5-6 stories high with 53 classrooms) and to
overcome the unemployment problem. However, young people earn 20 to 50 Turkish
Liras from each course provided by chambers/associations, and therefore, it seems as
though they don’t need work or encounter any problems in earning money.
Lately, dining room sets have become one of the best-selling furniture items. On the
other hand, because of large families and large number of guests, eating at “floor tables”
is still very common. Also, due to the tradition of hospitality, large closets, where extra
mattresses are stored, are a must-have. Sleeper sofas and İstikbal branded furniture are
very popular in this city. The habit of sleeping on balconies or rooftops in summer still
continues. Diyarbakır is one of those cities, which make the most of open air, balconies,
terraces and streets, but street furniture is still very rare. Because Diyarbakır has a very
efficient municipal government, it might be possible to collaborate with local authorities
for the placement of street and garden furniture.
The new apartments built in new settlement areas measure about 150 to 300 square
meters, so they are large enough for classic furniture. Consumers, who have low- to
medium-level purchasing power, prefer modular furniture or wedding sets/bundles. In
general, retailers rely on the harvest season and wedding jewelry to collect their
receivables. But, they can also collect their money from other family members because
families are usually very large in Diyarbakır.
Diyarbakır is one of those cities, where customers have largely regretted their decision of
getting rid of and replacing their classic furniture for modular furniture because these
products break down even before they finish paying all the installments. In this city,
İnegöl furniture is called ÇİNEGÖL (a blend of China and İnegöl).

Malatya




Malatya has lost its manufacturing capabilities. It has shifted towards construction
furniture and fallen into the ‘immiserizing growth’ trap. Furniture manufacturers barter
their work for newly constructed apartments, and maybe they have become rich in real
estate, but they are experiencing ‘hot money’ and cash-flow problems. Some of the
construction contractors have become furniture dealers and even manufacturers. The
criteria imposed by the contractors are ‘cheap’, ‘mass-produced’, and ‘a little ergonomics’.
These three criteria denote an ‘impatient lifestyle’ and they do not conform to classic
furniture. Only people who have a special interest buy classic furniture.
Malatya mostly consumes modular furniture. Modular furniture made of polyurethane is
generally purchased by ‘peasants’, as merchants call them. This customer segment buy
whatever the store is offering because they are dependent on the store in terms of
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•

payment terms and conditions. The middle-class, on the other hand, prefers branded
products even if they aren’t good quality.
Due to some recent changes in laws, farmers, retirees, and civil servants have difficulty
paying off their debt. Considering the fact that farmers always have to delay harvesting
until the ‘next’ year and people have to postpone their weddings, debt collection takes
forever. For customers who fail to pay off their debt, the law is not really dissuasive. Even
those, who owe money to other people, try to pay off their debt with furniture and pass
on their debt to furniture stores.
There is unfair competition among both construction furniture manufacturers and
furniture stores. Manufacturers/merchants, who, instead of cooperating, cut prices and
act like there is no tomorrow, have brought the entire industry to the brink of extinction.
Even though the Organized Industrial Zone offers some advantages (like labor and taxes)
for diversified manufacturing, only few companies take the risk of moving there. The city
relies on the establishment of a specialized industrial site.

Samsun
•
•

•

•

•

Despite having many advantages such as diversified manufacturing, free trade zone and
the port, Samsun has lost its manufacturing capabilities.
Ankara and İnegöl, once looked down on by Samsun, have already surpassed Samsun.
Once seen as ‘a chap who sells dowry chests’, Ankara has long since moved forward and
become the leader of the industry, especially after discovering ‘installment selling’ (selling
on credit). Meanwhile, İnegöl, once pitifully selling poor quality materials, has gained an
important place in the furniture manufacturing industry, thanks to its strong cash flow
and perseverance. Because the manufacturers in Samsun couldn’t foresee the progress in
these cities and because they act in unison, they seem to have missed the boat.
There are five industrial zones and one Organized Industrial Zone in Samsun, but none of
them is a ‘specialized industrial site’. Moreover, none of these locations and clusters can
attract customers. Meanwhile, Tokat and Amasya have gone a long distance toward
establishing a specialized industrial site, although they started out at the same time as
Samsun. Their names are likely to be heard more often in the near future.
Currently utilizing 40% of its manufacturing capacity, Samsun lacks skilled workers, even
if it were to increase capacity to 60%. Painting over polyurethane is a common practice
in Samsun. There is only one company engaged in classic woodworking, but it’s not in
demand.
The previous governor and the development agency founded Lovelet Furniture Market to
revive the sector, but this initiative failed due to wrong choice of location and lack of
proper infrastructure.

Small Towns with Potential
•
•
•

Towns such as Ayvalık, Assos and Alaçatı maintain their nostalgic ambiance and therefore
embrace old and classic furniture.
The local product fairs held in these towns attract both the residents and the tourists.
Conforming to classic furniture and the manufacturers at Ankara Siteler, Cappadocia also
has potential.
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6.2. The Position of Cities in the Furniture Industry
Istanbul
Although Istanbul doesn’t have global furniture brands, the city itself is a global brand.
Istanbul embodies manufacturing, marketing, design and sales instincts. It has a rich cultural
capital.
Ankara
Although Ankara has long been offering a diverse range of high quality products, it is losing
its competitive edge against İnegöl and is currently in the course of preparing action plans. It
is trying to reclaim its prominence and reputation. Ankara needs to focus on marketing and
brand building.
Izmir
Izmir is a transparent, conscious, competent, intellectual city that is open to collaborations, is
successful in building brands, gives first priority to local products, and is self-sufficient in
woodcarving, painting, design and marketing. It has a rich cultural capital.
Mersin
Mersin has shifted from manufacturing to retailing. It seems to have taken over the power
from Adana. Thanks urban transformation and Syrian refugees, demand has increased. With
its competent, knowledgeable and patient sales staff and enterprises, Mersin is like a smaller
version of Izmir.
Diyarbakır
Diyarbakır only consumes and doesn’t manufacture. With the emergence of new settlement
areas, Diyarbakır leads the consumption of avant-garde and modular furniture.
Gaziantep
People of Gaziantep like brands, luxury, showing off, and prefer furniture from Istanbul or
abroad. The city lacks organized manufacturing.
Antalya
Instead of manufacturing, Antalya has turned to large projects such as hotels.
Konya
Most manufacturing activities in Konya are geared toward office furniture and woodworking.
Malatya and Samsun
Both cities have lost their manufacturing capabilities and rely on the establishment of a
specialized industrial site.
Recommendation #16; Possible collaborations between Antakya and other cities
Istanbul
1) Architects may prefer to work with alternative manufacturers, instead of the manufacturers
in Istanbul, who have big egos. 2) Experts from different disciplines may consider efforts to
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keep woodworking alive as a social responsibility project and participate in the workshops:
The opportunity to create something and add value would be a greater motivation for them
when compared to a culinary tour or a visit to the specialized industrial site. 3) Participating
in trade shows in Istanbul is key to acquiring new customers and following trends.
Ankara
1) Because Ankara is self-sufficient in terms of labor and production, but not so in marketing,
it can use Antakya as a gateway to Middle Eastern markets. 2) It might be useful to get in
touch with architects especially from Ankara. 3) If a trade show is organized in Antakya or
Çukurova, and if manufacturers in Antakya continue to participate in trade shows, then they
can stop serving Ankara as a contract manufacturer. 4) Also, establishing a sufficient number
of competent paint workshops in Antakya as well as in Istanbul and Ankara to serve Antakya
could save Antakya from being the manufacturer of semi-finished products.
Izmir
1) Even though Izmir prefers to work with local suppliers and brands, it can still collaborate
with Antakya. Because classic furniture manufacturing has declined in Izmir, it could buy
classic furniture from Antakya. 2) Since Izmir has projects geared toward the Middle East, it
could capitalize on Antakya’s location and language advantages. 3) Izmir is open to
transparent projects.
Mersin
1) Architects and some retailers in Mersin could be invited to Antakya to visit the specialized
industrial site and to be briefed on the city’s vision. Such invitations will not only help improve
collaborations, but they will also help eliminate Antakya’s reputation as the manufacturer of
semi-finished products. 2) Mersin collaborates with the neighboring cities only on the basis of
exclusivity. A regional distribution plan must be developed in order to avoid customers’
rightful complaints when they see the same products sold in different places at different
prices
Diyarbakır
1) Diyarbakır, a city that only consumes and doesn’t manufacture, feels closer to the designs
in Hatay when compared to designs in Izmir, Ankara or Istanbul.
2) Antakya could host a group of delegates from Diyarbakır, for example a group of 10
people consisting of chamber presidents and other selected guests, or a preliminary meeting
could be held at a trade show in Istanbul. 3) They are mostly interested in items such as TV
furniture, wall units, and sofa sets.
Gaziantep
1) It is possible to reach Gaziantep through architects or trade shows in Istanbul. 2) Because
the people of Gaziantep consider furniture from Istanbul and abroad to be more prestigious,
it will be necessary to initially persuade the prominent people and socialites of Gaziantep to
use Antakya furniture.
3) TV sponsorship (TV series) usually attracts attention.
Antalya
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1) In Antalya, classic furniture mostly appeals to foreign people, who live in Kale İçi or
Alanya. Foreign residents value classic styles more than avant-garde styles.
2) Because there are too many hotel projects in Antalya, it might be useful to get in touch
with architects and project firms.
Malatya, Konya, Samsun
1) People living in these three cities, which focus mainly on construction furniture and
woodworking, are generally drawn to avant-garde styles. Malatya can go as far as to Kayseri
to find avant-garde furniture. 2) Instead of competing with İnegöl furniture, which has
polyurethane legs, or with cheap brands such as Merinos, it is better to stick to medium and
higher levels of quality and to focus on design.
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7.

Consumer Segments, Trends and Demands

One-on-one interviews and mini focus groups were conducted with 151 consumers in eleven
cities. In addition to discussing habits and attitudes toward furniture buying and usage, the
research team also shared various furniture designs with the consumers and asked their
opinions on these designs. Further, the team took photographs of the most prized
possessions and home furniture of consumers, who gave permission. The following pages
include images from consumers’ homes, and their evaluations of the designs.
This section is especially important in terms of understanding consumers’ approach to
furniture, their lifestyles, values, what furniture means to them, their relationships with
brands, opinions on designs, and the effective media to reach them. All of these insights will
provide guidance toward creating design, marketing and communication strategies.

7.1.

Scope

1. When exactly did you replace your furniture until today? Why did you replace your
furniture? How did you make this decision?
2. Ideally, how frequently should furniture be replaced?
3. When was the last time you purchased furniture?
4. Where did you purchase it?
5. Where else did you look? Why did you purchase it from that place?
6. Was it branded furniture? If it was made by a carpenter or a master, who was he? Why
did you choose that brand? What is special about that brand?
7. How did you evaluate the prices? How did you decide on the price?
8. What exactly do you look at in payment terms and conditions?
9. What conditions do you demand about price and payment terms? When you mention
these at the store, how do they respond?
10. How, where do you see, hear about, or touch furniture brands? Where do you come
across them?
11. Which furniture commercials do you recall? What did it show and tell?
12. Which member/s of your family decide about the store, brand, color, texture and model
of the furniture you plan to purchase?
13. How satisfied are you with your furniture? Which features of your furniture would you like
to change? Which features you think are very good?
14. How satisfactory are furniture products manufactured in Turkey?
15. Do you feel there is a lack of certain brands, colors, etc. in Turkey?
16. Which brands are good? What makes them good?
17. Which cities are better in furniture making? What makes them better/famous?
18. Which stores are good? Why?
19. Have you ever heard of Hatay’s handcrafted wood? Do you have any ideas/impression?
20. What is your most prized possession, and it doesn’t have to be a piece of furniture? How
does it make you feel?
21. What is your favorite room in your house? Which aspects of this room make it your
favorite?
22. Among all of your furniture, which one is your favorite? Why?
23. How well does your home reflect you, your character and style?
24. I will now show you furniture photographs. How does each of these photos make you
feel? Why?
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7.2.

Consumer Segments

Two main consumer segments were observed. One can be described as “total luxury”, and
the other as “ostentatious luxury”. Both of these segments have sub-segments. Total luxury
includes a) eclectic, b) chillax c) rustic country. Classic ostentatious luxury includes a) heavy
classic, etiquette b) neo-classic c) avant-garde.
A) Total luxury
a. Eclectic
b. Chillaxing, cozy
c. Rustic, country style
B) Classic ostentatious luxury
a. Heavy classic, etiquette
b. Neo-classic
c. Avant-garde
A) Total Luxury
The luxury concept is changing in Turkey, as it does around the world. Besides being
indicators of social status, luxury brands also began to communicate with consumers on
emotional and functional levels. A new concept, “total luxury” entered our lives. Total luxury
embodies both emotional and functional characteristics, and the entire craft. It is no longer
enough that luxury is expensive and appeals to the upper segment. Luxury is expected to
bring emotional and functional solutions to daily life, and be an artisan at the same time. In
other words, consumers are demanding a ‘total luxury experience’. They are also interested
in manufacturing processes and materials, besides the end product. They are curious about
how the products are manufactured, and by whom, the attitude of the sales representative
and how s/he explains the product, which materials were used in production, and the entire
story. As the story becomes more interesting, the price of the product increases.
For example, people may choose Zapatista Coffee or Peace Kawomera (Delicious Peace)
coffees over Starbucks coffee. Zapatista is the brand of coffee grown by Mayan Indians at
altitudes up to 1,800 meters. The sales revenue is used for providing health, education,
shelter and other basic needs to 3 million native people. Zapatista Coffee is produced entirely
by natural methods. Popular politicians and artists worldwide support this brand. Coffee
cooperative Peace Kawomera was founded by JJ Keki, a coffee farmer who has 10 children
and about 15 adopted children. JJ Keki is also a guitar player and a singer. Through music,
he can tell his problems to people in 2-3 minutes, and moves them. He founded the coffee
cooperative to contribute to peace while producing coffee. He brings people of various
religions together. People, who previously didn’t want to come together, couldn’t stand to sit
together, now produce coffee together. They produce Bugisu Arabica coffee, which has been
grown for many centuries. Peace Kawomera sells its coffees worldwide, and it is not merely a
coffee, it has a story.
For consumers seeking total luxury, expensive doesn’t necessarily mean luxury. The product
should be functional, make daily life easier, and have a story, which consumer can relate to;
the production process is also important. The harmony and balance between these four
product elements are very important. Displaying products together with shahtoosh-cashmere
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throws, hand-woven carpets, fireplaces, hardwood items, high-quality velvet, and etc. can
help balance out the coldness of a showroom.
There different types of consumers in this segment, where the story, function, emotion and
craftsmanship play key roles:
a-a) Eclectic
People, who enjoy life and are open to try different things, tend toward eclectic styles.
Eclectics prefer beautiful, different styles that can exist together.
a-b) Rustic, country classic
People, who live in the city and yet still long for the warmth of family ties, and feel connected
to both family possessions and nature, tend toward the rustic and country classic styles.
a-c) Chillaxing, cozy
People, who like the warm feeling that wood creates, and try to shake off the weariness of
city life by doing light activities, are the chillax types. Chillax types always see the glass as
half full; they are laidback, flexible and do not like exaggeration.
B) Classic and Ostentatious Luxury
People, who like heavy classic, ostentatious furniture, place more importance on etiquette
than on the sense of the past or comfort. Since classic furniture needs to be complemented
with accessories, wall color, curtains and carpets, only the upper-income level consumers can
afford classic furniture.
Among classic furniture lovers, there are some people who are passionate about the past,
craftsmanship and wood. These people reflect their own unique styles, not what is in fashion.
For them, the sense of the past that furniture evokes is important.
In classic furniture, generally ‘rural people’ – as manufacturers call them - tend to prefer
avant-garde styles.
b-a) Heavy classic furniture
People, who like the heavy classic style, usually see it as a status symbol and therefore they
prefer classic furniture. They have high purchasing power. Their houses are very large and
swanky. Those, who prefer this style for etiquette, furnish the entire house with heavy classic
furniture. These houses aren’t original, functional and do not evoke a sense of living, by they
rather resemble showrooms.
b-b) Neo-classic; timeless classics
The neo-classic style mentioned here is one that reminds of the past with some new touches.
This is timelessness. High-quality fabric, lighting, materials, details and fine craftsmanship are
important elements. Neo-classical furniture has been adapted to city life, has functional
features and can be used together with other styles.
b-c) Avant-garde
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This style is the more rural and less expensive version of heavy classic. It has nothing to do
with experimental and innovative art, described in literature. It is kitsch and extravagant.
Crystal-like gems, lacquered surfaces, shiny, flashy, led-type elements are popular.
People, who use avant-garde furniture, usually have crowded households and many guests.
They purchase things that are in fashion and liked by others. The most common and effective
phrase sales representatives’ use is, “this is our most popular model”. This style is influenced
by the aesthetic concerns of not only rural people, but also Middle Eastern markets. During
the research, the team came across extravagant furniture models with Led lights, specially
manufactured for the Iraqi market.
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a-a) Eclectic

This style embodies the ‘both this and that’, ‘a little of
everything’ approach of Istanbul. Rather than all-classic, allmodern, or all-rustic, eclectic stands for ‘a little of everything’.
Its followers do not find it strange to see raw, rustic, provincial,
modern and classic items together. Beautiful, high-quality items
representing different styles do not repel, but complement each
other. Classic also has a place among different eclectic styles.
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The Palazzo Corpi (dated 1873) combines the new and the old.
The Soho House Club in Istanbul appeals to everyone, young, middle age and older.

Modern, chic, eclectic classics

A foreign store that sells daily classics in Nişantaşı
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Old chairs reupholstered with fabric from Antakya and Africa, Istanbul
3RD CULTURE

a-b) Rustic, country classic

The rustic-classic style is ideal for those who do not prefer to switch from classic to modern,
and still want to see classic details. This style is the ‘functional chic-luxurious’ version of
classic.
Consumers, who seek a natural, warm look evoking a sense of the past, and tend toward the
country style, like this style. Izmir is the closest to this style, followed partially by Istanbul,
Mersin and Antalya.
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a-c) Chillaxing, cozy
Comfort is important. People spend more time at home than outside,
or shake off the stress of being outside at their homes.
The preferred elements are soft blankets, loungewear, cotton clothes
that don’t make you itchy, coffee, films, music, books, smell of
cookies, the texture of wood, swing, and etc. People invite their friends
to their homes, or go out together to places where they can
comfortably spend time.
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b-a) Upper Segment – Heavy Classic
Upper-segment classic furniture is usually
preferred as a status symbol and for etiquette.
Classic furniture needs to be complemented with
matching curtains, wall color, and accessories.
In Gaziantep, brands like Mercedes and İsmet
Mobilya are really important. Purchasing these
brands in Istanbul or abroad is even more
prestigious. Fatih Kıral opened stores in many
cities, but it couldn’t achieve the same sales
volume and the level of prestige as it did in
Istanbul. People, who
prefer this type of furniture, hire architects.
This style is generally preferred by people, who
have large houses, who seek etiquette, and like
to show off rather than enjoying luxury on their
own. These houses lack joy, comfort and a
sense of life. This coldness of showrooms can
be balanced out with functional luxury –rustic
items and materials such as fireplace, leather, or
cashmere.
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b-b) Neo-classic
Almost everyone likes the neo-classic style. It is elegant and light.
High-quality wood and fine craftsmanship are the common characteristics of neo-classical
furniture. This style can be combined and complemented with any other style.
With its slogan “Fine Furniture, the Dream Home brand dominates this segment.

Émile Gallé
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b-c) Avant-Garde
Avant-garde is the more extravagant and less expensive version
of classic. Polyurethane is used in some avant-garde furniture.
For people, who don’t like modern styles, enjoy showing off, but
cannot afford classic furniture, avant-garde is an interim
solution. Its customers are mostly from rural areas.
It is neither İnegöl nor Ankara furniture.
Owners of this type of furniture do their best to accommodate
their guests; they are friendly and hospitable. Compared with
other people from their hometown, their economic condition is
better. They live in large apartments in new settlement areas,
and they usually have many guests.
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7.3.

Some Examples From Houses

The photographs in this section were taken during home visits and then assembled into
collages.
Collage #1: Rustic, country, classic. A four-story house in Istanbul – furnished with rustic,
antique, modern and country-style furniture.

Collage 1
Collage #2: Far Eastern, vintage, antique touches. An apartment in Istanbul – furnished
with classic Asian furniture and antiques. In these types of houses, one can see both antiques
and Bang&Olufsen products.

Collage 2
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Collage #3: Old new. An apartment in Izmir combining old and new; evokes a sense of the
past and comfort.

Collage 3
Collage #4: Old classic. An apartment in Izmir: an example of old furniture designs.

Collage 4
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Collage #5: Chillaxing, cozy. An apartment in Mersin: old furniture, olive/khaki green velvet,
changing color with soft light. Semi-bohemian soft accessories

Collage 5
Collage #6: Modern chillaxing, cozy. An apartment in Mersin: new modern, warm textures.

Collage 6
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Collage #7: Old, new and architectural. In this modern apartment in Antakya, family
heirlooms and antique furniture stand next to new classic furniture designed by an architect.

Collage 7
Collage #8: Old classic. Old classics in Antakya

Collage 8
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Collage #9: Heavy classic. An apartment in Gaziantep, furnished with heavy classic furniture
for etiquette, resembling like a showroom.

Collage 9
Collage #10: Old classic. Old classics in Gaziantep

Collage 10

63

Collage 10
Collage #11: New classic. Warm, new classics in a very expensive apartment recently built
in the center of Malatya.

Collage 11
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Collage #12: Avant-garde. Avant-garde styles in new settlement areas of Diyarbakır

Collage 12
Collage #13: Avant-garde, eclectic. A four-story house in Çekmeköy, Istanbul, reflecting the
avant-garde style

Collage 13

65

Collage #14: Avant-garde. An apartment in a new settlement area of Malatya, reflecting
avant-garde and ethnic styles

Collage 14
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7.4.

The Most Prized Possessions

The most prized possessions include: a) family heirlooms b) musical instruments c) decorative
items, accessories and d) music systems. The photographs in this section were taken by
Nurhan Keeler during home visits.
a) Family heirlooms, objects that take people back to their childhood, are carefully kept by a
family member, who values the past and had a happy childhood.

b) Pianos in Istanbul- in the houses of people who have hobbies, or are interested in art.
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c) Decorative Accessories
Fornasetti’s designs are seen commonly in the homes of Istanbul participants. With the
smallest items sold for TL 300, Fornasettis are very attractive with their stories and designs.
Female participants consider silver accessories to be chic and luxurious.
For female participants, colorful, crystal decanters are more attractive than liquor bottles.
Silver candleholders are also considered luxurious.
Wood, metal, and glass are generally used together in accessories.

d) Audio Systems, Speakers
For almost all participants living in big cities, a good audio system is a must-have. Even
though they agree that Bang&Olufsen isn’t the best choice technically, they prefer it for its
design.
Participants prefer audio systems, Apple TV and systems that are compatible with each other.
There are more than one audio system and speaker in every house or office.
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Recommendation #17; creating designs and stories from the past into the future
•

•
•

When a person sees a design, the brain searches in the directories and recalls similar
memories. In general, people like the designs that remind them of nice memories
and forms from their childhood and youth.
Design uses technology, arts and culture to meet the needs in daily life. If culture is
native and feeds on real stories, only then it is original and attractive.
During the design process, one could a) look into the lifestyle, values and possessions
reminiscent of the childhood and youth years of the target audience, b) depict how
these possessions have evolved until present time c) look into not only the past, but
also future trends, and foresee what will come in the next 20 years.

A wooden accessory that could take a person back to his/her childhood

69

7.5.

Comments and Reactions to Designs

During the house visits, the research team showed various furniture designs to the
consumers and asked them to share their comments on these designs while observing their
reactions. Based on consumers’ reactions, some of the designs elevated energy, some
created excitement, and some started a conversation while others reduced energy or made
participants smile.
a) Designs that were most discussed, have a story and raised questions:
Designs that make the manufacturer or the store to be remembered easily:

Monkey Pod Twisty Stools
from carved from a single
piece of sustainable
lustrous monkey pod
wood @VivaTerra
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b) Design that elevate energy and excitement:

Antique French Art
Nouveau Chair:
Inspiration for
Zentangle Poke Leaf
Pattern

Western staircase
from David Naylor
Interiors

c) Warm, young and joyful designs: Young people, the middle-class, and people living in
coastal areas like these designs.
The ‘country-classic’ style is an ideal combination for people who like comfortable and classic
furniture.
These designs were found attractive for their soft, pastel colors, styles that evoke a sense of
the past, and lightweight appearances.
Participants, who didn’t know what to do with their old display cabinets, found the idea of
placing it in the bathroom – if there is enough room - very interesting. Surprising, aesthetic
designs like the ones here could be shown in catalogues or store displays. They stick in
people’s mind and create stories to talk about.
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d) Striking classic
Even though these designs have too many details and are in pink, they are still very striking.
These kinds of designs lead people to search ‘high and low’. Because they almost always
have a disliked feature, they force you to mention a liked feature.
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e) Cold and distant designs that reduce energy:

f) Heavy, dark and distant furniture:
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7.6.

Habits and Attitudes toward Furniture Buying and Usage

The research team explored consumers’ furniture motivations, opinions about trends,
furniture-buying criteria and whether they know Antakya furniture:
Furniture Motivations
The words and phrases, which the participants have used when referring to the emotional
and functional connection they have with ‘furniture’, are grouped under four topics: comfort,
trust, peace of mind, happiness. When these attributes were explored in detail, it was
understood that most of the emotional attributes were in fact functional. Functional and
emotional attributes, and their meanings are presented in the chart below:

Emotional

Functional

Trust: Renewal, purchasing power, a need, room
(a child’s or a teenager’s room; freedom)

Comfort: Convenience, practical, plainness
(freedom of movement), variety, durability
(trust, durability, warranty), order.

Peace of mind: Trust, family (warmth), sharing
(happiness), order (spacious, freedom of
movement)
Happiness: Renewal, unique design, reflecting
one’s own style, aesthetic satisfaction, color
harmony, variety, liveliness, colorfulness, vivid,
prestige, sharing (sexual)
Comfort: Relaxing, harmony, room (a child’s or a
teenager’s room; being an individual), order

Furniture Trends
Common trends as observed by consumers and declining trends according to consumers:
• Glass display cabinets are being replaced with chests; people, who have old display
cabinets, are tired of glass cleaning and dusting.
• Newlyweds regret buying expensive furniture because they get tired of paying the
monthly installments that seem to never end.
• People begin to seek comfort, instead of serving their furniture, once they are over 35.
• Specifically in avant-garde option, consumers prefer to buy two sofas and four armchairs.
• People who have children choose not to place a coffee table in the middle of the room.
• Customers feel disappointment and anger when they find out at the moment of payment
that coffee tables aren’t included in the price of living room sets.
• Wall units are in demand because living rooms and guests rooms are combined into one.
• People, who have guest rooms in their houses, buy classic furniture, and they prefer to
use more comfortable, ordinary furniture in their living rooms.
• Because energy consumption is an important issue, new apartments have smaller spaces.
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•

•
•
•
•

Furniture is replaced every 6 to 7 years, unlike in the past, when it lasted a lifetime.
However, the frequency of replacing furniture largely depends on the children in the
house and how well the furniture is used.
Consumers choose popular forms and colors for their guest rooms.
Tufted and engraved lids are in fashion.
White is a popular color because it feels spacious, clean and also it is fashionable.
People do not need wardrobes anymore because the apartments in new buildings have
dressing rooms.

Features Influencing Furniture Purchase and Usage
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Durability,
Color, form,
Quality,
Brand,
Flamboyance,
Comfort,
Wipeable or washable upholstery,
The height of the armchairs to allow vacuuming and wiping,
The living room furniture to be wide enough to allow sitting in a cross-legged position,
the height of the guest room furniture to allow the feet to touch the ground,
Ergonomics, armless sofas to allow lying down,
Being able to lean back comfortably,
Depth, width,
Chest instead of a display cabinet,
Price,
Extendable, large table.

Recommendation #18; maintenance kit and certificate
•

•

Giving out furniture maintenance kits, similar to those of hand-made Italian shoes:
– A brush similar to Arko’s nostalgic shaving brush
– Cleaning sticks similar to cotton swabs
– Cloth
– Chemical-free, natural varnish/polish
– Dusting brush with tufts
Providing furniture certificates - similar to jewelry certificates - to affirm quality.

Recognition of Antakya Furniture
Only very few end-users are aware of Antakya furniture. During the one-on-one interviews
and mini focus groups conducted with 150 people, only 5 or 6 participants knew about
Antakya’s furniture and these people had some kind of connection to Antakya. Those, who
knew nothing about it, got surprised first, and then concluded that Antakya must be good in
furniture-making because it is already famous with its craftsmanship and cuisine.
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8.

Relationships with Brands

In 2008, 2012, and 2014, Trend Group conducted various quantitative research studies on
furniture usage habits. One of these studies was about upper-segment furniture brands while
the others were about mass-produced furniture brands. In 2014, Trend Group conducted
one-on-one interviews with 1,500 consumers in 15 cities. The cities were selected according
to the city development index and their populations. The selected cities were Istanbul,
Ankara, Izmir, Denizli, Bursa, Antalya, Kayseri, Adana, Mersin, Gaziantep, Erzurum, Malatya,
Diyarbakır, Samsun and Trabzon. The sample size breakdown was determined according to
each city’s population. 60% of the respondents belonged to the AB SES group (professionals
with high education level), 20% belonged to the mid-segment, and 20% belonged to the
lower-middle segment. Because the target audience included individuals who make the
furniture-buying decision, 65% of the respondents were female and 35% were male. The
participants were between 15 and 55 years of age.
A summary of brand awareness and usage data is provided in the table below. The
participants were asked to name a) furniture brands that immediately came to mind (top-ofmind), b) other furniture brands, unaided awareness, c) furniture brands, aided awareness,
d) furniture brands they have used to date, e) the most recently purchased brands, f) brands
they plan to purchase in the future, g) their favorite brands.
İstikbal and Bellona brands are known by almost everyone. The most commonly recalled
commercials also belong to İstikbal and Bellona brands, which are followed by Merinos, Mondi
and Ikea. In classic wood furniture category, 20% of the participants preferred to purchase
either non-branded products or to shop at Ankara Siteler.
BRAND

Topofmind

Unaided
awareness

Unaided + Aided
awareness

Brands
Purchased
To Date

The most
recent
purchase

Planned
purchase in
the future

Recalled
commercials

İSTİKBAL /
Boydak

47,9

91,1

99,0

64,0

39,1

54,2

65,2

BELLONA

21,6

74,3

97,0

40,3

21,2

32,4

49,0

MERİNOS
MONDİ /
Boydak

3,9

34,4

85,0

11,0

6,6

5,9

18,1

3,0

29,6

81,2

7,6

3,9

6,2

18,0

DOĞTAŞ /
Doğanlar

4,0

23,1

77,5

8,3

3,3

5,2

9,8

IKEA
KELEBEK /
Doğanlar

4,2

26,4

77,0

15,2

5,7

10,3

17,0

2,2

28,2

74,1

6,3

3,1

3,9

11,3

1,2

17,1

73,3

5,4

2,0

3,2

12,3

1,2

17,4

72,0

5,0

1,2

3,2

7,1

1,5

15,1

68,9

8,9

2,7

3,2

3,4

1,5

6,2

47,9

3,2

1,4

2,1

1,0

KİLİM
ALFEMO
YATAŞ /
ENZA
HOME
TEPE
HOME/TEPE
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96% of the brands and commercials are recalled from TV, 15-20% are recalled from the
stores. Posters, Internet, radio, newspapers, magazines, and brochures contribute to brand
awareness by 8%, 8%, 5%, 4%, 4% and 1% respectively.
Products They Plan to Replace Soon
The products, which consumers want to replace/renew the most, are sofa sets, children’s
rooms, and wall units. Lately, carpets have also entered the list of products to be replaced.
The table below shows the percentage values.

Products They Plan to Replace Soon
Armchairs
Children’s, teenagers’ room
Wall units
Bedding
Carpet
Bedspreads
Kitchen cabinets
Curtains
Bedroom furniture - entire
Sleeper sofa
Library units
Dining table
Study desk
Wardrobe for the teenager’s room
Wardrobe for the bedroom
Bathroom cabinets
Accessories
Towels, bathrobe sets
Chairs
Hallway furniture
Chandelier
TV chair
Glass display cabinet
Coffee table
Hallway rug
Dresser
Bedside lamps

19
11
9
9
9

8
8
7
7
7

6
5
5
5

Percent

4
4
4
4
3
3
3
2
1
2
1
1
1
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9.

Recommendations

We evaluated the 41 recommendations included in the presentation together with the
manufacturers at a workshop held after the presentation and sought their suggestions in
terms of 1) how valuable these recommendations are for the target audience, 2) their return
in short-, medium-, and long-term, 3) difficulties and challenges in implementation.
Increasing the perceived value of the occupation/trade
1) Institutionalization, describing and justifying institutionalization
2) Organizing workshops with screenwriters, advertisers, bloggers, media experts, media planners and
other opinion leaders in Antakya in order to help them better understand this occupation/trade and
generate empathy.
3) Talking to the students of vocational education centers and trade schools in order to understand their
expectations and motivations for starting this occupation. Organizing special events to convince their
families. Organizing wood carving workshops and activities at shopping malls to draw the attention of
young people and their families.
4) Stories of Masters book: Honoring the occupation and the old masters by including their biographies
and masterpieces.
Bio-capacity; trees; industrial and natural forests
5) The ANMOGEP project (Project for Advancing the Growth of Furniture-Making in Antakya) should
participate in afforestation projects that contribute to increasing bio-capacity. Participation in such
projects is very important in terms of sustainability and positive PR.
Localness, geographical indication
6) The identification plates of old houses are hidden under their foundations. These tags show when
and by whom they were built, and the materials used. Similarly, an identification plate – showing
Antakya Neccar or another logo - could be created for the furniture manufactured in Antakya. These
plates can then be placed somewhere on the furniture like a chip. However, the first step is to find out
whether it is possible to apply for ‘geographical indication’ rights for furniture.
Target Audience
7) Young people should also be included in the target market – product advertising and communications
activities should target young people as well.
8) Architects, despite their high commission fees, constitute an important target market in terms of
reaching end users and undertaking prestigious jobs. It is important to collaborate with architects in
Antakya and other cities.
9) Leveraging the language advantage and experience, Antakya manufacturers can open joint
showrooms in Dubai, Qatar, Erbil, Sulaymaniyah, and Kuwait.
10) Each manufacturer should create a brand manifesto, and under the ‘target audience’ section, they
should describe in detail their B2B customers and end users, complete with demographics, life style, and
mood boards.
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Branding
11) Creating a brand architecture and identity
12) Drawing up communication strategies
Marketing
13) For acquiring new customers: Inviting architects, manufacturers, retailers, and chamber presidents
in other cities, who are open to collaboration, to Antakya, and informing them about the vision and
production.
14) Creating a professional, high-quality product catalogue (in Arabic, Turkish and English)
15) Organizing workshops with opinion leaders (media and social media experts, screenwriters,
advertisers), architects, designers, animators and producers in order to promote the story of wood and
craftsmanship in Antakya.
16) Participating regularly in local trade shows.
17) Visiting overseas trade shows (at least two).
Design
18) Accelerating the revision work on product samples.
19) Turning to design, creating combinations and revisions in drawing, instead of product samples.
20) Cooperating with designers and/or establishing a shared design workshop.
21) Creating novelties that can drive increased traffic to accessories.
22) Some ideas for the design process: a) to look into the lifestyle, values and possessions reminiscent
of the childhood and youth years of the target audience, b) to depict how these possessions have
evolved till present, c) looking into not only the past, but also future trends, foreseeing what will come
in the next 20 years.
Design and production
23) Becoming self-sufficient in the painting process, which is an important part of the design process;
establishing paint workshops (with reduced health risks) in Antakya, Istanbul and Ankara to eliminate
the perception that Antakya manufactures only semi-finished products.
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24) Collaborating with forest engineers for more efficient use of trees.
Restoration and maintenance
25) Providing and promoting maintenance, repair and restoration services to help people keep their old,
classic furniture.
26) Generating campaigns to seek old furniture and presenting them with ‘before-after’ images to create
social media buzz.
Product
27) Acquiring wall units and TV units that become redundant as living and guest rooms are combined,
display cabinets and library furniture are no longer needed.
28) Expanding the production of country classic.
Competition
29) Avoiding the price-war trap.
30) Acting in unison to add value to both Antakya and the industry.
31) Refraining from manufacturing cheap, counterfeit products.
32) Demonstrating street furniture and arts in the advertising materials used for promoting Antakya.
33) Collaborating and sharing tasks in areas such as sales, marketing, production, design, and etc. in
order to avoid conflicts and rivalry within the company, and also fatigue syndrome.
34) Organizing a trade show in Çukurova or Antakya.
Cities
35) Participating in ‘local product fairs’ taking place in Ayvalık, Assos, and Alaçatı.
36) Opening showrooms in popular holiday destinations.
37) Reviewing the distribution and pricing policies for similar products sold to nearby cities, evaluating
exclusive dealership agreements.
38) Organizing events to introduce Antakya’s furniture to the prominent people in other cities.
Product Displays
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39) Displaying products together with items such as shahtoosh-cashmere blankets, leather boots, atlas
globes, fireplaces at showrooms or trade shows, especially for Istanbul, İzmir and Ankara consumers, in
order to balance out the solemn look of classic furniture, attract country-rustic eclectic customers, and
underline functional luxury, rather than mere luxury.
Maintenance kits, certificates
40) Giving out furniture maintenance kits, similar to those of hand-made Italian shoes.
41) Providing certificates for custom-made furniture, similar to jewelry certificates.
11 respondents attended the workshop, which was held after the presentation, and evaluated
these recommendations. The recommendations, which manufacturers believed could create
high value for customers, are presented in the below chart, together with their difficulty
degrees.
The values and barriers for each recommendation were evaluated on a 5-point scale. The
values in the chart are the arithmetic means of the 5-point scale.
Value scale: 5 - significant value for the customer; 4 - high value; 3 –possible on some
aspects; 2 - not much value; 1 - no value
Difficulty scale: 5 – difficult to the point of impossibility; 4 – difficult but solvable; 3 – equally
difficult and easy; 2 – easy; 1 – very easy
For example, in terms of creating value, “refraining from manufacturing cheap, counterfeit
products” receives 5 out of 5 points while difficulty rating is 3.6 out of 5 points. The length of
the blue strip shows increasing value, and the length of the red strip shows increasing
difficulty.
“Refraining from manufacturing cheap, counterfeit products” received the highest value score
from all of the participants. Participants believe that this goal can be achieved, despite its
difficulty level.
“Creating novelties that can drive increased traffic to accessories” is also among valuable
recommendations.
The participants like the idea of “Giving out furniture maintenance kits” and think it is easy to
implement.
Consumers consider ‘easy-to-clean’ to be an important feature when purchasing furniture.
Some of them use cotton swabs to clean woodcarvings and some use shaving brushes.
Consumers can be provided with a maintenance kit, similar to the maintenance kits of handmade Italian and Belgian shoes, which usually include items such as brush, paint, polish,
cloth, and etc.
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Another easy-to-implement recommendation is to create an identification plate/chip for
Antakya furniture and to place it somewhere on the furniture. This way, consumers will be
able see the Antakya furniture logo and know when and by whom the furniture was
manufactured, and which materials were used.
The recommendations that are considered to be the most difficult to implement are
“organizing a trade show in Antakya or Çukurova”, and “establishing paint workshops”.
Participants believe that “Organizing workshops with opinion leaders/professionals of various
disciplines in Antakya” will create high value, but it is also difficult to implement. Another
high-value but difficult-to-implement idea is “opening showrooms in Middle Eastern
countries”.
The chart below shows the recommendations that will create high-level value (higher than
the median score) for the consumers. The data should be interpreted as explained above.

31) Refraining from manufacturing cheap, counterfeit…

5

Value

Difficulty
3,6

21) Creating novelties that can drive increased traffic…

4,8

3,3

40) Giving out furniture maintenance kits

4,7

2,7

14) Creating a professional, high-quality product…

4,6

3,1

32) Demonstrating street furniture and arts in the…

4,6

2,9

15) Organizing workshops with opinion leaders

4,6

12) Drawing up communication strategies

4,5

3

11) Creating a brand architecture and identity

4,5

3,3

16) Participating regularly in local trade shows

4,5

3,1

22) Looking into past and future consumer trends…

4,5

3,4

2) Organizing workshops with opinion leaders in…

4,5

3,3

41) Providing furniture certificates, similar to…

4,5

3,2

25) Providing repair and restoration services for…

4,4

3,2

9) Opening showrooms in the Middle East

4,4

6) Creating Antakya identity plates for furniture

4,4

7) Including young people in the target market

4,4

38) Introducing Antakya furniture to the prominent…

3,7

3,6
2,6
2,9

4,4

3,3

8) Collaborating with architects

4,3

3,6

34)Organizing a trade show in Çukurova or Antakya

4,3

3,8

4,3

3,8

4,3

3,6

23) Establishing paint workshops in Antakya and…
5) Investing in industrial and natural forests
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The chart below shows the recommendations that will create medium-level value for the
consumers, and the difficulty levels of these recommendations according to 11 participants.
The data should be interpreted as explained above.

Value
26) Restoring old furniture and presenting them
with ‘before-after’ images to create social media…

Difficulty

4,2

3,4

4,2

3,4

20) Cooperating with designers or establishing a
shared design workshop

4,2

3,2

10) Creation of detailed brand manifestos by each
company in Antakya

4,1

30) Acting in unison to add value to both Antakya
and the industry

4,1

3,5

1) Institutionalization, describing and justifying
institutionalization

4,1

3,7

39) Using display items/materials to balance out
the solemn look of classic furniture, and to…

4

17) Visiting overseas trade shows (at least two)

4

3,3

13) Inviting architects, manufacturers, retailers
and chamber presidents in other cities to…

4

3,5

3) Talking to vocational and technical school
students and their families to understand their…

2,8

2,9
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The chart below shows the recommendations that will create low-level value (lower than the
median score) for the consumers and the difficulty levels of these recommendations
according to 11 participants. The data should be interpreted as explained above.

Value
19) Turning to design rather than product
samples and revisions
33)Collaborating and sharing tasks, instead of
business owners’ trying to deal with everything
27) Owning wall unit production
36) Opening showrooms in popular holiday
destinations
24) Collaborating with forest engineers for more
efficient use of trees
29) Avoiding the price-war trap
4) Creating a ‘Stories of Masters’ book, compiling
the biographies and masterpieces of old masters
18) Accelerating the revision work on product
samples
35) Participating in ‘local product fairs’ taking
place in Ayvalık, Assos, and Alaçatı

Difficulty

3,9

3,3

3,8

3,5

3,8

2,9

3,7

3,5

3,7

3,2

3,7

3,6

3,6

2,8

3,5

3

3,4

2,8

28) Expanding the production of country classic

3,3

2,7

37) Reviewing the distribution and pricing
policies for similar products sold to nearby cities

3,2

2,7
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10.

Draft Concepts

The draft concepts, which can be used in communication strategies and will be tested in the
next consumer research, are presented below. The next consumer testing will be geared
toward designs, which will be created by professional designers. In addition to the designs,
we are also curious about consumers’ opinions on Antakya furniture, but because Antakya
furniture has very low brand recognition, it might be better to show consumers these
concepts, which include some information about Antakya furniture, and then to determine the
most motivating elements in these concepts. Later, these elements could be used as
communication elements, if an advertising agency will be hired.
Concept #1: Retro Antakya
Standing at the intersection of Ancient West and East, Antakya has a deep-rooted history of
furniture making. Antakya, where different civilizations come together, has reflected its rich
culture to furniture.
Standing between the past and the future, Antakya manufactures furniture passionately and
skillfully.
Concept #2: The New Old
Combining the mastery, culture and charms of many civilizations, Antakya has been
manufacturing beautiful furniture and will continue to do so.
Antakya manufactures the ‘new old’. It embodies the past and the future. Antakya carries the
furniture tradition in its genes into the present and the future by taking innovative steps.
Concept #3: Timeless Furniture
Combining the old and the new, the East and the West, Antakya hosts different civilizations
with its remarkable furniture. With furniture culture in its genes and serving as a cradle to
furniture, Antakya gives life to furniture, both timeless and contemporary.
Concept #4: Furniture Virtuoso
Bringing different civilizations together, Antakya combines the past, the present and the
future. Antakya’s masters and culture have left their mark on the furniture. Thanks to the
third-generation masters in Antakya, the ‘furniture virtuoso’, wisdom and dynamism come
together.
Concept #5: From Sapling into Art
Turning trees into art, Antakya furniture combines naturalness, arts and elegance. Antakya,
where different civilizations live together, creates high-quality and timeless furniture.
Concept #6: Source of Inspiration
Taking innovative steps, Antakya carries the furniture tradition in its genes into the present
and the future. With its different cultures, myths and motifs, Antakya furniture is a source of
inspiration.
Concept #7: Total Luxury
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Antakya furniture offers a combination of elegance, high quality and comfort. It brings
craftsmanship into fast lives lived in seventh gear. To those, who are interested in the effort
put into these products, the manufacturing process, the materials used, and caring for
nature, Antakya offers products that are beautiful inside and out.
Concept #8: Reflections
Home is a reflection of its owner. As much as we want to live comfortably in our homes, we
also want our homes to be nicely furnished and reflect our personalities, so that we can
complacently open our doors to other people. Antakya offers a rich variety of high-quality
furniture appealing to different tastes.
Concept #9: Cozy
Nothing compares to home. Your home should be a place that makes you feel comfortable
with its furniture, rather than you serving your home. When you turn the key and enter your
home, you want to see comfortable furniture that embraces you.
Concept #10: Knock on wood, find balance
There have been times at either home, the office or somewhere outside, when we have
searched for a piece of wood to knock on. And when we cannot find it, we knock on our
heads. Using real wood, Antakya furniture brings nature and the healing power of nature into
your homes. It returns to nature what it took from it by contributing to afforestation efforts.
In a world with increasing pace, modernity and chaos, Antakya manufactures furniture that
reminds us of the value of labor and the feel of wood while restoring the disrupted balance
between the four elements.
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11.

Brand Architecture

Slogan Alternatives
SLOGAN EXAMPLES
Knock on wood, put
your mind at ease, find
balance

Functional luxury

Legacy of the
ancestors

Nature at home

Total luxury; elegant
and comfortable

Source of inspiration for
luxury

Unique as a
fingerprint

Balance in Your Life

All-luxury

Golden legacy

Special and beautiful

Four elements

From sapling into art

Home to different
civilizations

Jewel furniture

Back to nature

Timeless classic

Source of inspiration for
furniture

Embracing grandeur

Virtuoso

In its genes

Touching grandeur

Chic comfort

Homecoming

From nature into art

Created by nature,
touched by people
The comfort of home, the
elegance of a palace
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12.
For

Brand Manifesto
………………………………..............………

………………………………..............……………
………………………………..............…………

(target

audience),

(product
(point

of

Antakya

category),

difference,

manufactures

which

offers

promise/claim)

because

…………………………………………………………...…. (rationale).
Brand Manifesto Examples
Example #1: Prestige
For people, who have medium- or large-sized houses, live in the suburbs or the city, value
their guests and care about other people's appreciation (target audience), Antakya
manufactures upper-segment handcrafted wood furniture (product category), which offers
elegance, power and quality (point of difference, promise/claim) because the third-generation
furniture masters in Antakya turn high-quality materials into magnificent products (rationale).
Example #2: Special for you
For upper-medium customers, who live in the suburbs or the city and want to live in a
beautiful home and show their beautiful homes to other people (target audience), Antakya
manufactures upper-medium class, unique handcrafted wood furniture (product category),
which offers customized elegance and comfort (point of difference, promise/claim) because
Antakya combines different cultures as well as the legacy of craftsmanship and arts to create
uniquely elegant furniture special for you (rationale).

Example #3: Virtuoso grandeur
For people, who want to experience and share arts and grandeur in their daily lives (target
audience), Antakya skillfully manufactures upper-medium class, unique handcrafted wood
furniture (product category), which makes people say “Not just furniture, but art” (point of
difference, promise/claim) because Antakya stands at the intersection of Ancient West and
East, and has a deep-rooted history of furniture making. Antakya, where different civilizations
come together, has reflected its rich culture to furniture (rationale).
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13.

Vision

Our vision is to let people live more balanced lives. We enable you to knock on wood, feel the
peace of mind and warmth radiated by wood, turn a sapling into art, ground yourselves and
restore balance between elements. While doing these, we also provide total luxury. We make
elegance, quality and handwork worthy of their price.
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