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1. EXECUTIVE SUMMARY
This report was prepared to increase the competitive power of the companies in the
sectors of Furniture, Metal and Auto-Mechanic (Test and Repair services) in the
TOKAT Region and to increase the competitiveness of the related sectors by
establishing the Joint Usage Facility (CUF) established within the scope of " Big
Partnership of Small Industrıalist Project”.
The Common Use Center (CUF), which was created as th core part of the
programme called the "Big Partnership of Small Industrialist Project" project.
Machines and equipment were identified that exceeded the individual investment
capacities of the sectors and which were in demand.
There are 1099 companies in the Furniture and Metal Sectors and 990 companies in
the Auto-Mechanical title, which will be supported by the Common Use Center. The
vast majority of these companies are family businesses and have problems in terms
of sustainability and competitiveness. The "Big Partnership of Small Industrialists
Project " aims to increase the competitiveness of the firms in this sector and is
designed to contribute to their development is being implemented. The scope of the
project created by Common Use Facility (CUF) is to present the production facilities
and management possibilities to small tradesman in the relevant sectors to provide
opportunities to improve their alround capacity.
In line with the main objective of the study; the focus group work was carried out with
representatives of the relevant sectors using face-to-face interviews as well as
SWOT and Trend Analysis (PESTS) techniques. Competition Strategies and steps to
be taken have been determined as a result of these studies and to provide input to
the CUF Business Plan.
In the first part of the report; (SWOT) and Trend Analysis (PESTS) derived from the 4
focus group work undertaken for the Needs Analyis with the three sectors in the
scope of the project. In the following report, competition strategies and the steps to
be taken to increase the competitiveness of the sectors for the CUF are described.
2. CURRENT SITUATION ANALYSIS
The current status of the sectors were analysed via SWOT and trend Analysis
(PESTS) studies; the size of the firms in each sector was taken into consideration
and the focus group work (described in the Needs Analyis) was carried out with a
number of participants representing the sector.
Turkish Furniture Industry at a Glance
Turkey’s rapid emergence as one of the fastest growing economies of the world and
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one of the developing markets in the last few years affected furniture industry
positively. In recent years, the Turkish furniture industry has become one of the
driving forces behind the Turkish economy. Thanks to globalization, innovative
improvements and brand marketing strategies, furniture production in Turkey has
improved its international reputation and has expanded into new markets. Even
during the economic crisis period, the volume of the furniture sector in Turkey and its
influences in international markets continued to grow successfully increasing year by
year. As a result, the Turkish furniture industry has expanded such that exports are
around 2 billion USD annually.
Design and branding concepts are relatively new in Turkey. Turkish furniture
producers became aware of the importance of these terms only in last 10 years and
have made rapid advances. The approach around 15 years ago was to directly copy
from Europe. However Turkish companies realised the importance of creating their
own designs to sell their products abroad. Companies started to work with famous
designers and create their own style and brands. Today all aspects of “design” are of
paramount importance and around 10 different Turkish universities have special
design courses for the furniture industry, many of the graduates becoming highly
prominenet.
As a furniture exporting country, Turkish companies are investing increasing amounts
to improve production technology, modern management, marketing, sales, R&D and
branding techniques. Many of the bigger Turkish exporters meet strict international
quality standards. Turkish furniture manufacturers have begun to employ more
designers to develop new styles and to meet the everchanging tastes of customers.
An advantage for furniture producers is Turkey’s strong textile industry, which offers
a wide range of different fabrics from traditional to contemporary. Designers are
increasing incorporating traditional fabrics into their upholstery creations.
Domestic Funiture Market Data
Turkey has a developed domestic furniture market with a value of approximately 10
billion USD size. It is estimated that the sector comprises about 35,000
manufacturing companies and 40,000 retailers. In Turkey, approximately 260,000
employees are directly involved in furniture production, while the sector generates
around 500,000 jobs when side industries are taken into account.
As per the data stated in the report issued by the Furniture Industrialists Association
of Turkey in 2012, production in Turkey at wholesale prices was $4.8 billion in 2008,
and reached $6 billion in 2011, an increase of 25%. Retail prices increased to $10
billion, a near 50% increase.
Key reasons for the increases: Rapid urbanisation, a significant increase in
disposable income, and and more design literate consumers. Turkish furniture
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manufacturers therefore have increased their production capacity in line with the
growing demand for home produced furniture.
Country

2010

2011

Percentage
Change

Percentage of
Total Imports

China

222.3

277.6

+25

35

Italy

62

83.9

+38

10

Germany

68.3

81.1

+19

10

Poland

34.1

46.4

+36

6

France

32.6

39.2

+20

5

Spain

26.6

36.4

+37

5

Romania

12.3

24.6

+100

3

Indonesia

17.7

20.2

+100

3

Vietnam

17.8

20.1

+13

3

United
Kingdom
Japan

6

19.7

+230

2

16.2

15.1

-7

2

Furniture Imports by Country (In US$ Million) (Source: TUIK)
Furniture Imports of Turkey
For imports, the value of Turkey’s furniture imports has been growing at a decreasing
rate during the last 10 years. In 2011, Turkish imports amounted to US$945,2 million
– approximately 55 percent of total exports. This value represented a 28 percent
increase from 2010. However, this figure is still lower than the increase in imports
experienced in 2010 from the year before, which was 38 percent.
Turkish furniture industry experienced a trade surplus in 2011, with export volume
nearly double of import volume. Net trade in 2016 amounted to a surplus of around
US$758,7 million. Since 2009, Turkish exports have increased by around 20 percent
annually, and this trend is expected to continue in the short term.
China strengthened its position as Turkey’s main furniture imports. In 2011, China’s
exports to Turkey reached around $300m, which accounted for 35 percent of all of
Turkey’s furniture imports according to statistical evidence. Italy, Germany, Poland
and Spain follow China as main exporters to Turkey.
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Furniture Exports of Turkey
Turkey now stands as the 16th largest producer and 21st largest exporter of furniture
in the world, with a global market share of nearly 2 percent, according to the data
provided by CSIL. (Centre for Industrıal Studies)
Turkey currently exports to a total of 173 countries across five continents. From 2003
to 2011, Turkey experienced growth in exports of over 292 percent (CSIL), except in
2009, when the global financial crisis caused exports to contract by 13 percent.
Turkish Furniture Industrialists Association is anticipating that Turkey will be among
the top 10 furniture exporters of the world within the following 5 years, based on an
export growth of 20%.
Turkish furniture producers are also opening showrooms around the world. In recent
years the number of overseas showrooms doubled. Data provided by the Unified
Brands Association (BMD), brands are sold in 91 different countries. The percentage
of Muslim and Asian countries exported to is very significant.
Not only does the country benefit from a unique geographic position serving as a
bridge between Europe and Asia, but equally important is the country’s long history
and reputation for producing classic oriental designs. Turkey’s immediate eastern
neighbors, the Middle Eastern and Central Asian markets, have “disposable
incomes” that are increasing at a much more rapid rate than those of the European
markets. Iraq, Germany and Iran are the main export markets for exports, Germany
because of the large Turkish diaspora. Also, significant exports are made to
Azarbaijan, France, Turkmenistan, Netherland, Russia, Saudi Arabia and Italy.
Strengths and Weakness of Turkish Furniture Industry
Turkey is fortunate to be classed as a European country not majorly affected by the
global financial crisis due to its strong independent banking industry, flexible
economical structure and social structure familiar with crisise. Turkey also has large
trading volumes with regions that were not as affected by the banking crises such as
the Middle East, Northern Africa and Iran.
While many economies are struggling to recover from the recent global financial
recession, the Turkish economy expanded by 9.2 percent in 2010, and 8.5 percent in
2011, claiming the fastest growing economy in Europe, and one of the fastest
growing economies in the world. There are some important factors positively
affecting Turkish furniture industry. In summary, these are:
a. A sizeable (about 80 million) and young population (25%)
b. Relatively cheap labor force and production costs
c. Modern technological substructure and qualified production standards
d. Developing housing industry affecting furniture sales positively
e. Geopolitical advantages for world trade
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f. Advantageous trading relationships with Middle East and other Muslim countries
g. Government support for exporters
Country

2011

2012

Percentage
Change

Percentage of Total
Imports

Iraq

181.4

250.7

+38

17

Germany

115.1

147.5

+28

10

Azerbaijan

73.1

97.4

+33

7

Iran

73.5

93.7

+27

6

France

63.2

79.3

+25

5

Turkmenistan

42.1

68.5

+63

5

Holland

40.6

49.6

+22

3

Russia

31.2

43.9

+41

3

Saudi Arabia

25.7

37.9

+48

3

United
Kingdom
Italy

35.4

35.3

-0.4

2

27

30

+11

2

Furniture Imports by Country (In US$ Million) (Source: TUIK)
The weaknesses of Turkish furniture industry relate to a range of factors mainly
concerning raw material, energy costs and tax burdens. Tthe stuctural characteristics
of the industry also negatively impact upon the sector, in that: Most furniture is
produced by small and medium sized companies averaging 3 to 10 employees.
Excluding 100 - 150 large producers, many are faced with problems including
financial strength, slow modernization, production capacity problems, difficulty to
recruit skilled people and lack of exporting capabilities.
Turkish Metal Sector at a Glance
Turkey is the 18th largest economy in the world and the 7th largest economy in
Europe, according to GDP figures (at PPP) in 2014. The economy grew with an
average annual real GDP growth rate of 4.7 percent over the period of 2002 to 2014.
As the GDP levels increased to USD 800 billion in 2014, up from USD 305 billion in
2003, GDP per capita soared to USD 10,404, up from USD 4,565 in the given period.
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Total Exports and Imports of Turkey

Export were $73 billion in 2005, rose to $144 billion by at the end of 2015.
Production in the Turkish machinery sector has more than doubled in 10 years.
Rapid development of the Turkish Machinery Sector has seen an increase in its
share of Turkish exports and represents 9,3 % of Turkey’s total export. Machinery is
the secondary largest sector exporting sector of Turkey’s economy. Turkey exports
metal machinery to more than 200 countries (including free zones).
With an avarage annual growth rate of 15% over the last 5 years, Turkish machinery
exports are e third in the rank of world export increases. Machinery exports have
achived a 67% increase representing a 7-fold increase in 12 years with around 60%
of exports to the EU and USA. By 2023, the Turkish machinery is forecast to double
its share of Turkey’s total exports.
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Machinery Foreign Trade of Turkey (Billion $)

SOURCE: TurkStat-Turkish Statistical Institute
Agricultural machinery sector info;
Turkey’s agricultural machinery exports registered an increase of 32,6 percent in
2012, reaching $558 million and employs approximately 20,000. It is the sixthranking sector for exports among 22 sub-groups of machinery products.
Manufacturing in the agricultural machinery sector has three main groups: tractors,
agricultural equipment and irrigation vehicles. According to the 2011 records of the
Ministry of Food, Agriculture and Livestock, 1058 manufacturing companies are
active in the sector. About 250 of these companies manufacture irrigation products,
(pumps, irrigation pipes, irrigation nozzles), and the remainder operate in the
agricultural mechanization sector.
Manufacturing companies are mostly active in the Central Anatolian Region (Konya,
Ankara), Aegean Region (İzmir, Aydin, Manisa), Marmara Region (Bursa, Tekirdağ,
İstanbul) and Mediterranean Region (Adana). The agricultural machinery sector
provides direct employment for about 200,000 people.
Turkish Agricultural Machinery
There appear to be no exact statistics but experts consider that the sector has
a turnover of about 6 billion TL. Of this approximately 3 Billion TL is derived
from tractor sales. It is also estimated that the turnover from the sales of imported
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tractors to dealers is about 750 million TL.
Most agriculatural machines are produced by Turkish manufacturers except very
specialised large volume harvesting machines. Harvesters, balers, self-propelled
silage and small/medium harvesting machines, fixed type milking facilitiesand
agricultural mechanization vehicles are manufactured in Turkey. As a result of the
importance attributed to livestock in recent years, an increase has been observed in
the manufacture of machinery for manufacturing milk and animal feed machinery.
The companies on the ISO 500 list are global players in terms of turnover, capacity,
and number of employees. Turkish agricultural machinery sector ranks 24th in the
world in amount of exports. It ranks 15th in the export of tractors. Market analysts
consider that tractor exports are under-represented given the relatively large
numbers produced in Turkey. The USA purchases one third of the tractors exported
by Turkey, valued at $11,5 billion last year.
Auto-mechanics
In Turkey, there are about 20 million registered vehicles and passenger cars account
for 57% in Turkey. Light commercial vehicles (also called “light trucks”) are
significantly more popular in Turkey (18%). A key underlying reason is the fact that
light commercial vehicles in Turkey are subject to a drastically lower vehicle sales tax
than passenger cars. For example, minivans are subject to a 4-15% “Special
Consumption Tax” compared to 45-145% for passenger cars, thereby providing a
strong incentive for manufacturers to define passenger car derived models as light
commercial vehicles (ACEA, 2015b). Motorcycles are also more popular in Turkey,
accounting for 16% of vehicles in Turkey. The total number of vehicles per 1,000
capita in Turkey is around 230, but the number is only around 120 when solely
counting passenger cars.
At present, Turkey is the biggest light commercial vehicle manufacturer and the
second biggest bus manufacturer in the European Union.
Today, 13 companies are manufacturing various types of vehicles such as passenger
cars, buses, trucks, pick-ups mini and midi-buses and trailers. Five companies are
producing passenger cars (FIAT, HONDA, HYUNDAI, RENAULT, and TOYOTA),
nine companies are producing pick-ups and trucks (ANADOLU ISUZU. BMC. FORD
OTOSAN. HYUNDAI, KARSAN. MERCEDES-BENZ. OTOKAR. TEMSA, TOFA§)
and nine companies are producing buses and mini buses (BMC, FORD, HYUNDAI.
ANADOLU ISUZU. KARSAN. M.A.N. MERCEDES-BENZ. OTOKAR. TEMSA).
The automotive sector provides a large number of people with different sectors, with
the main industrial sector, subsidiary industry sector, sales and marketing network,
repair and maintenance network. The number of employees in the automotive main
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industry both directly and indirectly employed is two hundred and thirty-five thousand.
It is estimated that a further 400 thousand people work in the distribution and sales
network of the automotive industry.
The automotive sector remains very labour intensive in spite of automation in most
other areas of industry. As such the skill level of the employees is very important.
According to the records of the Confederation of Tradesmen and Craftsmen of
Turkey, there are 87 thousand businesses operating in 27 sub sectors for
maintenance and repair throughout Turkey. The same source records that there are
21.000 auto repair shops and 10,200 specialising in frame and bodywork.
Sub sectors feature:








showrooms
lubrication and washing
spraying and body repair
tyres and wheel maintenance
air conditioning
auto glass
auto recovery

2.1. Methodology
Within the scope of the project, working groups were organised to obtain the required
data. Companies in each sector were analyzed according to the number of
employees and the size of firms, and the participants were determined on the basis
of these evaluations. These have been used in the survey work was initiated and
continued together with the CUF project team.
Working groups were arranged as focus groups, the methodology employed ensured
that ideas were shared and disseminated throughout each group. The focus groups
consisted of 8-10 particpants who were all company owners. SWOT Analysis and
PESTS Analysis provided the activity structure for each group
Many of the participants from each sector were unforthcoming with enough quality
information thus providing less than the desired data for the SWOT and PESTS
analysis methods. It was therefore decided to conduct additional face-to-face
interviews.
SWOT analysis approach; Strengths / Opportunities Strategies for assessing
opportunities by using related strengths, Strengths / Strategies direct strengths to
offset threats. Strategies can be created to correct weak areas by identifying
opportunities that can be realised. In brief, the SWOT analysis results give us the
necessary information to derive the strategy.
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The Trend Analysis (PESTS) approach has been implemented in the SWOT analysis
studies, covering political, economic, social, technological and sector trends (trends)
to determine "Opportunities" and "Threats" expressed as "OT". Based on the
possible positive and negative effects of the trend analysis output of the sector, the
SWOT Analysis approach is to identify elements that have the characteristics of
Opportunities and Threats (OT) in terms of the enterprises in the Sector. It is aimed
at determining "Competition Strategies" by evaluating the study’s output using the
techniques described.
Enterpreneurs are therefore made aware to develop appropriate pro-active behaviors
to ensure their effective and efficient existence in the sector they are in, by positively
responding to both their internal business and external environments. The decisions
and behavior, which create value for customers and provide competitive advantage
through their core competencies, are collectively referred to as "Competition
Strategies".
There are other factors that influence the competitive factors in each sector when
forming competition strategies. These factors describe Michael Porter as the five
forces that influence competition in the sector.
Competitiveness and Market Share in the Market: There are many factors that
markers are well absorbed in these five power factors. A good analysis of these five
powers suggests that Porter is aiding a company to understand the industry it is in
and to get the right position in the market.
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Figure 1 Michael Porter's 5 Power Model
These forces are;
Sector, new competitor entities that may enter the business environment and the
obstacles and risks they will face,
The threat of substitute products which may be alternative to the product of the
operator
The extent to which the suppliers dominate the market, ie the power of the
suppliers
Bargaining power of customers to buy products and services
The intensity of competition among competitors within the sector, the strength.
By focusing primarily on competitors' strategies, which are developed by companies /
regional, clustered Sectors, and especially by their competitors; it is important for
them to conduct detailed reviews and obtain information on their market share,
products, quality and innovation level, technology, price and distribution channel
policies.
The basic expectation or aim of the study is to look for the answer to the question;
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"What should the Competition Strategy be?”. Using this as the core question, the
furniture, metal and auto-mechanical companies of Tokat province will be examined
separately to arrive at a Competitive Strategy respectively.
The five power approaches described by M. Porter has also taken into account in
order to reach the information to serve this purpose. In our work, this approach was
evaluated on a sectoral basis and focus group studies were carried out to obtain this
aimed information during firm visits.
The Balanced Scorecard approach established by Robert S. Kaplan and David P.
Norton is an alternate approach to the creation of strategies that will increase the
competitive power of the companies in terms of the financial structure of the
institution, its customers, its processes and the training of its employees. In light of
this evaluation, the institutional deficiencies can be rectified for increasing the
competitiveness of sector firms. Strategies are therefore derived that will also
contribute to institutional restructuring.
The information gained from the Focus Group work was consolidated on a sectoral
basis and the information used to direct steps to be taken to enable the CUF to
determine its own strategies on a sector-by-sector basis.
The factors expressed by all the sector representatives as being priorities to be
addressed and are crucial to be able to increase competitive advantage are listed
below:
2.2. Major Common Problems and Needs
1. Business cooperation and lack of communication, lack of working together culture,
2. The weakness of the ability to act jointly and make decisions
3. Inadequacy of capital and therefore need for financial support
4. Education Policies for the Training of Technical Human Resources
5. State unemployment, taxation policies
6. Lack of technically competent staff
7. Need for more technical support of the chambers and trade associations
8. Organizing in such a way that it will not lead to unfair competition
9. Clear and transparent CUF Code of Conduct, informing beneficiaries
10. Determination of competitive service price (to determine the sustainability of the
CUF)
11. New business techniques / new management concepts, forms, business
development techniques and technical information needs
12. High-capacity equipment requirements (such as CNC)
13. Product Design and Development Techniques / Processes and training to acquire
and develop competencies
14. Software and technical skill requirements for product design
15. Government Policies / Incentives etc. (Odalar, Kooperatifler, CUF) to provide
information to the sector and update the information
16. Establishing environments to provide competence and development in marketing
/ communication techniques.
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17. The need to improve the participation skills of employees
18. Supplying materials in appropriate conditions
19. The turmoil created by the volatile product price policies available in the markets
20. A confidentiality agreement (in particular to highlight the representatives of the
Metal Sector) to ensure the protection of technological innovations in the process of
procurement of services from the CUF in technical matters.
21. The danger of the CUF being transformed into a service that serves as an income
and perceiving it as a revenue portal
2.3. Swot Analysis
To be able to comprehend the sectors that we are examining in terms of competition
and to be able to make a Competitive Analysis, an internal evaluation was
undertaken in terms of the businesses in each sector in the region including a SWOT
analysis.
Information related to Strengths, Weaknesses, Opportunities and Threats were
obtained from surveys, face-to-face interview and focus group work with all three
sector representatives.
In the context of these findings and that of the Needs Analysis report,
Competitiveness Strategies were developed.
2.3.1. Swot Analysis of Furniture Sector

1. STRENGTHS
1.1. Production skills and experience are very good
1.1.1.-Design to production is very good
1.1.2.-Quality Production
1.1.3.-Fast production in local market, on-time delivery
1.1.4.-Acrylic and different coloring skills are good
1.1.5.- Flexibility in production
1.1.6. Good problem-solving skills
1.1.7.-Good in door production (may be strategic product)
1.2. Communication and marketing
1.2.1.-Communication with the local Customer is considered to be good
1.2.2.-Price flexibility
1.3. Collaboration and Sectoral Organisation Support
1.3.1. Close support of chamber heads
1.4. Organization and workforce
1.4.1.-Being family business
1.4.2.-Cheap labor
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1.4.3-Easy access to raw materials and semi-finished products
1.4.4-Workforce/Employer relationships are good

2. WEAKNESSES
2.1. Lack of production technology
2.1.1.- Lack of technology such as CNC and machine tools
2.1.2.- Lack of product design infrastructure (lack of designer and interior architect)
2.1.3.- R&D and P&D resources are poor, software and hardware
2.1.4.- No ability to produce original products (imitations are the norm)
2.1.5.- Machine parks are missing
2.1.6.-Mass-production weakness
2.2. Communication, Marketing and Customer Relations are weak
2.2.1.- There is no external marketing activity in other regions
2.2.2.- No participation in fairs
2.2.3- Promotional activity is lacking
2.2.4.- No knowledge and experience on foreign trade
2.2.5.- There is no showroom or stand for the promotion of products
2.2.6.- No store/retail culture
2.2.7.- No clustering
2.3. Making and developing cooperative working is weak
2.3.1-No co-operative culture
2.3.2.- lack of cooperation with educational institutions
2.3.3.- No ability/experience to enter common tenders
2.3.4.- Leadership is lacking (occupational chambers, cooperatives)
2.3.5.- Lack of information on various issues of professional chambers (amendments
to legislation related to incentives and Labor & Commercial Law)
2.4. Deficiencies in management, organization and labor issues
2.4.1.- No Basic Management Information (Production, Stock, Marketing, Foreign
Trade and Accounting, Commercial Law)
2.4.2.- Counseling service opportunities are not taken
2.4.3.- Incomplete in-service training for employees (CUF can organise)
2.4.4.-Insufficient working space
2.4.5- Lack of technical knowledge
2.4.6- No continuity, knowledge transfer
2.4.7- Unstable and expensive raw material pricing
2.4.8.- Difficulties in hardware (supply, etc.)
2.5. Sector and competition
2.5.1.- High number of Tradespeople, high competition level
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2.5.2.- No price standard, poor quality production with low cost concern
2.5.3.- Unregistered producers create unfair competition due to lack of control
2.5.4.-Customer Payments are problematic (collection difficulty)

3. OPPORTUNITIES
3.1 Customer and market
3.1.1.-Close to the Black Sea as a region
3.1.2.- There is an increase in customer consciousness (quality awareness and new
ideas)
3.1.3. Regional advantage of the market (provinces and districts)
3.1.4. Logistics closeness to the environment
3.1.5.- Increase in construction sector
3.2. Politic and economical
3.2.1.- CUF facilities
3.2.2.- KOSGEB Incentives
3.2.3.- Government Incentives
3.3. Product, inputs and channel
3.3.1.- Transportation to and from the raw material is easy and varied, logistic
convenience
3.3.2.- Placement in OSB
3.3.3.-The product changes quickly

4. THREATS
4.1. Political economy
4.1.1.- Lack of information and guidance on support
4.1.2.- Political uncertainty in the market,
4.1.3.- Insufficient support
4.1.4.- SGK / Tax burden surplus
4.1.5.- BAĞKUR system is problematic
4.1.6.- Bank borrowing difficulties and long term
4.1.7. Simple method of taxation for very small companies creates unfair competition
4.1.8.- Difficulty in reaching incentives (The process does not know)
4.1.9 Local governments are inneffective
4.1.10-High VAT rates in the sector
4.1.11-No transparency in state tendering process
4.2. Labor
4.2.1. No sectoral training in vocational schools
4.2.2. Working safety and labor laws
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4.2.3. Knowledge does not increase
4.2.4. Unemployment insurance application negatively affects (6 months work, 6
months unemployment benefit)
4.3. Customer and Market
4.3.1.- Low income level
4.3.2.- Migration to other towns/cities
4.3.3.- Seasonal fluctuation in the sector (Summer peak, winter very quiet)
4.3.4.- Low quality understanding of contractors
4.3.5.-Tokat population is limited
4.3.6. Out-of-province procurement for bulk construction
4.4 Competition
4.4.1.- Facility to enter the sector with less capital
4.4.2.- Competitiveness is low
4.4.3 - Mass producers are forcing
4.4.4.- Unregistered producers available
4.5. Services, products and logistics
4.5.1.- Transportation companies are inadequate (Logistics problem)
4.5.2.- There is no foreign trade information and consultancy support,
4.5.3. - Electrical failures frequent
4.5.4.- Lack of Training providers
4.5.5. Opportunistic wholesalers
4.5.6. Difficulty in accessing raw material
4.5.7.- New material coming out every day
4.5.8.- No co-operativeization
4.5.9.- Small trades do not reach technology
4.5.10.- No design support
4.5.11.- Difficulty in supplying technology and products
4.5.12-No standardization in the labor
4.5.13-Technological investment difficulties
2.3.2. Swot Analysis of Metal Sector

1. STRENGTHS
1.1. Product, Technology and Production
1.1.1.- Open to new ideas/designs/innovation
1.1.2.- Quality and rapid production
1.1.3.- Very experienced at production
1.1.4.- R&D practiced
1.1.5.-Technology utilised well
1.1.6.-Well established companies
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1.2. Communication and marketing
1.2.1.- Companies do market research
1.2.2- Advertising used
1.2.3.- Trade fairs attended
1.3. Consulting and support
1.3.1.- React to incentives
1.3.2.- Open to collaborations
1.4. Organization, labor and input
1.4.1.- Wide product variety
1.4.2.- Easy access to raw material
1.4.3- Geographical advantage
1.4.4.- Facilities are generally sufficient
1.4.5.- We attach importance to employee training and motivation
1.4.6.- Work discipline is good
1.4.7.- Labor is cheap
1.4.8.- Internal communications are good

2. WEAKNESSES
2.1. Product, technology and experience
2.1.1.- Do not have much regional influence
2.1.2.- Lack equipment to cut thicker metals
2.1.3.- Not able to produce high-tech products
2.1.4.- Technological infrastructure is incomplete
2.2 Communication and marketing
2.2.1.- Promotion and advertising is not well developed
2.2.2. Bottlenecks created due to regional clustering
2.2.3-Marketing difficulties due to lack of knowledge
2.3 Collaboration and support
2.3.1-Collective working very rare
2.3.2-No communication and cooperation between companies
2.3.3-Lack of collective work culture
2.3.4- Public procurement problems involving use of bank loans
2.3.5-Inadequate communication between chambers and professional organizations
and industrialists
2.4. Organization workforce and input
2.4.1- Lack of qualified technical staff
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2.4.2-No interest in profession by young people
2.4.3-Inadequate vocational skills
2.4.4-Institutional failures
2.4.5-No long-term planning
2.4.6-Raw material price instability
2.4.7-Logistics difficulty in terms of raw material
2.5. Sector and competition
2.5.1-Unfair competition exists due to unregistered companies
2.5.2-Inadequate supply industry
2.5.3-No Competition Strategies

3. OPPORTUNITIES
3.1. Political / Economic
3.1.1-Grant credits
3.1.2-Tax reductions
3.1.3-KOSGEB Support

4. THREATS
4.1. Political / Economic
4.1.1-Regulatory restrictions (TSE, Patent)
4.1.2-Exchange differences (unstable exchange rates) cause finacial strains
4.1.3-Excessive tax burden
4.1.4-Loan costs are high,
4.1.5-Inadequate education system
4.1.6-Negative impact of external politics on foreign trade
4.1.7-Problems with Checque law
4.1.8-Economic crises
4.1.9-Commercial litigation processes are long
4.2. Competition
4.2.1-Manufacturers making cheap sales from outside the city
4.2.2-Profit margins are low
4.2.3-Serious effect of the informal sector
4.2.4- Workforce emigration to other cities
4.2.5-High rate of trainee leavers
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2.3.3. Swot Analysis of Auto-Mechanics Sector

1. STRENGTHS
1.1. Experience and knowledge formation
1.2. Awareness of the sector and reliability
1.3. High level of competition drives quality standard
1.4. Active use of marketing channels
1.5. Competitive prices and quality service

2. WEAKNESSES
2.1. Inadequate financing
2.2. Cash flow and no budget tracking system
2.3. Lack of quality control systems
2.4. Difficulties in finding qualified employees
2.5. Lack of marketing activities
2.6. Technology / Equipment inadequacy
2.7. Lack of marketing strategy
2.8. Lack of costing systems
2.9. Difficulties in finding qualified employees
2.10. Lack of competitiveness
2.11. Equipment inadequacy

3. OPPORTUNITIES
3.1. Small businesses in the sector have similar problems
3.2. The emergence of second-hand automotive market
3.3. Niche markete service offering
3.4. Marketing strategy iniatives
3.5. Pricing consistency.
3.6. Increase in second-hand automotive market
3.7. Tokat to address the environment outside the market
3.8. Authorized service in the region

4. THREATS
4.1. Failure to transfer the innovations in the sector to the business quickly and
effectively
4.2. Negative effects of macroeconomic environment
4.3. Continued use of outdated equipment
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3. COMPETITIVE STRATEGIES
Competition Strategies that will increase the competition power of the Sectors have
been determined by evaluating the data obtained from the current situation and trend
analysis focus group work in Furniture, Metal and Auto-Mechanical Sectors. M.
Porter's Five Power approach, which is frequently used in the creation of Competition
Strategies and for creating strategies in general, was our guide for analyzing and
evaluating the Balanced Scorecard approaches of Robert S. Kaplan and David P.
Norton.
Furniture, Metal and Auto Mechanics sector firms within the sector, such as; intraindustry competitors, substitute products, customers, suppliers can be viewed as
potential competitors that can influence all sectors are considered under point five.
The main purpose of the project and feedback from companies (SWOT opportunities
and threats and PESTS analyzes) have shown that the suppliers 'and customers'
strategic initiatives based on the current situation of firms have a critical significance.
Both methods show that the strengthening of the internal structures of the companies
and the marketing and promotional activities of the customers have been brought to
fore as key problems facing the sectors both outwardly and in relation with their
customers.
A summary of all the work; Companies need to institutionalize.
While putting forward the marketing target strategies, it is important to prioritise
foremost the sectors and at the same time, in terms of the operators in each sector,
make specific recommendations. At this point, an approach based on the ANSOF
matrix can be introduced to increase competition power and market share for all
three sectors.
Markets and products are now examined. Four basic strategies for growth are
illustrated in the matrix framework below.
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Businesses in the sector have to continue to engage in production and sales
activities with their existing products in the existing market, but they will have to try to
gain a share from their competitors, especially in their current markets by more
intensive communication activity. It is very difficult to increase the consumption of
products, as the number of end users does not change. In the target sectors,
products are not fast-consuming products, the product life span is long (kitchen
cabinets, children's room sets, agricultural machines, greenhouses etc.). Therefore,
competing products imported from other regions and / or imported from the wider
market will promote aggressively to obtain results.
Competition Strategies should be focused on Price and Communication-based
strategies as it will then be possible to obtain positive results. Initiatives can be taken
on the price and payment terms of the products which will be influenced by
increasing the promotion / communication efforts.
The survey results indicate strongly that the majority across all sectors have no
promotion plan or awareness what type of promotional activity they should do. To be
able to initiate more effective communication plans, it is often beneficial to develop
relationships with financial companies. The CUF can help prepare and implement
publicity and communication plans which demonstrate the benefits of borrowing for
investment in promotion.
The introduction of new products should always be considered in all sectors to
increase sales within existing market segments. Consequently, it will be necessary
prioritize the work of R&D and P&D, targetting the needs and characteristics of the
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segments they are addressing and considering trends in Turkey and internationally.
Most of the companies operating in the target sectors are dissatisfied with their
management structures, and the fact that in general they do not make any
investments in R&D and P&D is a challenge. Developing "Innovative" products for
the metal and furniture sectors involves imitating copying existing products. This
approach is unsustainable and only those companies willing to take initiatives and
innovative will survive. The CUF can lead with design and development software and
collaborate with the sectoral professional organizations and University to provide
ideas, guidance and training.
By taking the ANSOF matrix approach, increases in market share could be realised
by moving to new markets and market segments with existing products. Efforts for
new markets can be concentrated in different regions and even in foreign markets,
especially starting from the neighboring provinces in Turkey. For this purpose, it will
be necessary to prepare Active Communication Plans. As mentioned in the previous
sections, sector enterprises that do not participate in local and / or international
specialization fairs and which do not have a web page presence in the market are at
a big disadvantage. At an organisation level, there are no web sites by the various
trade associations.
For example, the "Leather Promotion Group" in the Turkish Leather Sector can be
viewed as an organization that provides a visibility benchmark. For example, a similar
"Tokat Furniture Group" that will come to life with the contributions and participation
of the sector enterprises can be a suitable platform to pass on the Communication
Policies to reach new markets and market segments of the sector at its own level.
The CUF can easily assume that role and lead by example.
As can be seen in the present ‘Situation analysis’, for example, enterprises in the
Furniture Sector have restricted themselves to certain largely local product groups,
and as a result, for example, garden furniture, city furnitures, business office
furnishings, are not included in new market segments. In addition, door production for
the construction sector (which is very common in Tokat) are promoted in a very
limited way. That product could become a brand unique to Tokat as a product group
by setting a "Strategic Product Group". In this way, they can gain competitive
advantage giving it a great competitive advantage.
For example, the market size is growing rapidly within the context of Population
Growth and Urban Transformation projects. "Door" production has the potential to
become a strategic product for the construction sector, not only in Tokat but
nationwide.
A further opportunity exists in the high value-added market for home furnishings. This
market segment, which constitutes approximately 66% of the annual production
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value of the Turkish Furniture Sector has great potential (the sales volume of the
Home and Garden Furnitures 2012 is 10,6 Billion TL). A foothold in this market both
nationally and internationally by creating a high quality Tokat brand.
The ANSOF Matrix approach demonstrates that both the Tokat Machinery and
Furniture Sectors need to increase their competitiveness, whilst local competitors in
these sectors can protect themselves from the competition. It is possible to produce
marketing strategies and policies that are appropriate for marketing purposes.
Marketing discipline laid down by the veteran Philip Kotler's Marketing 4 p for
marketing mix that is located below the main lines.
MARKETING MIX
Product
Price
Place

Promotion

The general policies for product deletions, modifications,
additions, design, packaging, etc,
The general pricing policies to be followed for product
groups in market segments
The general policies for channels and customer service
levels
The general policies for communicating with customers via
advertising, personal selling, sales promotion, public
relations, marketing public relations, direct marketing via
mail, telafon, the internet

The matrix above illustrates steps to be taken to grow, to achieve growth and to gain
competitive advantage, It would be possible to develop policies and strategies that
are relevant to the product, price, distribution channel and communication channels
and tools. These strategies can be implemented on an enterprise scale or on a larger
scale if strategic cooperation between the enterprises can be established. The CUF
can play a positive role in the creation of these collaborations, and it can also play a
role in creating awareness of the 4 Ps approach to competitiveness strategies.
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4. ANALYSIS OF DIAGNOSTIC STUDIES
Company Strategy Diagnostic
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G e n e r a l S t r a t e g y S c o r e s o f Co m p a n ie s an d S c o r e D e p e n den t S l o p e L i n e s

In general, companies in the region are below average of scores in strategic planning
and application areas. Companies are weak in good management practice, need
support for future activities and resource planning to improve their internal efficiency.
Strategic planning however is at a higher level in firms with 10 employees and above.
There are a large number of companies that produce short term solutions typically
known as firefighting, that is finding solutions as they occur rather than planning
ahead.
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G e n e r a l S t r a t e g y S c o r e s o f F u r n i tu re Co m p a n ie s an d S c o S l o p e L in e s
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The larger companies are moderately successful in marketing, but common to many
small businesses there is a lack of marketing plans. Also, companies see no need to
allocate a budget to marketing activity. For this reason, the potential to attract new
customers is very limited. The low level of knowledge about modern marketing
tactics, and the tendency of the economic dynamics in the region appear to have a
negative impact on the outlook of all 3 sectors.
In the furniture sector, promotion is usually done by word of mouth and in most cases
marketing specialists are not employed. Auto-mechanics is the weakest group in
marketing. It appears from survey feedback that one of the main reasons is the
expansion of larger dealers and service networks of major automotive firms.
Metal Companies' Marketing Scores
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Auto‐Mechanics Companies' Marketing Scores
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Companies' Institutional Structure Scores

Metal
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It is seen that the average performances of companies in the Tokat region are at a
satisfactory level in terms of institutional structure. Institutional structuring is at the
highest level in furniture companies. Many of the furniture companies attach
importance to finance and management, and they have shown positive
developments in this respect. Similarly, the management structures of metal
companies demonstrate an understanding of good management practice.
Organizational structuring and recruitment of qualified personnel in metal companies
does not appear to be a problem. In both sectors however, there are weaknesses in
technological methods of management as well as difficulties in investing in new
technology machinery and equipment. In the case of Auto- mechanics companies,
management structures are virtually non existent which is not major problem as most
of the target auto companies average from 2-5 employees.
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Metal Companies' Institutional Structure Scores
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Quality management
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Companies Quality Management Score Averages

There are clearly distinct differences between each of the three sectors in the area of
managing the quality of production. Metal sector companies score highly in this
respect because the requirements of their customer base are very exact and often
dependent upon international standards of product. CUF utilisation by the sector may
not raise the quality significantly but will provide for faster and more profitable
production.
Furniture sector companies appear to have their own idea of quality which again
reflects the lower end of the market that they produce for. The raising of quality
standards in the sector could easily be achieved if CUF equipment is utilised. Those
companies that take the iniative to use CUF will quickly realise the benefits with the
added bonus of lowering production costs.
The understanding of quality as a concept in the automotive sector has a long way to
go as the survey answers reflect. Again, CUF can provide the high-tech facility for
diagnostics but also provide training which invokes the ‘added value’ to the services
they provide.
Metal Companies Quality Management Score Averages
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Furniture Companies Quality Management Score Averages
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The feedback scores vary widely for the metal sector with a high of around 75% and
a low of 15%. This means that across the metal sector there are gaps in
management knowledge which the CUF can support in terms of individual and group
support. The Role Model Programme can have a significant impact on the metal
sector.
Furniture sector companies on average, score at a level which demonstrates that
there is a between 40% and 50% gap in the efficiency of management levels. This is
not unexpected for the very small companies which represent the target companies
CUF is aiaming to support. The most immediate purposeful intervention is for CUF to
provide management training courses. These types of courses can be easily
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arranged and should be implemented by CUF as soon as possible during the delivery
phase and continue post project.
Operation management levels in the automotive sector are low, again reflecting the
very small nature of the majority of businesses whereby owners are very much an
integral part of the workforce and don’t see or have time to address the ‘management
issues’. As such improving management skills for the automotive sector is not a
training provision priority for CUF but it can provide training for basic elements of
management which would have a positive impact.
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Human resources
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Companies' Human Resources Average Scores

Human resources includes a number of elements but for the purpose of the
diagnostic concerned staff skills, staff retention and systems of managing HR issues.
As staff are the key resource for any company, managing staff to obtain the optimum
efficiency at least cost is a complex and timeconsuming process but doen
Metal sector companies display only around 50% capacity or commitment to HR
management which indicates that all the companies would benefit from support in
terms of training and /or mentoring.
Furniture sector companies level of commitment to HR issues is on average around
40% which is significantly below the level at which they can achieve reasonable
efficiencies. They generally have a high turnover of staff which supports the
diagnostic findings relating to HR management. CUF can provide training which is
clearly directed toward demonstrating the benefits of investing in time to understand
the Human Resources are the lifeblood of the business.
Automotive businesses are below the level of the furniture sector but this is not
surprising as they are mostly smaller and therefore HR systems are hardly required.
Again, very specific training can be offered by CUF which must be short but
purposesful for the sector
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Metal Companies' Human Resources Average Scores
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Internal control

Companies' Internal Control Score Averages
100

0

Adıgüze…
Aksa…
Ankara…
Arzum…
Avrupa…
Bektaşl…
Biçer…
Bölükba…
Çağdaş…
Çalışkan…
Demirci…
Ekol Oto
Elit…
Ergin…
ESC…
Furkan…
Gençay…
Güneş…
Güvenal…
Kardeşl…
Korkma…
Mesken…
Modüsa…
Oto…
Önder…
Özcan…
Sabır…
Saray…
Sertağa…
Sizin Oto
Şahin…
Teknik…
Tokat…
Trend…
Turanlar
Uluhan…
Villa…
Yalçın…

50

Internal controls diagnostic featured the maintenance of:





Inventory records
Customer records
Supplier records
Invoice controls

Metal companies do not score strongly in general but display wide variations in their
application of internal controls, the need for training and support is therefore high.
Furniture companies are generally below 50% of an expected standard of internal
controls so the need for training is very high.
Automotive sector companies actually appear to operate reasonable levels in general
of internal controls relative to the very small size of the companies. In which case the
need for training is considered moderate.

Metal Companies' Internal Control Score Averages
80
60
40
20
0
Almix

Ant Makine Ayyıldız
Çalışkan
Tarım
Makine
Makineleri

ESC Metal

Fener
Makine

Güvenal
Metal

Selçuk Şahin Tarım Uçar
Makine
Makine

35

Big Partnership of Small Industrialists Project

Furniture Companies' Internal Control Score Averages
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Metal

Furniture

Automechanic

Financial management should be a core competency for all companies. The
diagnostic therefore analysed the main features that a company should demonstrate:





Cashflow management and controls
Profit and loss awareness (monthly basis)
Debt controls
Costing and Pricing mechanisms

Those metal sector companies that demonstrate a good level of competence are the
larger (10+ employees). These companies have dedicated finance departments
whereas the smaller companies have much less competency and generally employ
an external accountant to calculate tax and other legal financial obligations. The CUF
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will provide financial management training which all companies can choose to attend
and and also offer individual mentoring.
Furniture sector companies demonstrate a general level of adequate competence for
financial controls. The smaller (2-5 employees) show a low level of competency
which indicates that they could rapidly improve their knowledge and understanding
with training and mentoring. The consequence of this would be improved
performance (knowing costs and cashflow).
Automechanic companies score low to very low on average. Basic financial training
by CUF on a group basis specifically aimed at this sector would yield rapid results in
terms of the businesses gaining knowledge of all costs at the very least. An
emephasis in training should also be put on their supply chains (parts consumption in
the sector is always very high). Bulk buying on a collective basis should be
researched.
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Auto‐Mechanics Companies' Financial Score
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Potential to use Tokat CUF
The results of the diagnosis are very encouraging as all sectors responded very
positively, averaging over 80%. The CUF should be able to build on this positivity and
ensure that by using the technology available customers/clients contact is maintained
to a high level and feedback is responded to in a fast and professional manner.
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Kardeşler Mobilya
Korkmaz Mobilya
Mesken Mobilya
Modüsan Mutfak…
Oto Arslanlar
Önder Mobilya
Özcan Oto Klinik
Sabır Mobilya
Saray Mobilya
Sertağaç Orman…
Sizin Oto
Şahin Tarım
Teknik Ustaoğlu…
Tokat Şahinler…
Trend Tasarım
Turanlar
Uluhan Oto
Villa Mobilya
Yalçın Ahşap…

Companies' Willing to Use of CUF

Metal

Furniture

Automechanic
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STRATEGIES DETERMINED BY COMPETITIVE ANALYSIS OUTPUTS
#

Strategy

1

Strategy-1: To create Industrial Zones in which industry firms will come together in the Step-1.1: The CUF
direction of cluster logic.
can lead this issue,
and
it
can
find
In this case, the fact that companies belonging to different sectors are in a small industrial initiatives for solutions
site is lost due to the fact that the companies are lost, so it is a coincidence that the and formation.
customers reach the desired service. On the other hand, it is also a problem for companies
to take support services (physical sanctions, semi-finished products, etc.) in the production
stages.

2

Strategy-2: Furniture companies need to concentrate on the production of product groups Step-2.1: CUF can
that they specialize.
support companies to
be directed to specific
The studies have shown that the Furniture Sector companies are working on the basis of product groups based
producing a wide range of products. This is not a visionary approach and is a major obstacle on their expertise.
for institutional development. It is noted that two companies producing Doors and Pallets that Step-2.2: Trainings
were visited have continued their production in line with this understanding. In this case, it is like Entrepreneurship
not clear what type of product the furniture sector serves (except door and pallet production). and Product
Development
There is specialization in the metal sector by product group. It is important for the Metal Processes should be
Sector that it continues without deviating from its expertise. The metal sector is focused on done.
local and national markets which are sustainable markets.

Steps for application

Importance

40

Big Partnership of Small Industrialists Project

3

4

5

6

Strategy-3: Establish cooperation by the CUF to enable firms to facilitate large-scale tenders
and large-scale work.
Feedback confirms that small companies do not have capacity to compete for large tenders.
By taking a cooperative approach companies can compete in the procurement process and
purchase points of tenders. CUF can act as the catalyst
Strategy-4: Develop policies for the producers for pricing and transport of materials Step-4.1: At this point,
procurement.
the CUF can support
the firm by organizing
The Furniture and Metal Sectors have emphasised problems regarding the supply of raw the purchases of
materials and materials and the means of transportation. The main problem is that individual common materials
buying is more expensive as quantities do not reach economies of scale which in turn and raw materials by
increases costs of transportation for small quantities.
firms, ensuring that
the volume of raw
materials is sufficient
to ensure reduced
costs.
Strategy-5: Organize training to develop new product development (P & D) and design skills Step-5.1: The training
of manufacturing companies.
of the "New Product
Development and
It has been determined that new product development and design skills of firms, especially in Design Processes" is
the furniture sector, are not competent. Although the metal sector is better in this respect,
organized by the CUF.
there are clear directions to develop.
Alternately, training
programs used in
product design, as
well as direct support
for design can also be
given by the CUF.
Strategy-6: Organize training to improve the management skills of producers.
Step-6.1: Trainings
The need for organisational structures in all sectors is clearly evident. As a first step, it is can be organized
important to improve the management skills of the company authorities and to train them to under such headings
develop awareness of having an organisational structure. The CUF also has an important as Production
role in this regard.
Management,
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7

8

Strategic Planning,
Basic Accounting, and
Institutionalization in
family businesses.
However, systematic
TNA should be carried
before these activities
for specific needs. .
Strategy-7: Develop projects to support manufacturers in marketing, promotion and Step-by-7.1: CUF may
customer relations.
organize training
issues related to
Key to the sustainability of SMEs in the Furniture and Metal Sector companies is effective Marketing and Sales.
sales, marketing and promotion. Training can be arranged in this regard. Partnerships can
also be developed for promotion activity.
Step-7.2: CUF can
lead the way to a
structure like Foreign
Trade and Marketing
Company.

Strategy-8: Develop new collaborative models with suppliers
New business association models can be created by discussing the problems of both
industries (furniture and metals) with raw materials on the common ground with suppliers.

Step-8.1: CUF can
lead the way in
cooperation with
suppliers. It can work
in depth to investigate
and define the
problem and establish
collaboration models.
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9

Strategy-9: Focus on product and process innovation needed to manage the cost and Step-9.1: Trainings
profitability of companies, especially those that are weak.
under the heading of
"Process
Companies need to innovate and design all their processes in order to solve the problems Management" and
they have expressed as having high costs and low profitability due to the intensity of "Innovation" which will
competition. Improvements in production and support processes will provide cost savings.
be organized by the
Common Use Facility
will provide important
contributions to the
enterpreneurs.

10 Strategy-10: Establish partnerships that will closely monitor technology and develop firms'
skills in R & D.
This strategy is particularly important for companies in the Metal Sector. The metal industry
is a sector that requires high technology in terms of the products it produces and the
products it produces. For this reason, it should create partnerships that will develop
production skills within or outside the country to have a more competitive power.

Step-10.1: In search
of this partnership, the
CUF should support
the firm in researching
what might be a more
in-depth research of
sectors and new
business opportunities
specific to the sectors.
Relations that will be
formed within the
scope of the project
will contribute to this
issue.
Step-10.2: It is
important that CUF
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can follow and monitor
the support funds of
some institutions such
as TÜBİTAK for
research and new
product development
issues, and informs
companies about
these.

11 Strategy-11: To keep the test equipment software that is needed by the automotive industry Step 11.1. To supply
up-to-date.
software updates by
making long term
The most important requirement for our auto mechanics business is that the cost of test service maintenance
software exceeds the financial power of enterprises in terms of purchasing. That is why the contracts with auto
common use center needs to keep the most frequently used model and brand specific mechanical test
software up to date.
equipment
manufacturers.
12 Strategy-12: The purpose and service guidelines of the Common Use Facility (CUF) should Step 12.1. Within the
be explained to the firm well.
marketing plan, it is
aimed to establish
The CUF is perceived by some manufacturers as a competing furniture manufacturer. The
close relations with
purpose of establishing and serving the CUF should be explained in a very good and
the actors in the
effective way in order to break this gap.
sectors and to make
The rules governing the service to be provided by the CUF should be clearly defined and the these relations
sector should be skeptical about this issue. In the studies conducted, the sector authorities sustainable.
are concerned that persons without any legal entity may receive service from the CUF and
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create unfair competition in the sector. At this point, it will be correct to approach those who
register in the professional chamber.
Particularly in the sector, the issue of payments is seen as a big problem.
The rules governing how to collect the fee for the service provided by the CUF should be well
defined. Otherwise, the problem of collection problems can be great. Blocking the service
provided by the CUF in large quantities and by a long-term two firms negatively affects the
view of the other firms on the CUF. It needs to be balanced in this regard. The relevant rules
must also be established.
Step-13.1: CUF can
13 Strategy-13: Technical Staff Needs
The basic needs of all three sectors are expressed as the lack of trained workforce with the lead the way to meet
skills required by the sector. In this regard, it is important to organize trainings and to get this need by designing
support from vocational technical schools. Tokat Gazi Osman Paşa University should also and delivering
trainings in
receive training support.
accordance with the
qualifications required
at the point of meeting
the technical training
needs, by working
together with CUF,
Vocational Technical
Schools and
Universities.
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5. RESULTS AND RECOMMENDATIONS
The Common Use Facility (CUF) has important duties in line with the Competition
Strategies established under this report. These tasks will provide input to the
Business Plan to be created. From the perspective of creating a Business Plan for
the CUF, some issues stand out which are described further below.
Since the “Big Partnership of Small Enterprises Project” was planned in advance,
some machines and equipment already installed may no longer meet sectoral needs
eiether because of technology advances or changes in production practices. The
layout of machines and equipment could be improved, so far this only applies to
furniture sector layout where some worksflow issues are already being examined for
change.
Establshing accurate pricing related to the services to can not at this early stage in
CUF development be fully determined (metal for example) and constitutes a
bottleneck in terms of marketing and promotional activities. The utilisation of the CRM
system will be an important tool in the pricing process and as the competency of the
CUF staff increases so will their ability to establish and adjust prices accordingly
In order for the CUF to be able to accurately forecast for future financial planning, it is
first necessary to know the total production and raw material usage potential in terms
of sectors, as well as to create realistic service prices.
The conclusion is that the purpose of the CUF, created for the benefit of small
businesses in the three sectors described is totally approriate and fit for purpose. It is
hoped that it will remain faithful to its objectives and continue to play a very valuable
role in the economy of Tokat.
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This publication has been produced with the financial assistance of the European Union. The
contents of this publication is the sole responsibility of Norm Consulting and can in no way be taken
to reflect the views of the European Union.
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