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ABSTRACT

ADVERTISING MEDIA AND HOUSING PRODUCTION: GATED
COMMUNITIES OF ISTANBUL IN THE POST-2000S

In this dissertation I investigate how the marketing strategies of the developing
consumer society has infiltrated the marketing of high end housing in Istanbul as a
corollary development of globalization. I aim to analyze marketing strategies as active
agents that shape the design of these newly emerging housing developments based on
the theme of ‘an ideal life style’ through advertising media in the form of TV
commercials, newspaper ads, publicity brochures etc.

This study also focuses on the representation and dissemination of this elusive
‘ideal’ to the public via the advertising campaigns of these housing settlements.
Therefore the cases that the study is based on concentrates on the Turkish architectural
scene after 1990 when consumer culture’s most significant impacts on architectural
products are observed. The study observes that the marketing of this new type of
suburbanization in Turkey is concomitant with the rise of a new middle class that has a
high purchasing power. Therefore I analyse the life style characteristics of architectural
projects that provide for this class, according to Bourdieu’s conceptualization of life styles,
and aim to uncover how this conceptualization reflects on the marketing of high-end
housing.

In this regard, the concept of ‘distinction” will be used as key theoretical tool to
analyse the qualities of environments proposed in the selected cases. The relation between
the advertising strategies of a ‘distinct life style’ and its legitimization process which directly
affect the “fabrication’ of these specialized housing settlements will remain at the core of my

thesis problem.



OZET

REKLAM MEDYASI VE KONUT URETIMIi: 2000 SONRASI
I[STANBUL’UNDA KAPALI YERLESKELER

Bu tezde; kiiresellesmenin sonucu olarak gelisen tiikketim toplumunun pazarlama
stratejilerinin, Istanbul’daki liiks konut iiretimine nasil niifuz ettigini inceleyecegim.
Istanbul’daki bu yeni tiir konut onerilerini, televizyon reklamlari, gazete ilanlari, tanitim
brosiirleri, vb. bicimindeki reklam araglar {izerinden, ‘ideal bir yasam tarzi’ temasina
dayanarak, etkin bir sekilde bicimlendiren pazarlama stratejilerini incelemeyi
amagliyorum.

Bu ¢alisma, ayn1 zamanda bu tiir liiks konut gruplarinin pazarlama kampanyalari
vasitastyla, bu erisilmez ‘ideal’’in halka, sunumu ve yayilimi iizerine odaklanmaktadir.
Bundan dolayi, ¢aligmanin dayandigi ornekler, tiiketim kiiltiiriiniin, mimari {irlinde en
onemli etkilerinin gorildiigii, 1990 sonrast Tiirk mimarlik sahnesinde yogunlagacaktir.
Calisma, Tiirkiye’deki bu yeni tip altkentlesmenin pazarlanmasinda yliksek alim giiciine
sahip, yiikselen bir deger olarak yeni orta sinifin eslik ettigine dikkat ¢ekmektedir. Bu
bakimdan, bu sinifa sunulan mimari projelerin yasam tarzi 6zelliklerini, Bourdieu’ niin
yasam tarzlar1 kavramlastirmalarina dayanarak analiz ederek, bu kavramlagtirmanin
liiks konut gruplarinin pazarlanmasina ne sekilde yansiyor oldugunu gdstermeyi
amagcliyorum.

Bu baglamda,‘farklilik> kavrami anahtar kavramsal ara¢ olarak, segilen
orneklerde; sunulan oOnerilerin ¢evresel kalitelerini analiz etmekte kullanilacaktir.
Dogrudan dogruya bu 6zellesmis konut yerleskelerinin iiretimini etkileyen, ‘farkli bir
yasam tarzi’ temasi ve bunun mesrulagtirma siireci arasindaki iligki tez problemimin

esasini olusturacaktir.
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CHAPTER 1

INTRODUCTION

1.1. Aim of the Study

Housing production in Turkey is dominated by marketing strategies and
advertising jargon more than any time in the past. Offering innumerable versions of the
‘ideal house’ to the upper middle class clientele, marketing strategies seem to prefigure
architectural production more than anything else like references to cultural traditions
(such as the ‘Traditional Turkish House’ which were prevalent in the 1980s) Mass
media is the most common and effective way for marketing these settlements. In the
housing commercials, the major strategy is to make customers believe that it is not only
an ideal home that one buys in the end, but it is distinction and privileged status.'

There has been a remarkable growth of gated communities in almost all
metropolises around the world. Different forms of gated communities have also been
spreading to other world cities as well. Similarly, gated communities emerged in
Istanbul in the beginning of 1990s and their numbers have continued to increase since
then. Embedded in the political economy and cultural imaginary of neo-liberal
American urbanism of recent decades, the gated community is becoming a global
commodity and cultural icon eagerly consumed by urban elites. > This study, therefore,
is interested in the result of the social, cultural and economic change which is closely
linked to globalization.

While recent literature emphasises the ‘global spread’ of gated communities, the
physical form of gating has existed for a long time in history. The gate and walls can be
dated back to the walled city used for military defence. Gating, at that time, was not a
contentious issue because it was not a device for social exclusion. However, the meaning
of gating has changed or other functions of gating has been rediscovered in today’s

postmodernist era. The concept of ‘gated community’ involves a complex tension- as

! Keyder, Caglar. Istanbul: Kiiresel ile Yerel Arasinda, istanbul: Metis Yayinlar, 2006.
? McKenzie, Edward. Constructing the Pomerium in Las Vegas: a case study of emerging trends in
American gated communities. Housing Studies 20:2 ,2005:187-203.



the discourse of ‘community’ it emphasises shared lifestyles and values which enhance
social interaction, yet as a gated space it excludes non-members from social interaction.

During the past 30 years, the meaning of lifestyle has shifted from the acquisition
of a stable privilege of social status’ to that of an aggressive demand for cultural capital®.
Attention to lifestyles has given rise to novel spatial configurations that cater for
consumption. In the print media readers are shown images and text illustrating a vast
array of design products that they are encouraged to purchase, use and display in their
homes which express good taste, appropriate style, high status and achievement of
success. Advertising therefore is the major fuel of conspicuous consumption® in which
commodities take the role of sign values in conveying social meaning and forming the basis
of status hierarchies based on social distinction’. In these terms the home-related designs
and products as well as the homes themselves referred to in magazine articles and
advertising are more than objects, they signify a social end.

What concerns this study is that the most significant element that dominates the
discourse of advertising media is the representation of a type of housing as indispensable
to a new life style associated with a ‘new Turkey.” The assertions of such ‘a new life
style’ are externalized under the striking slogans of each development as ‘Yepyeni Bir
Mavi-Yasam Projesi’ (A Brand New Blue-Lifetime Project), *Yasam Resitali Devam
Ediyor’ (Lifetime recital goes on), ‘Ayrimenkul’ (=Distinct-immeuble), ‘Konsept
California’dan, Peyzaj Italya’dan, i¢ Mimari Tiirkiye’den’ (Concept from California,
Landscape from Italy, Interior Design from Turkey), ‘Mesa ISTediginiz yasami
Istanbul’da kurguluyor’ (Mesa constructs the life you desire in ISTanbul). This ‘new life
style’ is represented via new practices of dwelling among those who share a similar life-
style, based upon the idea of total security and isolation against the disorder, dust, noise,
and crowds of the city, feeding upon the fear of urban crime and violence, characteristic
of a metropolis in global disarray.

In order to investigate the effects of globalization and marketing upon housing

production, I benefited from the conceptual framework formulated by Pierre Bourdieu

3 Weber, Max. Essay in Sociology. Edited and Translated by Hans H. Gerth and C. Wright Mills. New
York: Oxford University Press, 1946.

4 Bourdiue, Pierre. Distinction- A Social Critique of the Judgement of Taste, Harvard University Press,
Massachusetts, 1984:114.

5 Veblen, Thorstein. The Theory of Leisure Class, Dover —Thrift Editions, Dover Publications, New
York:1994:43 (Veblen, T. [1899] The Theory of the Leisure Class: An Economic Study of Institutions.
London: Allen and Unwin)

% Bourdieu, Pierre. Distinction- A Social Critique of the Judgement of Taste, Harvard University Press,
Massachusetts, 1984:156.



in his studies on lifestyle and taste. I analysed the marketing campaigns of several high-
end gated communities as case studies in which this conceptual framework bore
important results. I selected these case studies with an eye on how publicity products
shape and define consumer choices, as a direct result of ‘creative titleing’, that is the
writing of names, mottoes and slogans tailored to accompany the housing projects’
imagery. The primary sources for this analysis were the projects’ representational tools
for marketing, which are the original project catalogs, brochures, films and computer
animations. The examples selected are physically and socially segregated urban
settlements that target privileged high-income groups. I aim to understand how the
design and marketing of a number of gated communities in Istanbul are affected within
the context of global urban transformations—decentralization, dissolution between
locality and architecture, spatial segregation, and social change- and its direct
reflections on Turkey. By examining the ratio of a development firms’ investment in
marketing in the overall cost of a housing development and comparing this ratio to the
number invested in architectural design, I aim to question the hierarchical relationship
between architecture and marketing as well.

In discussing questions of design and their use in marketing media, I aim to
understand and demonstrate how global inventories of lifestyles and their projection
onto architecture are inserted into local contexts. Via the re-articulation of global
models and local realities by means of marketing media I will question how such an
articulation is embedded in the production of housing and the qualities of the
environment. Reviewing a number of recent projects I illustrate how they all address
high material demands, social fear, and promise safe and healthy homes enveloped in a
community of like-minded neighbours. Drawing on recent theoretical debates on the
increasing segregation of urban spaces and the disappearance of public spaces, this
study also speculates the use and limits of such theorizations for media as a shaper of
taste and consumption patterns.

In this dissertation I am not interested in how architectural production is directly
affected by the marketing process of architecture but the marketing process itself with a
focus on. How architecture is marketed and to whom. Looking at the examples in
Istanbul, it can easily be seen that gated community investors and the municipality
prefer to develop the periphery and the north of Istanbul where there is better access to
the natural environment - such as a good panorama of forest or sea- and to achieve

superior living standards in order to compensate for their removal from the metropolis.
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High-income groups leave the city centre due to the relatively decreasing quality of life
in inner-city areas caused by the problems of rapid urbanization such as congested
residential areas, lack of open and green sites, traffic and parking problems, if not due to
problems of social class. Metropolitan peripheries have become development areas for
major housing developments as an alternative to inner-city housing sites since they have
better infrastructure, social and recreational facilities, security and availability of good
environmental amenities. Developers also find it profitable to concentrate on peripheral
areas due to the escalation of land prices around the city center. Added to these factors
the earthquake risk is a major force that affects the residential market, and there is a
tendency to relocate to building areas that allow for stronger foundations after the
devastation caused by the 1999 Marmara earthquake.

Together with the rise of living standards and the appearance of new social
classes, developers are urged to devise new marketing strategies. The strategies usually
center around; ‘a distinct life sytle’ ‘(a lifestyle or a neighbourhood life- yasam bigimi
ya da ‘mahalle hayat1’)’ and ‘place names’ (Turkish place or brand names (mahalle,
semt, sehir) are usually coupled with the English ‘residence’ ‘town’, ‘village’ or
‘country’ to attract target groups) that signify a recovery of values that are deemed lost
during modernization and concurrent social change as one result of globalization.

According to H. T. Sengiil class relations began to be redefined in the 1990s,
when urban areas were transformed by means of large scale investments such as
shopping malls, five star hotels and business centres when major Turkish cities were
targeted by speculative development’. The urban transformation caused by such
economic pressure increased class polarisation. Moreover, the strategies followed by the
central government and local governments were directed towards the exchange value of
urban space rather than its use value which legalised and even promoted speculation.®
The perception of urban space as a commodity with high exchange value, gave way to
several market strategies implemented to appropriate the highest rate of profit. In this

new era, housing became one of the most important commodities signifying status for

7 Sengiil, H.Tarik.’Kentsel Celiski ve Siyaset - Kapitalist Kentlesme Stiregleri Uzerine Yazilar’, Diinya
Yerel Yonetim ve Demokrasi Akademisi (WALD), Istanbul:2001: 89
8 -1 -
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the new middle class. According to Oncii the survival strategy of the middle classes has
chiefly centred upon the domain of consumption symbolized by the ideal home.’

As David Chaney argues, although ‘traditionally occupation and profession
determined social class and thus an individual’s way of life’, in the second half of the
twentieth century ‘leisure activities and/or consumer habits are being increasingly
experienced by individuals as the basis of their social identity’.'" I am interested in both
the environmental and architectural representations as well as attached values by which
a set of signs, symbols and metaphors are being used in the marketing and the linked
production of architecture that cater to the formation of social identity. Marketing
agents look upon the media they create as the most powerful means of representing the
notion of a ‘different’ or ‘distinct way of life’ that a housing development is expected to
produce. Therefore, the case studies were examined according to the slogans and the
dominant categorical phrases for each case emphasized within the marketing media of
the selected housing developments.

In this respect, the study evaluates the dominant themes that are focused within
the brochures of selected gated communities and sort out the repetitive discursive
formations and image formations as well as the strategies they deploy for the
construction of the ‘ideal home.” These environments are introduced to the popular
medium with the themes that qualify or define a ‘new way of life’ through the concepts
of style and taste. Targeting, addressing class identity, status-oriented definitions of a
‘new life style’ and its sub-themes has redefined the habits, relations, beliefs
andbehaviours of the targeted groups legitimizing class-based values and their related
practices.

In Istanbul's residential market all advertising texts that frame the visual
representations of 'the ideal homes' narrate a similar story, constructed via the
metaphors of 'nature' and "pollution'. What is dramatically depicted in these narrations of
existing city life as bad, filthy, dirty, crime-infested, etc., is in fact self-referential and
thoroughly constructed. These advertisements appropriate meanings from a repertoire of
signs, symbols and images which Istanbulites are already familiar with, the global myth
of the ideal home. According to Ayse Oncii’s reading of the increasingly globalized

advertising industry, the important analytical point that emerges is that ‘our ideal home’

? Oncii, Ayse. ‘The Myth of ‘Ideal Home’ Travels Across Cultural Borders To Istanbul ¢, Space Culture
and Power: New Identities in Globalizing Cities, in A. Oncii and P. Weyland (ed.), Zed Books: London
and New Jersey, 1997.

' Chaney, David. ‘Lifestyles’, Routledge: London and New York 1996:112



has a money sign attached to it. What has travelled across cultural borders to Istanbul is
the ideal home as an expensive and desirable commodity, to be bought and sold."
Confirming Oncii’s findings my analyses pointed to references that circulate around the
globe usually coming from beyond Istanbul, situating these developments on an obscure
territorial map while architectural styles, the quest for security, community names,
services and amenities linked these communities to their global peers. The Turkish
advertising industry, which probably is one of the most truly globalized industries in the
country, makes a remarkable use of contemporary and global consumer signs and
symbols.

The study is presented in six main sections, with an appendix that presents the
findings of eight case studies. The introduction briefly outlines the limits of the study,
states the subject of the thesis and contains the aim and the methodology of the study.
The second chapter titled ‘Turkey’s integration into the process of globalization’
constructs the theoretical ground for globalization and Turkey’s articulation into this
process and evaluates this process in terms of the circulation or dissemination of
consumption patterns as well as local/ global dualities within the context of the selected
period. The third chapter ‘Conceptualising the Urban Middle Classes in the Turkey’
focuses on the upper middle class in Istanbul by analyzing emerging consumption
patterns especially with reference to housing and concurrent lifestyles. The development
process of gated communities in Turkey is the focuse of fourth chapter titled ‘the gated
communities and their development process in Turkey’. In this chapter, a brief
evaluation of the theoretical work on gated communities is given in relation to the
housing policies and their legitimization by the Justice and Development Party (AKP),
and the possible impact of these policies with regard to urban gentrification and
segregation. The last chapter present a critical analysis of the case study results and
findings in relation to the the marketing of gated communities in Turkey. This chapter
also reflects upon the role of the advertisement industry, in keeping the market and the
consumer economy stimulated by perpetuating the desire of the masses. I discuss the
commodification processes of lifestyles and the reproduction of symbolic values to

create an unceasing desire for consumption. In the conclusion I present my findings on

""" Oncii, Ayse ‘The Myth of ‘Ideal Home’ Travels Across Cultural Borders To Istanbul °, Space Culture
and Power: New Identities in Globalizing Cities, in A. Oncii and P. Weyland (ed.), Zed Books: London
and New Jersey.1997.



the the relationship between advertising media and housing production in the selected

period in Istanbul.

1.2. Limits of The Study

For the case studies, I selected nine firms that produced 25 gated communities
mostly located along the TEM (Transit European Motorway) in Bahgesehir, Beylikdiizi,
Kemerburgaz, Halkali and some of the more central districts of Istanbul such as Fulya
and Maslak and investigated the impact of their marketing strategies on architectural
production by paying specific attention to marketing spending/expenses. I concentrated
on the period between the year 2000 and 2005 because there had an enourmous
production of gated communities in Istanbul and the first examples of strong relation
between marketing and gated communities, firms’ incredible marketing expenses are
mostly seen in that period. The advertising frequency of the project and the distinction

that the project offers are other two main criteria that affected the selection.

1.3. Methodology

The study employs a qualitative methodology that combines visual and textual
analysis with interviews that took place between the author and the developer firms’
marketing agents. Although the interviews played the major role in data collection, the
visual analysis of marketing media in any form that partook in creating the
development’s marketing impact were considered of potential relevance to the research
question. Particularly open-ended, and in-depth interviews provided detailed
information.

Mike Featherstone’s analysis of consumer culture and postmodernism,'? a
rereading of Thorstein Veblen’s idea of conspicuous consumption and his ‘pecuniary

s 14

emulation theory,””> Simmel’s ‘trickle down theory’'*the framework developed by

'2 Featherstone, Mike. Consumer Culture and Postmodernism, London: Sage Publications Ltd, 1991.

" Veblen, Thorstein. The Theory of the Leisure Class: An Economic Study of Institutions. New York:
Mentor Books, 1994[1924).

' Simmel, George. On Individuality and Social Forms, Chicago, Chicago University Press, 1971



Pierre Bourdiue in his ‘Distinction’™ served as theoretical tools in analysing the
subject. What weighed heavier for the dissertation, I believe is the conceptual
framework formulated by Pierre Bourdieu in his studies on class and taste. The
relationship between class identification and distinction, taste and consequent lifestyle
as developed by Bourdieu were key to analysing marketing strategies and to
understanding the desire for such lifestyles designed for high-end gated communities

that I’ve selected in Istanbul.

1.4. Data Collection

I chose Istanbul to determine case studies as it has one of the highest proportion
of gated housing settlements among major Turkish cities. The dynamic real estate
market in Turkey also allows us to readily examine the growth of gated communities
and its impact on urban life (a trend that may otherwise take several more years to be
apparent in other Turkish cities). In collecting data I applied to interviews and
documents such as, in the form of internet sites, newspapers, real-estate-specific
journals, architecture magazines etc. The records of the selected construction firms on
financial reports announcing marketing and selling expenses were also used in the analysis.
The data obtained from real estates, developers, from public officials are additionally
verified to support the study.

I also collected data in site visits to both construction firms and the buildings. As it
is true for all the qualitative design, data collection is primarily field-based, flexible, and
likely to change over the course of the study. As the study proceeded, the nature of the
phenomenon under investigation became clearer, and within this qualitative approach, I
had to renew my procedural decisions in order to ask more specific questions.

I started with applying a standard interview questionnaire that consisted of both
multiple choice and open-ended questions. This questionnaire was prepared in order to
analyse the underlying motives/desires of the new urban way of life constructed by the
marketing agencies that designed the media. The questionnaire was used in face-to- face
interviews conducted with the selected eight construction firms that marketed high-end

housing. The questionnaire addressed the type of marketing strategies, the types of

B Bourdieu, Pierre. Distinction: A Social Critique of the Judgement of Taste, Harvard University Press,
Cambridge & Massachusetts, 1984.



media used in the marketing process, the key issues that factor into the development of
their advertising messages, the importance of marketing research, the cost of their
marketing process, the status of their company within the housing sector and the
characteristics of the housing development. I also analysed documentary sources made
available by the firms, such as publicity brochures, community bulletins, collections of
advertisements published in various papers and magazines and, in some cases, various
research reports prepared by the management.

The results of the analyses are presented around a set of key themes that
emerged as a direct result of the case study under the main title ‘Marketing ‘Ideal Life
Style:” These include the ‘marketing of ‘Fear’, the ‘marketing of ‘Nostalgia’, the
‘marketing of ‘The Alternative: Isolation from the City and Closer to Nature’, the
‘marketing of ‘originality, technology and simplicity of design’, the ‘marketing of
‘Belonging’, and the ‘marketing of ‘Gender’.

After the interviews were carried out in the period between April 2007 and May
2008. I focused on a number of big construction firms which are Tagyapi, Varyap-
Teknik Yapi, Sinpas GYO, Eston Yapi, As¢ioglu insaat, Dumankaya Insaat San. ve
Ticaret A.S., Saros Insaat, KKG Group as they are the so-called big players in the high-
end mass-housing market. The gated settlements developed by the above-mentioned
companies selected are located on the most preferable locations for new housing in
Istanbul such as; Bahgesehir, Beylikdiizii-Biiyiikgekmece, Goktlirk-Kemerburgaz,
Halkali-Esenyurt, Kilyos-Zekeriyakdy and Silivri on the European side while Atasehir,
Umraniye-Cekmekdy, Samandira-Omerli, Kurtkdy-Tepedren, Beykoz and Riva-Sile on
the Asian side. Mashattan, Novus Residence, Almond-Hill, Minimal, Konsept
Istanbul, Trend, Dumankaya Vizyon, Selenium Twins, Selenium City, Selenium
Panaroma, Avangarden, Marenegro, Sealybria, Sinpas Lagiin, Bosphorus, Zeytinsuyu
Tepesi Evleri, Pelican Hill, Pelican Hill Residence, Trump Towers Istanbul, Eston
Sehir, Eston Deniz, Eston Ardiclh Evleri were the selected gated communities
constructed after 2000.

The criteria for case identification was based on;

= the advertising frequency of the project,

= the rate of popularity of these gated communities,
= the value of the project,

= the distinction that the project aims to offer.

= concurrent construction dates.



The survey involved interviews with eight construction firms ranging from
managers to public relation managers. In addition interviews included property

speculators and marketing agencies.
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CHAPTER 2

TURKEY’S INTEGRATION TO THE PROCESS OF
GLOBALIZATION

Major changes have taken place in the world since the early 1970s, in
technology, in communications, in the organization of business activities, in the
function of cities. Globalization represents one aspect, perhaps the central one, of these
changes. Globalization has probably been one of the most popular concepts of our
times. However, it is also certain that it lacks a precise definition. It mostly reflects a
common belief in that the world is rapidly being shaped so that developments in one
region of the world can have profound consequences for the life chances of individuals
or communities on other parts of the globe. In parallel with this idea, limits to national
politics and search for international political institutions are suggested by many.
Globalization, which is principally an economic phenomenon, is also accepted as
relevant for social and cultural fields, functioning in the same way with the economic
processes. A picture of current condition is produced in which there is a global world
without centers, not only economically but also socially, a world without power
relations, winners and losers, and a world in which the mechanisms of politics are at the
transnational level, rather than being at the level of nation states.

Turkey’s entry to the process of globalization can be said to have formed from
the 1980s. The general change in Turkey’s cultural climate that occurred beginning in
the 1980°s has had an obvious impact upon the everyday life of individuals. After the
liberal market economy of the 1980’s and the years of Ozal’s prime ministry, there
emerged a new generation with ways to ‘get rich quick’, which has espoused an
ideological standpoint of individualism. This new generation, the ‘new elites’, felt the
necessity for new places to live, new places to work, at the same time new places of
entertainment as a component of their lifestyle. The entrepreneurs who realized this
requirement of this new generation established a variety of housing settlements. Gated
communities are built in order to address the lifestyle patterns of the new elites. This
section deals with the overview of globalization process that is happening so that in

order to understand the great production of gated communities and the conditions under
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which the gaps between social classes have been increasing over the last decades in

Turkey, in Istanbul particularly.

2.1. Globalization Theories: The Local and the Global in Everyday
Life

In the context of late modernity, the concept of the ‘local’ is complicated by the
process of globalisation. Indeed, it has been suggested by some theorists that key to the
globalisation process is a ‘flattening out’ of local cultures, the latter becoming
subsumed by a uniform global culture. This argument is typified in Ritzer's concept of
McDonaldization.'® Drawing on Weber's theory of rationalisation, Ritzer makes the
same analogy of the ‘iron cage’ to describe a progressively developing global culture in
which local variations are gradually, but systematically, eroded away and replaced by a
uniform, technologically ‘McDonaldized’ version of the world. 7 According to Ritzer,
‘...McDonaldization not only affects the restaurant business, but also education, work,
travel, leisure-time activities, dieting, politics, the family, and virtually every other sector
of society. McDonaldization has shown every sign of being an inexorable process as it
sweeps through seemingly impervious institutions and parts of the world."®

The argument commonly expressed is that globalisation is a thinly veiled form
9

of cultural imperialism, the latter acting as ‘an homogenising cultural force’'

Tomlinson observes:

The perception here is that everywhere in the world is beginning to look and feel
the same. Cities in any part of the world display uniform features determined, for
example, by the demands of automobiles: architectural styles become similar;
shops display a uniform range of goods; airports, the potential gateway to
cultural diversity have an almost identical international style. Western popular
music issues from radios and cassette players from New York to Delhi.?’

Such pessimistic interpretations of globalisation have been countered by an

alternative series of arguments which maintain that the observed effects of globalisation

' Ritzer, George. The McDonaldization of the Society: An Investigation of Into the Changing Character
of Contemporary Social Life. London: Pine Forge Press. 1993

7 Weber, Max. Economy and Society-3 volumes. Totowa, New Jersey: Bedminster Press. 1968 (1921).

'8 Ritzer, George. The McDonaldization of the Society: An Investigation of Into the Changing Character
of Contemporary Social Life. London: Pine Forge Press. 1993:1.

' Tomlinson, John. Cultural imperialism: A Critical Introduction. London: Pinter, 1991: 261.

** Tomlinson, John. Ibid.1991: 261.
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have been far less predictable, more gradual, and often have the opposite effect to that
suggested by Ritzer and others. For example, Featherstone argues that ‘one paradoxical
consequence of globalization, the awareness of the finitude of the boundedness of the
planet and humanity, is not to produce homogeneity but to familiarize us with greater
diversity, the extensive range of local cultures’'. This view is developed in a series of
studies that have sought to rethink the local/global relationship in ways that allow for
localised patterns of appropriation and creativity ‘within a stream of globally available
media products and information’”’. A key theorist in this debate is Robertson who
argues that the interface between the global and local gives rise to a process that he calls

glocalization. According to Robertson:

It is not a question of homogenizaton or heterogenization, but rather the ways in
which both of these tendencies have become features of life across much of
the late-twentieth century world. In this perspective the problem becomes that
of spewing out the ways in which homogenizing and heterogenizing tendencies
are mutually implicative.”

Robertson suggests that glocal cultures, are neither local or global but have
undergone a process of cultural hybridity in which aspects of residual local culture
become seamlessly interwoven with new global cultural forms®*. A similar argument is
made by Nederveen Pieterse who defines ‘globalization as a process of hybridization.’
For Pieterse globalisation is not only experienced differently in different parts of the
world but that the physical and aesthetic manifestations that the globalisation process
assumes at a local level are also qualitatively different. He observes, ‘globalization is a
multidimensional process which, like all significant social processes, unfolds in
multiple realms of existence simultaneously’”.

Globalisation relates not only to the global flow of capital, goods and
information but is also characterised by the increasing global mobility of people. This

aspect of globalisation is captured in Arjun Appadurai's concept of ethnoscapes, that is

‘landscape[s] of persons who constitute the shifting world in which we live: tourists,

*! Featherstone, Mike. Undoing Culture: Globalization, Postmodernism and identity. London: Sage, 1995:
169.

22 Bennett, Andy. Popular Music and Youth Culture: Music, Identity and Place. Basingtoke: Macmillan,
2000: 196.

ZRobertson, Roland. ‘Glocalization: Time-Space and Homogeneity-Heterogeneity’, In Mike Featherstone,
Scott Lash, Roland Robertson (eds). Global Modernities. London: Sage, 1995: 27.

2Robertson, Roland. ibid.1995: 27.

2 Nederveen, Pieterse, Jan., Global Futures : Shaping Globalization, London ; New York : Zed Boks, St.
Martin's Press, 2000.

13



immigrants, refugees, exiles, guestworkers and other moving groups and persons’%.
Again, this scenario has raised questions about the value of fragmented and diffuse
cultural sensibilities.

As Hannerz's example illustrates, even as ‘categories of people are emerging
who lead more mobile lives’*’, individuals retain a strong sense of their local identity
based around a series of shared sensibilities embedded in taken-for granted everyday

objects and practices.

2.2. Consumption as a Means of Constructing Social Distinction

Production and consumption are the two important issues that shape human life
in modern society. In this thesis, we are interested in consumption as a means of
constructing social distinction in the production of high-end housing communities. In this
part, the role of consumption practices in the process of social differentiation and the
theories of consumption will be examined.

In advanced industrial societies, especially after the Second World War,
economic productivity and the opportunities for ownership have increased, leading to an
increasing stress on consumption. The significance of production and acquisition of
basic material needs has decreased, as there has been a significant rise in standards of
living. With emphasis shifting from production to consumption, cultural and social
construction of classes, in addition to economic construction has been given
significance and life styles have been regarded as determining the attitudes and
behaviors of people™. The reciprocal relationship between production and consumption

had been talked by.Marx.

Thus, production produces consumption 1) by creating the material for it; 2)
by determining the manner of consumption; and 3) by creating the products,
initially posited by it as objects, in the form of a need felt by the consumer. It
thus produces the object of consumption, the manner of consumption, and the

%6 Appadurai, Arjun. ‘Disjuncture and Difference in the Global Cultural Economy’, in Mike Featherstone
(ed.).Global Culture: Nationalism, Globalisation and Modernity. London: Sage, 1990: 297.

*7 Featherstone, Mike. Undoing Culture: Globalization, Postmodernism and Identity. London: Sage, 1995:
154.

% Crompton, R. Class and Stratification: An Introduction to Current Debates, Cambridge &
Massachusetts, Polity Press, 1993:166.
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motive of consumption. Consumption likewise produces the producer’s
inclination by beckoning to him as an aim-determining need®’.

However, although he recognized the mutual relationship between them, he had
been mainly interested not in the consumption but the production of commodities.
According to Marx, in the capitalist system, commodities are produced not for direct
use or immediate consumption, but rather for being sold in the market. Workers in
industrial capitalism, contrary to previous modes of production, cannot own or use the
products of their own labor. They produce commodities by machines none of which
they own. In order to survive, they have to buy the commodities that the other workers
or they, themselves produce by their wages, forced to be consumers®’. Consumption,
then, should be placed within the production model of the industrial capitalism.
However, for making a proper analysis of consumption, it is necessary to avoid being
content with economic explanations and to give importance also to the roles that
cultural values and symbols play.

From the beginnings of the modern period, consumption played an important
role in the lives of people and gave them the opportunity to distinguish themselves from
other status groups. Consumption also provided the means for those groups to acquire a
sense of social identity. With the development of industrial capitalism in the US and
Western Europe, such status groups started to develop. One of these groups was the new
middle class in North America which made big fortunes through production and trade, a
group which was studied by Thorstein Veblen in The Theory of the Leisure Class. The
members of this group demonstrated their newly-acquired wealth through conspicuous
consumption. These people not only consumed the necessities of life beyond the
subsistence level, but also their consumption has been specialized in terms of the quality
of the goods consumed®’. While consuming freely the best quality of ‘food, drink,
narcotics, shelter, services, ornaments, apparel, weapons’, etc., not only the higher
efficiency of the improved products is taken into consideration but alsoreputability is an

important concern. ‘Since the consumption of these more excellent goods is an evidence

2 Marx, Karl. General Relation of Production to Distribution, Exchange, Consumption in ed. Tucker, R.,
The Marx-Engels Reader, W.W.Norton, New York, 1978:230.

3% Bocock, Robert. Consumption, Routledge, London.1993:44.

3! Veblen, Thorstein. The Theory of the Leisure Class, Dover, New York,1994: 46
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of wealth, it becomes honorific; and conversely, the failure to consume in due quantity
and quality becomes a mark of inferiority and demerit.*?

According to Veblen, the importance attached to the qualitative excellence has
an effect not only on the manner of life, but also on the training and intellectual
activities of this ‘leisure class’. The members of this class cultivate their tastes to be
able to differentiate between noble and ignoble goods. To consume the right kind of
goods, they should learn how to consume them in an appropriate manner”> Conspicuous
consumption of valuable goods is important for reputability. Also, giving valuable
presents, expensive feasts and entertainments are demonstrations of accumulated
wealth. In an industrial community, a good reputation mainly rests on pecuniary
strength and the main ways of demonstrating pecuniary strength and having a good
name are leisure and conspicuous consump‘[ion3 4 However, as Veblen indicates, none

of the classes in the society can be thought as being deprived of or free from

conspicuous consumption.

...The last items of this category of consumption are not given up except
under stress the direct necessity. Very much of squalor and discomfort will
be endured before the last trinket or the last pretense of pecuniary decency is
put away. There is no class and no country that has yielded so abjectly before
the pressure of physical want as to deny themselves all gratification of this
higher or spiritual need’.

Veblen states that although both leisure and conspicuous consumption are used
as ways of showing wealth, he argues that in the modern era consumption started to
become the only way for it. In the modern organization of industry, people usually stay
together with people whom they do not have any relationship and the only way to show
one’s pecuniary ability to these people is to show the ability to pay. In modern
communities, people usually attend large gatherings in places such as theatres, hotels,
parks, shops, etc. “...In order to impress these transient observers, and to retain one’s
self-complacency under their observation, the signature of one’s pecuniary strength

should be written in characters which he who runs may read.”*® The use of consumption

32 The Theory of the Leisure Class, Dover, New York, 1994: 46.

33 ¢__His life of leisure must be conducted in due form. Hence arise good manners... High-bred manners
and ways of living are items of conformity to the norm of conspicuous leisure and conspicuous
consumption.” Veblen, Thorstein. The Theory of the Leisure Class, Dover, New York, 1994: 47.

3% Veblen, Thorstein. Ibid. 1994: 52.

35 Veblen, Thorstein. Ibid. 1994: 53.

%¢ Veblen, Thorstein. The Theory of the Leisure Class, Dover, New York,1994: 54.
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as a way of reputation is the most in places where human contact is widest and mobility
of the population is greatest. Thus, consumption is a more significant element of
everyday life in the city compared to that in the country.

Veblen illustares how consumption had an important part in the life style of a
wealthy class. Especially in the second half of the twentieth century, however, in
societies in which consumption started to play a major role also in less wealthy
groups.The major dynamics of differentiation and acquiring reputability explained by
Veblen are still very relevant for analyses of all classes and their consumption patterns.

In the current stage of capitalism, which is defined by consumption much more
than production, it is essential to take into consideration not only the positions of groups
within the production relations but also what and how they consume, and whether they
have the mastery of the ‘elements of the environment’ as explained by Baudrillard. The
consumption of housing as a commodity has become a reference point in differentiating
oneself from others. Noone denies that consumption patterns play a significant role in
the life of individuals, as with varying consumption patterns, individuals can be
classified into different social groups. Yasuzama emphasizes in Baudet and Meulen’s
‘Consumer Behaviour and Economic Growth in the Modern Economy’ that the relationship
between consumption habits and the lifestyle of individuals by stating that ‘Lifestyle

37 To meet the demands of this

quite rightly mirrored in the consumption package
consumer society, companies are consumer-oriented as they produce according to the
preferences of consumers. However, companies’ marketing efforts have different social
impacts on the consumers, because rather than simply affecting individuals’
consumption patterns, it is their lifestyles that are influenced and may be changed by
marketing activities.

In his analysis of consumer society, Baudrillard revealed the origin of new social

and economic relations:

The truth is, not that ‘needs are the fruits of production’, but that the
system of needs is the product of the system of production.... By system
of needs, we mean that needs are not produced one by one, in relation to
the respective objects, but are produced as consumption power, as an
overal}lgpropensity within the more general framework of the productive
forces™.

37 Baudet, H. & Van der Meulen, H. Consumer Behaviour and Economic Growth in the Modern
Economy, Sage Publications, London,1982:18.

3% Baudrillard, Jean. The Consumer Society: Myths and Structures, London Oacks, Califf.:Sage. 1998: 74-
75.
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...Consumption is a system which secures the ordering of signs and the
integration of the group: it is therefore both a morality [...] and a
communication system, a structure of exchange™.

Following this argument, ‘lifestyle’ became the primary category of postmodern
identity reengineering and conduct of life. Within the postmodern formation of societies
the choice between styles is more open than ever. Aesthetic signs and images of
everyday life became corner stones for the construction of lifestyles. Signs and symbols
were not only used to represent specific images and lifestyles but also became structures
of individual life. Baudrillard summarizes, that ‘the truth of consumption is that it is not
a function of enjoyment, but a function of production and, hence, like all material
production, not an individual function, but an immediately and totally collective one.”*.

Rather than production, people’s identities are being increasingly expressed and
manifest through consumption. In 1980s consumption became the key issue. The concepts
of ‘consumer culture’ and ‘consumer society’ are main keywords of contemporary
societies. Individuals are bounded to choose their identities in postmodern societies.
Consumption then becomes more than just the acquisition of use-values or a claim to
social prestige for it is also deeply associated with the sense of self and personality.
Chaney defined consumption as all types of social activity that people do that might be

used to characterise and identify them, other than (or in addition to) what they might do

for living *'.

Lifestyles are features of the modern world or what I shall also call modernity.
Lifestyles are patterns of action that differentiate people. Lifestyles therefore
help to make sense of (that is explain but not necessarily justify) what people
do, and why they do it, and what doing it means to them and others **.

Many scholars believe that the main characteristic of this era is the emergence of
lifestyle as a project **. Consumption has become a process, that typifies late modern or
postmodern capitalism. Bocock states that many people’s sense of identity is now bound

up with their patterns of consumption rather than their work roles, it can be said that a

% Baudrillard, Jean. ibid. 1998:78

*° Baudrillard, Jean. ibid. 1998:78

! Chaney, David. ‘Lifestyles’, Routledge: London and New York 1996:15.

*2 Chaney, ‘ibid.1996:4.

# Featherstone, Mike. Consumer Culture and Postmodernism, London: Sage Publications Ltd, 1991:176.
Bocock, Robert. Consumption. London: Routledge.1993: 109.
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new phase of capitalism, which may usefully be called post-modern to distinguish it from

earlier phases, has emerged. In a similar line, Featherstone states that:

The imagery of consumer culture presents a world of ease and comfort, once
the privilege of an elite, now apparently within the reach of all. An ideology of
personal consumption presents individuals as free to do their own thing, to
construct their own little worlds in the private sphere. Individuals are also
encouraged to enjoy freedom of association, not to be constrained by family
obligations, religious ethics or civitas. The basic freedom within the culture is
the freedom to consume; yet the hedonistic lifestyle and ever expanding needs
ultimately depend upon permanent economic expansion**.

In its historical context we can say that consumption studies generally
complement the study of social stratification. Veblen’s conspicuous consumption and
Weber’s analyses of status groups are dealt with processes of social classification and the
presentation of prestige. Simmel explored fashion and taste as aspects of the anatomy of
modernity. The Frankfurt School made the other main contribution through its concerns
with the spread of mass culture and the impact of commodification on cultural standards,
social relations™.

The never-ending desire of being seen by the other leads the trickle-down effect. The
process of emulation whereby lower classes seek to imitate the practices of their superiors,
implying that there will be no cessation of demand for particular goods until the lower class
has the same possessions as the higher. Once it is acknowledged that in such a system the
higher class will constantly be seeking new items to mark its social status, and then
perpetual demand for new products appears inevitable*®. Fresh desires replace previous
ones, novel items replace established ones. This is not a cycle of replacing, but one of
inevitable obsolescence, driven by a mechanism of invidious social comparison.

The post-war era witnessed the birth of the the emerging consumption society’s
critique advanced by The Frankfurt School by thinkers like Horkheimer (1936), Adorno
(1972) and Marcuse (1964)*.

Culture industry is at the heart the studies of Adorno and Marcuse*®. The illusory,

false effects of the culture industry, where advertisements, media are the main mediators

4 Featherstone, Mike. Consumer Culture and Postmodernism, London: Sage Publications Ltd, 1991:176.

* Shove, Elizabeth, Alan Warde. Inconspicuous consumption: the sociology of consumption and the
environment, published by the Department of Sociology, Lancaster University, Lancaster
UK, athttp://www.comp.lancs.ac.uk/sociology/papers/Shove-Warde-InconspicuousConsumption.pdf,
accessed in 2009

% Shove, E. & Warde, A.Inconspicuous consumption: the sociology of consumption and the environment
(draft). Centre for Science and Department of Sociology. Lancaster University. 1998.

47 Featherstone, Mike. Consumer Culture and Postmodernism, London: Sage Publications Ltd, 1991:38.
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and manipulators, are main obstacles in blurring revolutionary consciousness. Advertising
plays a crucial role in this process and has become one of the central suppliers of the new
consumer culture values. An effect of the extension of the commodity form to more and
more aspects of social life has been the reification of social relationships and cultural
artefacts, which leads to the primacy of a secondary exchange value which rests uneasily
alongside, and even conceals the original use-value or meaning®Theodor Adorno has put a
step further this metaphor of exchange-value means that last vestiges of the original use-
value of goods have been obliterated and forgotten. The exchange-value was being used to
illuminate symbolic value. Hence goods are free to take on the mantle of a secondary, ersatz
use-value, which now becomes perceived as their real use, which will vary with whatever
illusions are saleable .

We can find similar arguments in the studies of Baudrillard, in his theory, taking
the advantage of semiotics shows the continuous and active manipulation of signs and
symbols by advertising the ‘floating signifier’ in consumption’'. Today the whole system
is swapped with indeterminacy and every reality is absorbed by the hyper reality of the code
and simulation.Political, social, historical, economic etc., reality has already incorporated
the hyperrealist dimension of simulation so that we are now living entirely within the
‘aesthetic’ hallucination of reality. We are moving from the capitalist economy that
Marx analyzed through the labor theory of value, and we move into a world of dreams (or
nightmares) driven by the sensuality of representation’”. In his perspective consumption is
something that is tightly linked not to the individual consumer but to the overall economic
system as a whole. Consumption becomes part of a communication system, but not one tied
to individuals™.

Pierre Bourdieu examined distinctions between groups in French society. He
aimed to analyse how various consumer goods, ways of presenting food and eating meals,
home furnishings and interior decoration were used by specific groups, socio-economic

classes in particular, to demarcate their distinctive way of living, to mark themselves off

* Tekeli, ilhan. Kentli Haklari, Kentsel Haklar, Der. Mete Tuncay, istanbul: Diinya Yerel Yénetim ve
Demokrasi Akademisi (Wald) Yayimni.1994.

9 Featherstone, Mike. Consumer Culture and Postmodernism, London: Sage Publications Ltd, 1991:
38.

50 Featherstone, Mike.ibid. 1991: 39

31 Corrigan, Peter. The Sociology of Consumption, Sage Publications, London, Thousand Oaks & New Delhi,
1997:20.

52 Baudrillard,Jean. The Consumer Society: Myths and Structures, Sage Publications, California, 1998.

>3 Corrigan, Peter. The Sociology of Consumption, Sage Publications, London, Thousand Oaks & New Delhi,
1997:19-21.
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from others™*. He made a societal map based on consumption patterns. Bourdieu seeks for
a middle way between the abstract logic of structural determinations and the atomising
subjectivity of personal creativity. Habitus are system of durable, transposable dispositions;
structured structures predisposed to function as structuring structures. It is this mechanism
that the objective requirements of cultural order are inscribed as predictable courses of
action for individuals. The habitus makes possible the contingencies of local circumstance in
an historical context. According to Bourdieu, lifestyles are thus the systematic products of
habitus. Aesthetic discriminations and attitudes necessary for the cultural discourse of the
privileged part of the habitus of those who possess symbolic mastery, and thus the
disadvantaged are violently forced into the reproduction of their disadvantages™.He is
concerned with the social organisation of the acquisition and manipulation of cultural (or
symbolic goods) because this organisation is held to be structured in ways that are
homologous with the social structures of economic capital. There is a crucial distinction
between those who acquire their cultural capital through inheritance and those who acquire it
purely through educational qualifications™.

In a recent article, Mike Featherstone identifies three different approaches to the study
of consumer culture. First, consumption can be understood in terms of an expanding capitalist
commodity production: consumption is functional to the demands of the economy. The
second approach is mainly interested in the different ways in which people use goods in order
to create social bonds or distinctions. The third perspective is concerned mostly with the
emotional pleasures of consumption, with the dreams and desires associated with the world of
goods.

Alan Warde divided the different approaches in the sociology of consumption into
three classes according to the functions or meanings attached to consumption which, in their
turn, are determined by the values guiding them. > Apart from Warde's first two alternatives,
use-value and exchange-value, the third class of identity-value reminds us of the second
perspective mentioned by Featherstone. The question of the identity-value or socio-symbolic
value of goods is actualized whenever people engage in consumption with a view to

expressing their social identity.

> Bocock, Robert. Consumption. London: Routledge.1993: 61.

5 Bourdieu, Distinction- A Social Critique of the Judgement of Taste, Harvard University Press,
Massachusetts, 1984: 169-172.

%6 Chaney, David. ‘Lifestyles’, Routledge: London and New York 1996:62.

°" Warde, Alan. Gentrification as consumption Environment and Planning D: Society and Space 9,
1991:223-232.
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2.2.1. Conspicuous Consumption

Veblen studied the acquisition patterns of the consumption habits of the individuals.
He compared the purchasing habits of single individuals with the purchasing habits of the
‘others’. He found out that, while purchasing goods or services, people tended to acquire
those which their neighbours, friends, and the ‘others’ had purchased. In a way, we can say
that they imitate the purchasing habits of the ‘others’ and aim at being more prestigious than
their neighbours by acquiring the same type of goods with a better quality. Veblen believes
that the motive underlying this type of behavior and of the consecutive ownership is
‘emulation’, i.e. wishing to copy others. He termed this situation as ‘pecuniary emulation
which can be explained as a ‘consumption pattern’ that serve as a ‘wealth indicator’. In

Veblen’s words,

As fast as a person makes new acquisitions, becomes accustomed to the
resulting new standard of wealth, the new standard forthwith ceases to afford
appreciably greater satisfaction than the earlier standard did. The tendency in
any case is constantly to make the present pecuniary standard the point of
departure for a fresh increase of wealth; and this in turn gives rise to a new

standard of sufficiency and a new pecuniary classification of one’s self as

compared with one’s neighbours’.*®

Veblen focuses his attention on environmental influences and their effects on the
consumption habits of the single individual and he exemplified the environmental
influences as neighbourhood effects. If you have wealth, you can consume more and
live a luxurious life. The wealthy people’s consumption behaviour is defined as luxuries
consumption meaning that they aim to preserve their already achieved social and
economic status in the society. This is true for the consumption model of ‘leisure class’
in which the upper class members have luxurious and waste consumption . This
consumption of luxurious and valuable goods is termed ‘conspicuous consumption’ by
Veblen. He argues that, ‘the conspicuous consumption of valuable goods is a means of
reputability to the gentlemen of leisure’®’.

Veblen continues by saying that ‘in order to be reputable, consumption must be

1a61

wasteful’”". Veblen had emphasized that the prices which made products and services

58 Veblen, Thorstein. The Theory of Leisure Class, New York:Dover, 1899,1994:38.
% Veblen, Thorstein. The Theory of Leisure Class, New York: Dover.1899, 1994: 63.
% Veblen, Thorstein. ibid. 1899, 1994:64.

6! Veblen, Thorstein. Ibid. 1899, 1994:77.
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unaffordable to others lay at the heart of conspicuous consumption and consumption
waste. Confirming Veblen the special case theorem developed by Alligham and
Morishima (1973) and Kalman (1968) accommodates the fact that high prices can be
seen as a positive product attribute®. For this theory, the consumption of luxurious
products such as consumption of cars, expensive clothing, expensive restaurants are all
regarded as highpriced products and services providing social prestige and reputability
to the individuals.

Mason agrees with Veblen, however he emphasizes the product functionality,
arguing that its potential to bring prestige is what influences individuals in their buying

decisions:

[...] the rise in disposable incomes, however, coupled with an ever increasing
emphasis on the status of symbolism of products, meant a sign. Proportion of

customer purchases were made for social rather than for purely utilitarian

reasons’.%

He emphasized the importance of signs gained with the product itself not with
their utilities. Baudrillard has claimed that consumption is not only the satisfaction of
the needs of individuals, but to meet their desires. In the following pages related with the
advertisements this transformation of need into desire will be discussed further.

For Baudrillard, ‘the consumption patterns of the peculiar individuals create an
‘identity feeling’ for them. The clothing style, the style of dining and the brands of
goods used are the primary features of class differentiation for the individuals in post-
modern era’ *.

For having an individual style of consumption, the individual has to choose a
model for him/her to take a reference group in forming his/her consumption

preferences.. On the other hand, Bourdieu defines the reference group as ‘leading

group’. He states that,

The dialectic of downclassing and upclassing which underlies a whole set of
social processes presupposes and entails that all the groups concerned run in
the same direction, toward the same objectives, the same properties, those
which are designated by the leading group and which, by definition are
unavailable to the groups following, since whatever these properties may be
intrinsically they are modified and qualified by their distinctive rarity and

62 Mason, R., The Economics of Conspicuous Consumption, Edward Elgar, Cheltenham,1998:125.
63 Mason, R. The Economics of Conspicuous Consumption, Edward Elgar, Cheltenham, 1998:107.
% Baudrillard, Jean. Fragments: Cool Memories III: 1990-1995. New York: Verso. 1997: 83.
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will no longer be what they are once they are multiplied are made available to
groups lower down.*

In the beginning of the 20" Century, George Simmel, in his analysis of fashion,
has modeled ‘the trickle down theory’ in which the subordinate groups are influenced by
upper layer groups in consumption of fashionable goods. Simmel defines ‘fashion‘ as a
social institution allowing individuals to follow others as well as marking oneself off
from them as a member of a particular class or group. Simmel’s analysis of fashion and
the conspicuous consumption of the leisure class have many similarities with that of
Veblen’s.

In the 21% century, consumption can be seen as a mirror image of production. On
the other hand, according to Yasuzama, life style quite rightly mirrored in the
consumption package®. Bourdieu works on consumer society formation and its impacts
on the social life of individuals in society. He argues that social life can be conceived as
a multidimensional status game in which people draw on three different types of
resources: economic (financial), cultural capital (distinctive tastes, skills and
knowledge), and social capital (relationships, organization affiliations and networks).
The notion of taste is an important aspect of reproducing class differences. Consumers’
tastes depend on cultural capital; family upbringing and formal education as well as
economic resources. Higher strata in the hierarchy use their superior taste to create a
‘distinction’ from the peasants, and to distance themselves from those ‘inferior tastes’.
The feelings, thinking, and acting through a certain social psychological structure with
respect to the individual cultural capital forms the ‘habitus’ (consumption, tastes and
practices) of the individuals®’.

Bourdieu claims that these capitals of individuals can be divided into two
groups, as inherited capital and acquired capital. Inherited capital is the social origin
that the individuals have and which is passed from parents to children.

The social origin includes national, ethnic and religious identities that
individuals can be firstly classified by when they were born into a society. Thus
Bourdieu calls social origin as inherited capital. On the other hand, educational capital

and cultural capital are acquired capitals, i.e. that people begin to gain them after their

% Bourdiue, Pierre. Distinction- A Social Critique of the Judgement of Taste, Harvard University Press,
Massachusetts, 1984:163.

% Mason, R. The Economics of Conspicuous Consumption, Edward Elgar, Cheltenham, 1998:18.

57 Bourdiue, Pierre. Distinction- A Social Critique of the Judgement of Taste, Harvard University Press,
Massachusetts, 1984: 52.
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birth. Cultural capital keeps the cultural features and sociological peculiarities of the
society that the individual was born. This means that the acquisition of cultural capital
begins with birth. On the other hand, educational capital as its name implies is gained
when the individuals begin to have an education®.

These roles are achieved in different environments and they change with respect
to the individuals’ changing social environment. These social identities and roles are
formed according to the social origin, the ethnic peculiarities, national identities, and
gender of the individual and even by the consumption habits of the individuals. In fact,
society and social relations as the sources give these identities to the individuals.
However, there are other identities received by the individuals’ personal abilities and
backgrounds. For instance, professional identities are achieved through the with
educational and business backgrounds of the individuals. This individualism and the
construction formed and practiced in the world of consumer society, put forward an
‘identity’ and ‘social class identity typology’. The consumption habits of the individuals
are among the critical determinants of a social group. These characteristics may create
some subcultures with reference to differing consumption preferences, or may create
social prestige, and may also be seen as a means to distinguish oneself from others. In
some cases we can say that the consumption preferences of individuals may help create
social mobility in the society. For instance, two people having the same income may not

be in the same class since, they spend their money on different activities.”.

2.3. Advertising Media as a Shaper of Taste and Consumption

In this century, the capitalist industry supplies an enormous variety of products
to consumers. In such competitive conditions and product variety, companies have to
focus on marketing as much as on production. The basic definition of marketing is a
combination of strategies, which provides reaching of the product to consumers.
Without any doubt, advertising is one of the most important marketing tools. At this
point, advertising and its effectiveness as a marketing strategy gains importance.

The accumulation of capital and the expansion of capitalist production,

especially after the boost received through scientific management and ‘Fordism’ around

58 Bourdiue, Pierre. Ibid. 1984: 161.
% Bourdiue, Pierre. Distinction- A Social Critique of the Judgement of Taste, Harvard University Press,
Massachusetts, 1984.
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the turn of the century, necessitated the construction of new markets and education of
publics to make them prospect consumers by the help of advertising industry. This leads
the capitalists to realize the importance of advertising industry, which becomes a
primary tool for marketing commodities, by stylizing them to please the consumers'
senses.’’

The major instrument to purchase these stylized products is to advertise and

project them to the mass in an imaginary medium, as Walter Lippmann clarifies:

Inextricably linked to the development of consciously styled products,
advertising projected images of these products, and of the happy consumers who
purchased them, across the horizons of everyday life... Business was coming to
embrace advertising as the ignition system of the economy, the dynamo of mass
dissatisfaction and the creator of illusions in a most materialistic world.”"

The consumer economy, to be able to become active all the time, not to collapse,
should utilize style as a dynamic object, which must visibly change the everyday life.
This economy should create the feeling of obsolescence for every stylistic entity and
manipulate the desires of masses through new styles that have a purchase value.”” Stuart
Ewen explains that, ‘in the 1930s, with the consumer economy in serious straits, styling
and 'style obsolescence' came to the forefront as methods designed to stimulate markets,
and keep them stimulated.”” This style obsolescence dominates the consumer economy
and becomes the invariable part of the commercial world. Confirming Ewen Mark

Gottdiener states that:

There is an increasingly strong connection between the economic need to make
a profit and the reliance on symbols in the marketing of commodities...During
the period of early capitalist industrialism, in the eighteenth and nineteenth
centuries, economic competition meant competition through production that is,
the need simultaneously to reduce costs and manufacture products in quantity.
Today these production criteria remain important, but in addition, there is a
second aspect; thematic competition or competition through variation in
symbols among products that are virtually same.”

70 Featherstone, Mike. Consumer Culture and Postmodernism, London: Sage Publications Ltd, 1991:
14.

' Lippmann, Walter 1914, ‘Drift and Mastery’,in Ewen Stuart ed. All Consuming Images The Politics of
Style In Contemporary Culture, New York: Basic Books, 1988: 52-53.

72 Barthes, Roland 1983, The Fashion System, in Ewen Stuart ed. All Consuming Images The Politics of
Style In Contemporary Culture, New York: Basic Books, 1988: 300.

73 Stuart Ewen. All Consuming Images, The Politics of Style In Contemporary Culture, New York: Basic
Books, 1988: 51.

™ Mark Gottdiener.The Theming of America on American Dreams, Media Fantasies and Themed
Environments, Cambridge: Westview Press, 2001: 41.

26



Therefore, the advertisement industry has a crucial role within the reorganization
of capitalist development. Before 1950s the advertising industry extolled commodities’
‘use value’, which includes the intrinsic quality, durability and labor saving property as
an appealing theme, but after that time, following the Fordist marketing transformations
in the 1930s and then the Post-Fordist accumulation regime in 1970s, it rather focused
on and targeted commodities’ image or symbolic values; meaning their value could be
defined as a sign of either fashion or progress. Briefly, rather than informing the
consumer about the use-value of products, advertisement industry was now to
manipulate the consumer by using symbolic or image-dependent appeals.”

To sum up so far through creating image dependent products the advertisement
industry associates them with the symbolic value in relation to social status; and the
production of desire is now the dynamo of consumer culture. Individuals search for new
kind of tastes, which represent their identity in the consumption object that is to satisfy
their difference in status in consumer culture. Advertisement industry becomes
diversified in itself to respond to these diversification and differentiation desires by
creating collective identities.”® Marketing procedure today cuts down the mass of
consumers into individual market segments or clusters using highly accurate
demographic techniques and surveys. Specific appeals are then aimed at these particular
segments.”’ The association of symbolic values with artificially created status then gives
a chance to the advertisement industry to create different modes of desire for the

individual consumer. Gottdiener further states that,

presently, then, the price-consumption link that once dominated consumer
choices is now joined by the symbolic value-consumption link, which
involves considerations of a personal, sign oriented nature in the purchase of
consumer goods.”

Today advertisements play a significant role in pushing consumer culture
forward in society. In the consumer society of today, Baudrillard by focusing on
consumer-based economy mainly claims that "Not the production itself but the product,

the brand, the sign and the image of the end product are the base stones in creating

7> Mark Gottdiener. Ibid. 2001: 65.

76 Stuart Ewen, 1976, Captains of Consciousness: Advertising and Social Roots of the Consumer Culture,
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diversification among the firms™.” With this claim of Baudrillard, it can be said that
the marketing in the era of post-industrial society stands as the major means of
competition. Today, every entrepreneur can produce similar products with similar
qualities, but what makes one more competitive and advantageous in the market than
others is its success in marketing activities.

Roland Barthes claimed that advertisements, fashion, popular culture, and mass
media are interrelated and are the major dynamics of consumer society™. The post-
structuralists, semiological and deconstructive theoreticians focus their attention on
language, representation and the importance of discourses, images, codes and culture in

the sphere of everyday life. According to Kellner,

Baudrillard seems to suggest that individuals are so caught up in a world of
commodity signs, media spectacles, representations and simulation that there
is no longer any access to a ‘real” which is itself presented as an effect of the
code or system®'.

Every consumer item has been carefully designed in order to represent certain
features or values. The colors and shapes of goods symbolize a value as an attributed
representative of some features of the product. For instance, the design of a perfume
bottle may be used as a representative of the target consumer — being male or female or
else being young adult or adult. This is mainly the terrain of the science of semiotics.
The ‘signs’ attributed to the products affect the consumers, to the extent that they
influence the consumers’ choice of purchase.

The importance of the meaning formed by signs create a social environment in
which the product itself is valued according to the social meaning attributed to that
product by the society rather than its utilitarian features. This tendency may influence
the individuals to consume the products which are widely accepted by the majority. In
other words, individuals have a tendency to choose the product that is popular or
consumed by the mass population.

In the construction of the ‘Global Village’ the structure and the features of
advertising are considered as crucial for the success of presentation of the product in the

market. ¥ Advertising should represent the breadth of popular culture. Advertisement

7 Baudrillard, Jean. Simulasyonlar, Keskin, F. Eds. Ankara: Dost Press, 1983: 68.

% Barthes, Roland. Gdstergebilimsel Seriiven, M. Rifat eds. Yap1 Kredi Yayinlari, istanbul,1993: 130.
81 Kellner, David. Jean Baudrillard, Polity Press, Cambridge, 1989: 83.

%2 McLuhan, Marshall. The Gutenberg Galaxy, London:Routledge & Kegan Paul Ltd., 1962.

28



should imitate the basic elements of everyday life as seen in the scenarios of some
advertisements which are based on clearly routine activities. Primary notion in any
advertising communication theory is the requirement of an audience. The sender and the
receiver must use the same language, and at the same level. For instance, music is a
common factor in advertising: setting the mood and tone, attracting the ear, and
reinforcing the theme are the requirements of success. The traditional result of
advertising has been ‘to purchase’ but post-modern advertising desires more: there

should be a continuous relationship with the audience, as Jugenheimer states:

The sale is no longer the end result of an advertising campaign; instead, it is
the beginning of a mutually beneficial relationship, wherein both the seller-

advertiser and the buyer-audience benefit, at least potentially.

The major consumer center is ‘the city’ itself. Manuel Castells argues that‘the
city is to consumption what the factory is to production’®. The city can be the land of
media with its several TV channels and hundreds of radio stations, cinemas, and
billboards and with squatters for promotion activities. For the utilization of the TV as a
media vehicle for transferring the encoded message in the form of advertisements
aiming to reach the targeted consumer, Viallon mentions the advantages of the TV and
says, ‘Everyone is capable of understanding the message given on TV because it is

286

’% He also adds that, ‘the television is the opium of the people’™.

simple

William Stanton, Michael Etzel and Bruce Walker claim that advertising is a
form of communication, which is persuasiveness about a product or a service. The basic
role of advertising is increasing the sales of the product and, more importantly,
preparing the base for these sales. It is obvious that advertising is one of the most
important marketing weapons but one does not purchase a product only due to
advertising. They claim that advertising achieves to sell a product only if it is done
harmoniously together with other marketing tools®’.In marketing literature, these other

tools are product, price, place and promotion, which are called ‘4P’s’. Advertising is one of the

% Cross, M. Advertising and Culture, New York: Praeger Press, 1996: 45. (Jugenheimer nerede?)
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tools included in promotion, which is segmented into public relations, sales promotion and
advertising. In this segmentation, advertising is the strongest promotion activity that supports
sales®™. Raising sales of the product is possible through positioning and planning the whole
tools of marketing mix effectively. Therefore, a product which has a successful advertising
strategy but unsuccessful pricing or distribution strategy is either not purchased by consumers
or the motivational effects of advertising cannot be long-term. More importantly, Assael adds
that the advertised product must have sufficient quality to satisfy the consumer’s needs because
the main reason that consumers prefer a product is its quality™.

Advertising is the strongest weapon of marketing and even if other marketing tools are
not planned successfully, the consumer is persuaded to purchase a product by advertising. For
instance, even if the product has low quality or its price is high, critics claim that advertising
achieves to sell such a product to consumers in a manipulative way. On the other hand,
according to Assael, advertising’s level of success is a result of product quality. Therefore, he
claims that advertising is not a marketing tool that persuades consumers to purchase a low-
quality product in a manipulative way but informs them about the product’s specialties to
satisfy their needs. Assael also believes that the role of advertising is quite important in
marketing because with the help of advertising, consumers can see the product and decide
what to purchase. Therefore, advertising is the most effective promotion tool of marketing. In
comparison to other promotion tools, the most important reason for preferring advertising is its
capacity to reach masses. This is the reason which makes advertising premium among the
other marketing tools”".

Following these, architecture became a consumer object, a brand. Its marketing and

branding process has now been the most noteworthy issues held nowadays.

2.3.1. The House as a Consumer Object: The Epoch of Marketing and

Branding in Housing

Together with globalization, there emerges new tendencies in the city, there

forms anew physical environment, pumped by means of new (!) lifestyles wearing

% Assael, Henry. Marketing Action & Consumer Behavior. Boston: Kent Publishing Company.1993:45.
% Assael, Henry. ibid. 1993: 45-48.
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stereotyped images in perpetuum. This study particularly aims to question where the
architect stands in relation to the house marketed as an object of consumption.

If we notice the increasing amount of big real estate firms and their big capital
investments and the transformation of the sector, we can see how they extend their
constitution of design and construction with their marketing units. To improve a good
marketing strategy is very effective in presenting a distinct way of life and architecture
expressed in the best and creative way. In order to develop a creative strategy, one must
take into account the three factors determining the creativity of the message which is

interest, originality and strong impact.
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Figure 2.1. There is a remarkable increase in the marketing activity of development firms.
Tempus, D4D and below Marka are the three examples of marketing firms. Tagyap1
worked with Tempus in Mashattan project. Sinpas GYO worked with D4d and
Marka for Lagiin.(Source: Tempus 2008, www.tempus.com.tr/ 4D4 2008,
www.d4dcom.tr , Marka Advertising Agency, 2008, www.marka.com.tr)

Figure 2.2. Marka, one of Turkey’s leading marketing agencies, worked with Sinpas GYO for
the Lagiin Project. (Source: Marka Advertising Agency, www.marka.com.tr, 2008.)

31



Seen as the most important strategy for marketing, the brand and the brands for a
product or a service became indispensable to the fields of housing and housing-oriented
areas. In this context, we can interpret if housing and residential areas, even housing
investors, are in the period of branding or not. From their logos, to their marketing
strategies, campaigns; they all point out how the issue of branding is important for the
firms. It is very noteworthy that, there is a incredible increase in the marketing activity
within development firms as architectural firms themselves look for more publicity via
several channels such as the internet, as the number of printed media related to
architecture increased in number in comparison to the pre-1990 period. We can also
note that the growing use of consulting organizations for architects and development
firms on marketing policy and public relations. It is not an aberration to say that the
marketing of architecture has almost equalled the marketing of other consumer

products.

2.4. How Istanbul Globalized

In this study, Istanbul plays a significant role by serving both as a good example
of globalization’s effects upon the city and its architecture, in which I carried out my
fieldwork. When Istanbul first began feeling the effects of globalization, many people
gathered to present Istanbul as a global city to the world market. While explaining the
impacts of the globalization process, Caglar Keyder and Ayse Oncii °' claim that, in
accordance with increased communication and transportation opportunities, global
capital has taken on a more fluid form. While the role that states play in the national
economy has been drastically reduced, metropolises have increased opportunities to
benefit from world conjunctures by using their political advantages. They suggest that
Istanbul, with its historical background and geopolitical location, is in a position to get
its share from global capital as a global city.”> This integration process involves
competition against other global cities in which powerful financial centers are located.
In this competition, the city’s cultural identity and image play a crucial role since
emphasizing peculiarities of different places is key to putting a city on the global map.”

In this regard, as the former capital of the Byzantine and Ottoman Empires, Istanbul’s

! Keyder, Caglar and anii, Ayse ‘Istanbul Yol Ayrminda’, in Istanbul, N:7, 1993:28
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historical inheritance provides it with special advantages. **Although it does share some
properties with the other metropolises that have been influenced by the globalization
process, it has its own peculiar social, economic, and political properties, due especially
to developments of the 1980’s.

Turkey underwent various social, political, and economical changes after the
military coup d’etat of 1980. In 1983, the Motherland Party (ANAP-Anavatan Partisi),
of which Turgut Ozal was the general president, came into power. What was ruling
during the 1980°s period was the liberal market economy applied in Turkey on an
increasing scale. In this period, the national economy changed dramatically. Among the
reasons cited for this change were the increasing liberalization of the economy as well
as development directed towards turning Turkey’s economy into an export economy. On
the one hand, ANAP was struggling against the damaged income distribution, while on
the other hand trying to maintain the party’s own inner balance and vote potential. Thus,
ANAP worked in the heavily populated metropolis of Istanbul on a large scale, even
seeing to it that Istanbul obtain a large amount of financial support directly from the
state budget for the first time since the Republic period. The main aim of this endeavor,
however, was not to integrate the city into the world economy, but rather to preserve
ANAP’s vote potential.”> Instead of rural populism, which election governments
supported until the 1950’s, a populist strategy that aimed at gathering votes in the
metropolis emerged. Presenting people with ways to ‘get rich quick’, these populist
policies exalted individual initiatives and a liberal market economy that was moving
away from state intervention.

In accordance with these economical and social changes, various kinds of goods
began showing up in store displays. Defined as the ‘new elites’ or ‘new Turkish
people’, the 80’s generation had the kind of spirit and attitude that can be summarized
as: “We are governing Turkey’ and we can acquire the intellectual capacity to analyze
any matter’. These new elites were enthusiastic about their roles in enlightening and
governing Turkish society. *°
Parallel to the social, economic, and cultural changes that Turkey underwent

after 1980, Istanbul. Along with the changes in the cultural climate in the second half of
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the 1980’s, Istanbul witnessed significant changes such as the increasing fragmentation
of the city, consumption, and lifestyle patterns. The globalization process contributed to
the change as it grew in scope and increased the variety of consumer objects available in
Istanbul. Famous five-star hotels and world restaurants began to open branches in
Istanbul. First McDonalds, then many other fast-food chains were established in
Istanbul. International festivals began to be organized and for some time now famous
artists have been including Istanbul in their world concert tour programs. Istanbul has
begun to host many international congresses as well. Moreover, the city has become
home of the best airports in Europe. *’

While the global dynamics of the 1980’s provided new opportunities and
possibilities for Istanbul as a global city candidate; it kept the national economy into a
crisis. Yet, in so far as Istanbul has carried out its global functions, the gap between
Istanbul and the rest of the country has become wider due to differences in accumulation
potential. On one side of the coin are the professionals, who share the same high income
and glamorous lifestyle with all members of their class in global cities all over the
world, on the other the unlucky masses that make up the bulk of the labor force serving
these professionals, always with the fear of losing their jobs. This dilemma is still
present in Istanbul as any other large metropolis or megalopolis.”

Especially after ANAP became the first party, district municipalities began
including ‘gecekondu’s in their building plans and handing over deeds to the dwellers as
part of their political strategy. Thus they have condoned the increasing
‘gecekondulagma’ that has occurred parallel to the increasing migration into the city,
hence the increase in the number of second generation migrants in the cities after 1980.
As Marcuse and Kempen announces that, increased migration into urban areas leads to
the inevitable establishment of boundaries by means of social or physical walls; Istanbul
offers a fine example of just such a phenomenon. Although they tend to separate their
living environments.

The ‘new elites’ began searching for new residences for themselves far away
from these ‘gecekondu’s and far away from the city center. at the end of the 1980’s and
into the 1990°s. What they looked for as they escape from the city are ‘secure,’
‘adequate,” and ‘culturally clean’ places. That is to say, they were in search of

protective citadels far from the inner city or, should they decide to remain in the inner

7 Keyder,Caglar. istanbul: Kiiresel ile yerel Arasinda, Metis, Istanbul,2000:24.
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city, in which case they would generally be surrounded by a poorer population,
residences shielded by fully developed technological instruments.”

In Istanbul, new ‘cities’ continue to be established by large holding firms.
Alkent Istanbul 2000 of Alarko and Kemer Country of the Kemer Building Group were
first examples of such satellite settlements. These cities are established in order to
satisfy the sense of belonging that the ‘new elites’ think they had lost inside the city of

Istanbul.'®

These cities correspond to that component of Gidden’s lifestyle sector which
refers to a time-space ‘slice’ of an individual’s overall activities, within which a
reasonably consistent and ordered set of practices is adopted and enacted.'® When
choosing to live in these artificial cities, these new elites are in fact choosing the
lifestyle that will best express who they are.

In Istanbul, the borders between owner-occupier salaried people and those
belonging to other status groups are sharply illustated. This makes Istanbul different
from the other big cities of the country. South and East of E5 and also on the east and
west sides of Maslak Avenue are basic geographical boundaries that serve to reinforce
this socially differentiated distribution. Migration also reproduces the distribution of the
occupation areas according to wealth in Istanbul. '°* istanbul reminds us of Marcuse and
Kempen’s suggestion that each city is actually multiple cities, layered over and under
each other, separated by both space and time, constituting the living and working
environment of different classes and different groups, interacting with each other in a
set of dominations and dependencies that reflect increasing distance and inequality'®.
We can easily claim that the same layered structure exists in Istanbul. If one compares
the building management plans, wealth, and social profiles of the dwellers, it can hardly
be said that Sultanbeyli and Nisantas: are at all similar parts of a single city'®".

Ozal’s radical application of the free market economy, the urbanization process

took up unprecedented speed. This was largely due to the rising incomes of the upper

middle class. The businessmen and private sector managers had the most benefit from
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the economical policy drawn by Ozal. Aware of the rise of this new class firms, that
developed large scaled estate investment targeted this group.'®

The Law of Housing Development, announced on 1 March 1984 gave a way for
creating the sites responding to this potential demand. The law of Housing Development
triggered this very important change first in Istanbul, then in other big cities in Turkey.
The critical demand for the firms, developing these types of settlements, were to find
appropriate large lands for housing on the outskirts of the cityin order to suit the
expectations of the potential buyers and for the successful marketing of these projects.

The paradigmatic shift in the economic arena in Turkey during 1980s also led to
transformations in the social and cultural lifeas the free market ideology valorized
individualism, competition and conformity to the new order. Life styles, personal tastes
and pleasures came to the fore. 1980s was a period in which freedoms were limited the
most but at the same timeconsumer choices increased plentifully, making people the
freest to consume.'*

There has been a shift of interest from public to private in this period. The
private lives of individuals, which remained untouched by the media in the previous
periods, became objects of analysis and representation during 1980s. A private life
industry has emerged, while creating its peculiar professions such as private life
journalists and private life magazines'®’. Representation of others’ lives and life styles
in the media intensified the process of people’s defining themselves by the goods they
consume. Turkish society was on the way to being a consumer society and there was a
young population which wished for going up in the hierarchy to become a member of
the elite for having the same life style with them. People had become aware of the life
styles of not only the upper classes in Turkey, but also the people in the US and Europe,
and began thinking that the idea of being satisfied with less was not relevant any more.
Young people and white-collar employees taking the lead, everyone targeted acquiring
more and better things, spending and consuming more, using the most high-quality
goods, and spending time in the best places .

After the military intervention, with the passage to the free market economy,

Turkey’s interactions with the external world intensified. Through the application of
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free market rules, the income levels of business people and managers started to increase
rapidly and their levels of consumption also increased'””. Turkey experienced a flood of
consumer goods after 1980s by the effect of economic policies resulting in capital
inflow from abroad and high inflation rates. According to Ayse Oncii, in this era of
consumerist boom, a lifestyle cleansed from poverty, immigrants, elbowing crowds, dirt
and traffic became the focus of the middle classes’ desires. The housing market was
ready to market ‘dreamlands’ where there were ideal homes promising clean air, clean
water, healthy lives, in a homogenous setting and where adults and children could
experience a life that they saw in films and TV series, mostly imported from the U.S.
Therefore, since the late 1980s, new villa-type residential areas, which were mostly
designed for the new upper-middle class, mushroomed first on the hills of the
Bosphorus, later in the outskirts of Istanbul. Designed with facilities such as; tennis
courts, swimming pools, etc., these suburbs ‘promised’ a self-sufficient lifestyles rather
than simply being a ‘bedroom communities’ ''°.

Effects of globalization in Turkey have enhanced the power of capital in urban
areas reflected into investments such as shopping malls, five star hotels and business
centres, and major Turkish cities have become the market of speculative profits'''. By
the help of this transformation, class relations had to be redefined and this resulted in
class polarisation. Furthermore, the strategies followed by governmental organs and
local governments were oriented toward the exchange value of urban space rather than
ts use value as this understanding legalised and even promoted speculation''?. The
perception of urban land and space as a commodity with a high exchange value, gave
way to several market strategies implemented to appropriate the highest rate of profit. In
this new era, housing was to be one of the most important commodities signifying status
for the new middle class and the young urban professionals.

Young urban professionals emerged as the symbol of the period. They were the
most educated and most successful members of a new generation. The banking, finance
and international marketing were prospering fields in the country and these people had
the opportunity to earn considerable amounts of money in these fields. Thus they

demanded more of status, power, and consequently consumption. Being a yuppie meant
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having a certain life style and certain consumption habits, and their life style has been
influential on the expectations, consumption styles and ideology of the other segments
of the society. And although there were minor differences, Turkish yuppies had many
characteristics in common with American yuppies'"”.

During 1980s, a new image of the businessmen and managers was constructed
especially through the efforts of media. Especially the professional managers who could
rise to that level without having capital were represented as ‘the real intellectuals of the
period’” who were travelling, meeting new people, and acquiring knowledge. Being
well-educated, at least bilingual people, they were portrayed as knowing the appropriate
manners and ways not only interested in earning money but in cultural acquisitions.
Integrated with the Western World and ‘speaking the same language’ they were world
citizens''*.

By the removal of limits on financial operations and of controls on foreign
exchange transfers, credit cards and new banking services spread. Also, the advertising
sector prospered significantly with the release of imports. The advertising sector mostly
targeted the young, urban, well-educated managers who had high incomes'". High
quality clothes were advertised especially for these people as clothes have made up an
important part of their image. Also, expensive and luxurious restaurants and bars started
to appear for serving the needs of these managers. Being able to distinguish good and
delicious food, knowing different types of wine, eating in the best restaurants in
Istanbul, Paris, London, and New York have also become the distinguishing
characteristics of these managers''°.

Istanbul has been the center of the new liberal and globalist orientation of the
economy after 1980s while many firms that target the international markets have been
established. Also, multinational firms which did not have connections to Turkey in the
developmentalist period started to make investments and establish branches in Turkey
with the liberalization of the Turkish economy.. The finance sector has been the first
one to integrate with world economy. The branches of foreign banks, exchange offices,
leasing and insurance firms started to function one after another. Together with the

foreign banks and firms, luxurious hotels have been built in Istanbul. And later, the
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shopping malls and stores appeared that targeted the people at high income levels. The
new shopping malls were no different from those in the other major world cities. Also, a
series of restaurants have been established in Istanbul offering cuisines of various
countries. To the European restaurants were added the Chinese, Japanese, Korean,
Indian, Mexican ones. Entertainment sector has also prospered tremendously''’. All
these newly emerging sectors and places mainly aimed to serve the professional people
at high income levels.With the spreading of the discourse that Istanbul’s social and
cultural life eroded due to the migration from rural areas, the city center was regarded
inappropriate for living a civilized life leading to the construction of new residences
outside the city center. ‘Bahgekentler’ (garden cities) were the groups of villas that were
built for high income groups as early as 1980s. Their prices ranged between USD
250.000 and USD 1.000.000. They were usually located outside the city centers and
within natural surroundings.''®. Also, there emerged other types of residences, luxurious
sites which were usually named as ‘country’ or ‘city’ (Kemer Country, Alkent, etc.). All
these types of residences gave their inhabitants the opportunities of being away from the
disorder of the city, living the environment of the so-called ‘good old days’, offering
spaces to spend their limited leisurely time in the most qualified way. In ‘a world of
privileges’: residents enjoyed sports complexes, fitness centers, cinemas, restaurants,
night clubs in these self-sufficient mini cities. Therefore the buyers of these residences
not only bought houses but bought certain life styles ''’.

The old life of the neighborhood or the “mahalle” in Istanbul was idealized
during this period and these new residences were marketed with the claim of offering
that pure and quiet life. For being the symbol of the old periods, the residences were
given such names as Lale Kasri, Yali Konaklar, Sar1 Konaklar, Segah Konak, Nihavent
Konak, “konak” meaning close to the English word “mansion.” However, in real, the
designed and lived life in these residences resembled more of the American middle
class life style rather than the life of the mahalle in the past. As Rifat Bali narrates, in
the booklet about Kemer Country, there was a photograph of three American boys
playing baseball '*°. For the sale of these residences, meetings were held with the

participation of reputable business people, artists, journalists, and bureaucrats, and these
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people were presented as their future neighbours reminding the Turkish proverb “Ev
alma komsu al”'?!. Therefore, it was shown to the potential buyers that buying a house
in those residences would mean much more than only owning a luxurious house. They
were privileged people and would live with people similar to them, developing their
relationships and contacts, which will not only mean a more qualified life but also
establishment of new networks which will be beneficial in many areas of life, as well as
work. Following Ahmet Insel’s interpretation, it can be said that the homogenized
residences are established for upper class people in which all kinds of social
requirements are met and this is the indication of not only a haphazard, but rather a
conscious effort of social discrimination based on class'>.

Although urbanization slowed down after the 1990s, cities now have grown to
be the focus of various dynamics of globalization process promoted by the free market
reforms of the 1980s, and have been conceptualized as fragmented and differentiated
areas with residential areas as the most important indicators of this fragmentation.

In ilhan Tekeli words'®, the urbanization practices during the periods before and
after the 1980s can be distinguished as ‘speculative of small capital’ vs. ‘speculative of
large capital. He argues that before the 1980s, priority was given to industrial
investments in urbanization practices, and sources were directed to development of
industrial lands. In so doing, urban land was neglected as an area of investment. Cities
could not expand due to the lack of infrastructure services and facilities outside the
defined area. As a result vertical growth was inevitable leading to high-density compact
urban forms in which public spaces and housing were intertwined.

During this period, Thsan Bilgin notes that, public spaces, , were composed of state
offices and social service units. '** Not surprisingly, private sector was unwilling to invest
in public complexes. Private organizations and even some state offices occupied in
apartment blocks that were converted from residential uses. Housing sector was considered
as an unprofitable area of the private sector. As a result, housing sector was left to small-

scale contractors, that is theTurkish yapsatc1.'* “Yap-sat’ became one of the solutions
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to the housing problem which emerged in the years following the Second World War in
the absence of a deliberately acting central authority that helped create housing supply.
In contrast to many European countries involved in postwar reconstruction the housing
effort in Turkey was quite restricted until Emlak Bankas1 was formed by the state. The
other type of housing supply pattern was the formation of housing cooperatives, usually
led by corporatist formations.

In the years following the 1980 coup, a series of new urbanization practices emerged
which threatened the homogeneous and densely settled structure of cities paving the way

for a decentralized city form'*

. Until the 1980s the urban developmental pattern was
through gradual accumulation of houses due to the supply modes of buildings. After the
1980s, the growth pattern of cities changed, and large-scale developments, such as mass
housing, campus like settlements of public offices and institutions, health uses, university
campuses, headquartes of major companies emerged outside the city but were attached to
it. The share of small-contractors in the housing sector gradually decreased.'”’” In the same
period, the field of real estate became profitable investment for large capital holders. The
economic liberation policies of the time portrayed industry as the least desirable sector to
investboth by the public and the private sectors.'”® Governments of the period created
preferable conditions for large capital holders to invest in urban land, which was formerly
regarded as fixed cost investment.'*’

Essentially, new legal arrangements and initiatives made it possible for large
capital to invest in urban land, such as Turizm Tesvik Yasasi (Law of Encouragement of
Tourism) enacted on 12 March 1982, number 2634 by which entrepreneurs would easily
overcome restrictions associated with the planning process'*’. In addition to housing,

they were also interested in large-scale projects, such as international luxury hotels,

recreation centers, entertainment parks, plazas, resort complexes, etc. Consequently

pattern is applied to building lots with old buildings as well and therefore also called as demolish-and-
rebuild mode.
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urban growth was affected by the addition of large urban uses into the existing macro-
form. being shaped through the incentives, and operational scale of large capital holders.

As Ayse Oncii”' notes, ‘individuals were consumers in the shopping mall of
culture’.in whic culture itself has become a commodity that could be bought and sold.
Advertisements offered innumerable diversity of images, and put them into circulation '**.
The number and the diversity of magazines increased. Consequently, a new public opinion
has come into being. This new agenda, Nurdan Giirbilek discusses, was built up more
around private issues rather than around public issues; so that interests of masses have
shifted from public to more private fields. Private lives have been widely discussed in front
of the public through magazines, newspapers, televisions in the name of ‘freedom and
individualization’'**, leading to the rise of a ‘private life industry’'**.

New life-style models have been projected as childless couples, working single
women, marginals became largely seen in the media. Concomitantly, new magazines
based on the classification of new reader segments - women, men, children, teenagers,
housewives, businessmen, etc. were published. Individuals started to attribute uniqueness
to their lives and their individualities. Murat Belge defines this as ‘a state of mind’ in
which an individual puts herself at the center of life, feels it essential and indispensable;
and acts accordingly. '*° Self-awareness became immediately commodified and was
promoted through a global advertising language. Advertising, perhaps was the first sector
that rapidly articulated the global world, and most of the local advertising firms
established partnerships with the global advertising agencies such as Saatchi & Saatchi,
Young and Rubicam, etc.'**. Not surprisingly, the Turkish advertisement format have

grown to be similar to those in the global sphere.
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2.5. How the ‘House’ was Marketed in the Early Republic

In the early republican period of Turkey, the ideals of the regime were based on
the tradition of the Enlightenment and the elites of the Republic aimed at constructing a
nation-state with a break from the imperial Ottoman era. One of the basic elements of
such a fundamental modernisation project was indeed urban development which was
vital for the diffusion of the rural population in order to allocate the needed amount of
labour power in developing the industry and realising the economic goals for the
success of such a modernisation attempt'’. The republican ‘mind’ has realised from the

beginning that the urbanisation process and the modernisation were closely interrelated.

Nushasi 5

Rurustur

Figure 2.3. The first picture is The Cover of the first issue of the magazine ‘Muhit’ pub. in
1928. The second picture is from the Yedigiin Magazine, no:308. 1939. ‘Airy, flat,
greenery area is the reminiscent of the American Suburb life’ (Source: Bozdogan,
Sibel. Modernism and Nation Building: Turkish Architectural Culture in the Early
Republic, Seattle: University of Washington Press, 2001)

Early republican discourse about the modern house, has been the extension of a

nationalist emphasis in which the Family has been induced and sublimated. The
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transformation of upper class housing culture and family life among European example
dates back at least 50 years time to Kemalist republic’s westernization reforms. Starting
from the Tanzimat in Istanbul’s elites’ homes- elites dealing with trade and bureacracy -
only European (especially French) culture, bourgeois dressage, hobbies, furniture, as
well as the European family, marriage and home life, have been adopted. Most
importantly, the wife and husband's friendly relationship, children's health were
emphasized while a growing form of ‘democratization’ was observed. By the time the
Turkish Republic was founded in 1923, instead of traditional big family, the nuclear
family had already been adopted. The discrimination between man and women in terms

of separate quarters in the house(Haremlik-selamlik) ended at that time.

Figure 2.4. Smoking room.
(Source: Ismail Hakki, Demokrasi ve San’at, Istanbul: Kanaat Kiitliphanesi, 1931: 59)

What seperated the early Republican era from the previous period, however, was
the radical Kemalist project aiming a transition from a traditional Ottoman/Islamic
society to westernized, modern, secular society. In the begining of this century, the
typical everyday life of Ottoman bureaucrats and private housing displayed an
interesting mixture of both old customs and habits, and customs of the West. However,
the Republican elite, at least theoretically, pursued a more drastic break from tradition.

During the 1930s ‘modern’ and ‘Asri’ (modern) were the words used
synonymously with a new spatial layout in terms of a westernized plan and decoration t

homesand apartments that offered a westernized life. The modern Wohnkultur was
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continously used with an image opposed to the traditional house. Modern house and
interior decoration was accepted as a progressive instrument for the purpose of
educating the nation. In an article published by popular monthly Modern Tiirkiye
Mecmuasi proudly brought these observations: ‘Home for Europeans is a private and
personal thing. Now, our house is beginning to rise to a level of such a civil institution
and organization. Turkish citizens, as well as many good things, are getting to know the
house in the republican era. That’s why the majority of us do not how to make good

homes and settle well since the idea of making and decorating homes is quite new’ '
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Figure 2.5. Modern living room and kitchen (Source: Bozdogan, Sibel. Modernism and Nation
Building: Turkish Architectural Culture in the Early Republic, Seattle: University of
Washington Press, 2001)

In Modernism and Nation Building: Turkish Architectural Culture in the Early

Republic, Sibel Bozdogan discusses the attemps of creating modern residential life

B8 “dvrupalt icin ev sirf sahsin olan hususi birseydir. Bizde ev, simdi simdi bu medeni seviyeye yiikselen

bir miiessese ve tegkilat olmaya baslamaktadir... Tiirk vatandagsi, bir¢cok iyi seyi oldugu gibi, meskeni de
cumhuriyet devrinde tanimis bulunuyor. Ve iste bunun i¢in bizde ev yapmak, ev désemek fikirlerinin pek
yeni olmast yiiziinden, i¢imizde hemen hemen ekserimiz giizel ev yapmayi, giizel yerlesmeyi
bilmiyoruz.’(Modern Tiirkiye Mecmuas1)
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images in 1930s. '** She stresses that the republican discourse for the modern house has
been the extension of the emphasis on family, women, family house. The image of the
house was idealized under the skills of a woman’s ‘nice, simple, comfortably decorated’
modern house. In a family magazine, a text accompanying a‘ summer house’ design
stated: ‘Here is your nest of happiness... A cheap, nice, airy villa (kosk). Composed of
a bathroom, a kitchen, a wide and airy bedroom with a dining room and living room.
You can eat your dinner together with your graceful wife and beautiful child in front of
the terrace, and later on chat pleasantly as you lie down on your chaise longues’.'*" For
this study Muhit, Yedigiin, Modern Turkey Yenigun Mecmuast and many of the picture
magazines of this period were scanned, their house plans and exterior appearances as
well as the arangement of goods, as in 'European and American homes, (tea and coffee
next to a small coffee table, large table with lampshades, upholstery, curtains
compatible with floors) describing the arrangement to provide information for specific
sections of the household samples. By the 1930s, although many of these pictures has
been received directly from western sources such as Ladies' Home Journal, Woman's
Home Companion and Scherl's Magazine, but also Necip Emin Uzman’s weekly
contributions to the ‘Home’ sections of popular magazines of the Republican era like
Yedigilin, in addition to the designs of some Turkish architects were published in

threads.

Figure 2.6. Room for a newlywed woman.
(Source: Ismail Hakki, Demokrasi ve San’at [Istanbul: Kanaat Kiitliphanesi, 1931:58)

%% For a comprehensive account, see Sibel Bozdogan, Modernism and Nation Building: Turkish
Architectural Culture in the Early Republic, Seattle: University of Washington Press, 2001.

140 “fste size saadet yuvasi...Ucuz, giizel havadar bir késk. Bir banyo, bir mutfak, genis ve havadar bir
yatak odast ile biryemek odasi ve salondan ibaret Aksam yemeklerinizi zarif zevceniz ve giizel
¢cocugunuzla beraber yemek odasimin oniindeki taracada yiyebilir, sonra da sezlonglara uzanarak tatl
tatt konusabilirsiniz.’

46



In early Republican Turkey, the image of the modern Turkish woman provided
one of the most visible symbols, publicizing the image of the new nation-state as a
radical break from its Islamic Ottoman past. Educated women in European outfits who
appeared in professional life, at entertainment events, and sports activities foregrounded
and displaced the image of the ignorant Muslim woman forbidden from the public
sphere and concealed behind her veil.

Issues concerning sexuality and gender are rarely addressed in the discourse of
modern Turkish architecture. According to Giilsiim Baydar, in the early years of the
Turkish Republic, images of the modern house and modern, secular women were
actively promoted by the architects and intellectuals of the new nation-state.
Representations of women, which abound in popular journals but end up dispersed
between the lines in contemporaneous architectural texts, often escape critical scrutiny.
In general, only the imaginary figure of an asexual ‘ideal Turkish woman’ is allowed to

have legitimate entry to the discourse on modern Turkish culture.'*!

Qe o

Altr Odalt Bayék Bir Sayfiye Evi

Figure 2.7. Pictures depicting a ‘modern mountaion house’ and a ‘modern summer house’
(Source: Bozdogan, Sibel. Modernism and Nation Building: Turkish Architectural
Culture in the Early Republic, Seattle: University of Washington Press, 2001)

! Baydar, Giilsiim. ‘Room for a Newlywed Woman: Making Sense of Gender in the Architectural
Discourse of Early Republican Turkey’, ACSA,2007, Izmir Univ.of Economics.
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Unlike the European and North American residential pattern, the classical

Ottoman residential pattern was characterized by a differentiation mainly based on ethnic and

religious criteria rather than class stratification. In the years that follow the Empire’s

opening up to the world economy, that begin from the middle of the nineteenth century, the

construction of wooden mansions (konak) and luxurious apartment dwellings, and row

houses within a short distance to the core representedaffluent households, and indicated the

emerging social stratification in the society. Miibeccel Kiray relates the construction of new

apartment dwellings to the emergence of a new middle class involving non-Muslim
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Figure 2.8. The first picture is ‘Villa of Monsieur Jack’in Muhit magazine. The Second Picture
depicts a cubist house suggested in the form of comfortable, cheap and healthy by a
first floor plan and a photo of the house. (Source: Bozdogan, Sibel. Modernism and
Nation Building: Turkish Architectural Culture in the Early Republic, Seattle:
University of Washington Press, 2001)

1:‘2 Kiray, Miibeccel B. Apartmanlasma ve Modern Orta Tabakalar, in Toplubilim Yazilari, Gazi
Universitesi Basin Yayin Yiiksek Okulu, Ankara, 1979/ 1982: 386.
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Eventually, the new European style of living along large boulevards in high-rise
buildings was adopted by the Muslim population as they became rich aslstanbul experienced

a spatial transformation brought about by this conversion. '**

FGZLERDEN UZAS, ISINIZE YAKIN..

Figure 2.9. Housing Advertisement of 1980s, ‘Far from the eyes but close to work’(Source:
Bozdogan, Sibel. Modernism and Nation Building: Turkish Architectural Culture in
the Early Republic, Seattle: University of Washington Press, 2001)
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Figure 2.10. Housing Advertisement of 1980s, “We now have a mahalle”(Source: Bozdogan,
Sibel. Modernism and Nation Building: Turkish Architectural Culture in the Early
Republic, Seattle: University of Washington Press, 2001)

1:‘3 Kiray, Miibeccel B. Apartmanlasma ve Modern Orta Tabakalar, in Toplubilim Yazilari, Gazi
Universitesi Basin Yayin Yiiksek Okulu, Ankara, 1979/ 1982: 386.
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CHAPTER 33

CONCEPTUALISING THE MIDDLE CLASSES
IN TURKEY

In this chapter, arguments about the new middle classes of Turkey, the
purchasers of this new lifestyle, will be conceptualized. A gaze to these arguments will
be very helpful in determining the class character of gated communities. But before
analysing transformation of the middle classes in Turkey, different approaches to the
issue of ‘class’ will be explained. Firstly Marxian conceptualization of class will be
held. Secondly, Weber’s theory of status will be taken as a complement to Marxist
understanding of class, with considering consumption and life styles as important
markers of differentiation between groups. Then, it will be explained how consumption
has been used as a way of establishing distinction from the beginning of modernity
through Veblen’s Theory of the Leisure Class. It will be argued that the aim of
establishing distinction which was mostly relevant for a privileged class in Veblen’s
theory has been relevant also for the lower classes in the contemporary period,
especially after 1950s, with increase in consumption for all classes. Jean Baudrillard’s
theories will be explained to demonstrate how consumption is used as a means of
communication: to communicate status. And lastly, Pierre Bourdieu’s theory will be
considered in detail as a model for considering life styles which takes into consideration
not only economic capital but also social, cultural and symbolic capitals.

Housing choices in Turkey today are deeply embedded in and related to a larger
socio-cultural and spatial reconfiguration of Turkish society. The new urban middle
class has developed specific ideas about their living environment and life-style. They
aspire to have green space, better air quality, and spaciousness, among other physical
characteristics, but also privacy and exclusivity in their new places of residence. Study
shows that residential compounds have become the basis for identity and lifestyle
formation, crucial in the process of social differentiation, which in turn underline and
reinforce growing disparities in Turkish society. Over and above the outcome of
economic restructuring and political decision making, residential differentiation in

Turkey today is a social practice that marks urban professionals’ status and supports
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their new modern, urban identities. In addition, this social practice also has an impact on
Istanbul’s suburbanization process.

Although it had been used even in Roman times to refer to division of Roman
people on the basis of property ownership, the concept of class has acquired widespread
usage after the industrial revolution, related to the new division of labor within the
society. The industrial capitalism, beginning first in England and then in France,
Germany and the United States, spreading to the other countries of Europe and
becoming a global process in our century, shaped the class structure. This is why it has
been one of the major interests of the sociologists of modernity to think of the classes
and to analyze class relations within the context of the changing societies of

modernity'**

. Karl Marx is well-known to have developed one of the most important
theories about class. In his explanations about industrial capitalism, Marx talked about
the emergence of two major classes which are in direct conflict: the bourgeoisie and the
proletariat. Bourgeoisie is the class that owns the means of production. Proletariats do
not have the means of production and they have to sell their labor power in order to
survive. Thus, these two classes are determined by their positions in the production
relations. As stated, they are in constant conflict, because bourgeoisie needs to exploit
the labor of proletariat in order to be able to make profit in competitive market
conditions; there is an inverse relationship between the profits of bourgeoisie and the
wages of proletariat. Talking about two major classes, Marx also considered the
presence of many other classes and class divisions in his several studies. In addition to
bourgeoisie and proletariat, he pointed out to petite bourgeoisie, peasants, and middle
classes, which are also diversified in themselves. However, although class theory of
Marx does not totally exclude the possibility of presence of many classes and class
divisions, it supposes that these classes will disappear as a result of the development of
big industry. The main conflict is between two major classes'*.

Weber’s theory is usually called as the social stratification theory and includes
categories such as status and ethnic stratification, contrary to Marx’s. Weber introduced
the term ‘class status’.

The term class status will be applied to the typical probability that a given state

of (a) provision with goods, (b) external conditions of life, and (c) subjective

14 Edgell, Stephen. Sinif (Class), Dost Kitapevi, Ankara, 1993.
145 Marx, Karl & Engels, Friedrich, Komiinist Partisi Manifestosu, Sosyal Yayinlar, 1998: 1% edition,
2003, 2nd.edition. Sosyal Yaymlar: Istanbul. 2003.
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satisfaction or frustration will be possessed by an individual or a group. These
probabilities define class status in so far as they are dependent on the kind and extent of
control or lack of it which the individual has over goods or services and existing
possibilities of their exploitation for the attainment of income or receipts within a given
economic order'*.

Weber regarded class as referring to a group of people having the same class
status and talked about the presence of many types of classes: property classes,
acquisition classes and social classes. In a property class, the class status of the
members is determined by differentiation of property holdings, and in acquisition class

by their opportunities for the use of services in the market'’

. According to Weber,
social classes are the groupings of social conditions. He stated four such groups: the
class of workers, petite bourgeoisie, intellectuals and specialists, and the classes that are
privileged as a result of their properties and education. He made a distinction between
class and status. Class is principally an economic concept; it is determined by the
position of the individuals in the market. Having property is the main criteria for the
class positions. However, for identifying different class positions, he took into
consideration not only property ownership but also education, and made an analysis of
status groups'**.

According to Marx, the real divisions within the society and social stratifications
have economic bases. The reasons for social inequalities and hierarchies primarily rest
on economic relations. However, for Weber, there are many dimensions of social
stratification such as economics, power and cultural difference. Not only the
economically determined classes but also the status groups are important elements of
the social stratification system. Status is based on the honor or respect acquired through
a particular life style, formal education and occupational positions within the society.
What Weber refers to by the term status group is a collectivity of social actors which
manages to acquire social honor within a wide social environment and which has certain
social privileges. Status groups are the communal groups which can have access to the

limited resources through having cultural, moral and symbolic qualifications'*.

146 Weber, Max.Theory of Social and Economic Organization, The Free Press, New York & London,
1964:424.

7 Weber, Max. ibid. 1964:424.

8B dgell, S., Smif (Class), Dost Kitapevi, Ankara, 1993.

'* Turner, Brian. Statii, Utopya Yayinevi, Ankara, 2001:16.
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It is generally accepted that the idea of status groups suggested by Weber has
offered an alternative to the Marxist economic class analysis. However, some writers
argue that it will be more appropriate to interpret Weberian approach as a contribution

130 Weber’s theory makes it possible

to Marxist analysis rather than an alternative to it
to analyze the class structures within societies through a more sophisticated model,
adding into picture the issues of status, life styles, and consumption, while still being
aware of the essential role of economy in determining the class structure. Especially for
the class analysis of advanced capitalist societies of contemporary era, Weberian more
than the Marxist model has influenced the theoretical approaches, as the concept of
status group implying eating, dressing, entertainment, or briefly consumption habits
seem more appropriate for a decade in which consumption is a key factor in social
differentiation.

In recent decades, according to some theorists ‘new’ middle classes emerged -
while another part of this class has shrunk. According to Ayse Oncii"’, globalisation
played an important role in this restructuring of middle classes by strengthening the
upper segments of the middle strata at the expense of worsening conditions for the
lower middle class who are faced with the prospect of downward mobility.

The expansion of a part of the middle class and the agreement of this group with
the bourgeoisie in most cases had its own political consequences. Tom Bottomore'*,
argued that the ‘service class’, the growing part of the middle class, did not displace the
capitalist class in the domination of the society, nor did it merge with the capitalist class
to any considerable extent. It played an important part in the management and
regulation of many vital economic and social agencies (public and private corporations,
the administration of welfare), but primarily in a subaltern role as the executor of
decisions made elsewhere. As the middle class has grown, the diversity of civil society
increased and thus new forms of political activities have arisen. However, this lead to
the diminishing of class based politics mostly at the expense of working-class interests
since a large part of the middle class tended to support the capitalist economic order and

the interests of the ‘governing elite’'*.

150 Bocock, Robert. Tiiketim, ¢ev. Irem Kutluk, Dost kitabevi:Ankara, 1997.

1 Onceii, Ayse (Oncii, Ayse and Weyland, Petra eds.) The myth of 'ideal home' travels across cultural
borders in Istanbul. Space, Power and Culture. Zed Books, London, 1997: 70.

132 Tom Bottomore. Elites and Society 1993: 45.

13> Tom Bottomore. Elites and Society 1993: 45
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These changes in economical, political and social spheres, also transformed the
urbanisation patterns from the second half of the 20" century. Wealthy upper class
citizens of capitalist societies, were offered new residential consumption and lifestyle
patterns which would be considered as urban reflections of socio-economic
differentiation. One of these patterns was gated communities.

We can quickly state that capitalist industrialised societies are still stratified,
‘class societies’. At the top there are the members of upper class owning and controlling
the means of production and dominating the working class whose principal ‘capital’ is
labour power. Shortly, capitalist societies can be defined by the exploitation relationship
between the exploiting bourgeoisie and the exploited working class. Erik Olin Wright, a
Marxist scholar, criticised the Marxist commitment to conceptualise class relations in
advanced capitalist societies as strictly polarised. According to him, the classical
analysis based on the polarised class structure between the bourgeoisie and the
proletariat was not adequate in defining the concept of middle class in a situation where,
‘the concrete class structures of contemporary advanced capitalist societies looked
anything but polarised’'>*. At this point however, there are different approaches in

defining and ‘classifying’ middle classes.

3.1. Class and Social Boundaries in Istanbul

Taste classifies, and it classifies the classifier. Social subjects, classified by
their classifications, distinguish themselves by the distinctions they make,
between the beautiful and the ugly, the distinguished and the vulgar, in which
their position in the objective classifications is expressed or betrayed.'>

A vital factor in today’s transformations of the urban landscape is the consolidating
new middle class which is growing day by day and supported by government policies. This
disparate group of private entrepreneurs, upper level government employees, and
professionals in private or public enterprises is in many ways still unformatted and hard to

define. Nonetheless, it appears to increasingly shape its status around a new set of collective

*Wright, Erik Olin (1989) ‘A general Framework for the Analysis of Class Structure’,in E. O. Wright (ed.)
The Debate on Classes, Verso: London.1989:3.

155 Bourdieu, Pierre.Distinction: A Social Critique of the Judgement of Taste, Harvard University Press,
Cambridge & Massachusetts, 1984.

54



interests, especially their modes of consumption and privileged access to resources.
Housing takes a key role in this class structuration process.

At the turn of the 1980s, Turkish economy that entered a period of integration into
the world economy which has been faced with the rapid and unforeseeable transformation
that brought fragmentation of identities and blurred the boundaries of social lives. Studies
have been held by popular writers like Can Kozanoglu (Cilali Imaj Devri) and Nurdan
Girbilek (Vitrinde Yasamak) and media studies. 1980s liberalisation and privatisation
politics accompanied by conscious and determined effects of creation of new forms of
lifestyles and elites have been other sources of interest among the scholars. '*° Until recently,
urban stratification or ‘middle-class’ issues surprisingly was unable to find a place in the
field"*”. This might have been given priority to other dichotomies such as rural/urban split
which were seen more influential and effective. However, the effects of liberalization
policies resulted in fragmentation and polarization within the ‘middle class’. Recent
economic changes have an effect to lower some occupational groups’ class position as
middle class and have an effect to equate them with the working class positions. While
public sector functionaries were worsening-off, some employees of multinational firms
were getting better off."*® The newly emerged sites highly protected and affluent lifestyles
were becoming ever more visible in the city space. Ayata’s works are good example of
attempts for understanding the economic and cultural supportings of the new-form of middle

class identity'”

. Formation of wealthy enclaves can be defined as new trend affecting
urban morphology as a whole.

A study on the everyday life of modern Turkey, in the Fragments of Culture has
proclaimed that the Turkish society is now exercising a social differentiation based on
new axes which are hard to explain by the conventional instruments as such rural/urban,

traditional/modern. As Kandiyoti claims;

13¢ Rifat Bali’s book Tarz-1 Hayat'tan Lifestyle’a: Yeni seckinler, Yeni Mekanlar, Yeni Yasamlar, by
reading the newspapers and the editorials published in media, the newly emerged lifestyle in Turkey can
be very well observed.

137 Kandiyoti, Deniz & Sektenber, Ayse. Fragments of Culture, LB. Tauris & Co Publishers: London-New
York.2002.

Kalaycioglu, S., Kardam, F., Tiiziin, S. and Ulusoy, M. ‘Tiirkiye i¢in bir sosyoekonomik statii 6lgiitii gelistirme
yoniinde yaklasim ve denemeler’, Toplum ve Hekim, Vol.13, No.2., 1998: 126-137.

18 Kandiyoti, Deniz & Sektenber, Ayse. Ibid..2002:5

13 Ayata, Sencer . “The New Middle Class and Joys of Suburbia’, in Deniz Kandiyoti, & Ayse Saktanber (eds)
Fragments of Culture, I.B. Tauris & Co Publishers: London-New York.2002.

55



There is little doubt that class cultures in Turkey are increasingly being
shaped and redefined through the medium of consumption. Although we
may concur with Miller (1995) that movement of consumption to centre-
stage is part of a global phenomenon, the specific meanings with which
different consumption habits and styles are invested, and the way these define
social identities, can only be captured through detailed ethnographies.'®

3.2. Transformation of Middle Class and the New Upper- Middle
Class in the World

E. P. Thompson'® and Anthony Giddens pointed to the importance of
community, family, and consumption as domains of class formation besides the sphere

' Douglas and Isherwood'®, and more recently Miller

of production. '** Bourdieu
showed the interconnection of consumption, identity, lifestyle, and social stratification,
processes. ' Drawing on their scholarship, we have to examine practices of
consumption in the context of class formation processes. Moreover, residential
differentiation in Turkey has been explained by economic and political factors.

The emergence of new middle-class neighborhoods is characterised by capital, a
high level of connectedness to global networks, and a strong sense of identity based on
aesthetics and taste. Such neighbourhoods are typically associated with the inner areas
of ‘metropolitan’ centres and, according to Bourdieu, are manifestations of ‘milieux’ in
which residents increasingly use taste as a basis for the ascription and enjoyment of
status by way of contrast to residents in neighbourhoods in ‘suburban’, ‘provincial’, and
‘small-town’ settings where status continues to derive primarily from occupation and/or
the ownership of key consumer products.

In Bourdieu’s analysis, class is fundamental to his argument concerning
objective conditions. His analysis of class, however, does not depend upon objective
economic or indeed even political criteria alone for its foundation, but rather upon a

broad-ranging account of class practices including tastes in food, clothing and body

10 K andiyoti, Deniz Fragments of Culture, I.B. Tauris & Co Publishers: London-New York.2002:7.
!I'E. P. Thompson full reference!!!!1964.
'2 Giddens, Anthony. The Class Structure of the Advanced Societies. London : Hutchinson. 1973
163 Bourdieu, Pierre.Distinction: A Social Critique of the Judgement of Taste, Harvard University Press,
Cambridge & Massachusetts, 1984.
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dispositions, housing styles, and forms of social choice in everyday life, as well as the
more familiar categories of economy and polity.'

As Bourdieu argues, class exists if and when there exist agents who can say that
they are the class. In other words, he claims that there is the possibility of being a class
when the people who thereby recognize themselves as members of the class or nation or
any other social reality that a realist construction of the world can be invented and
imposed upon.'®” For Bourdieu, it is not really a class, not an actual class, in the sense
of being a group, a group mobilized for struggle; at most one could say that it is a

probable class, in so far as it is a set of agents'°®.Bourdieu states that:

Classes are sets of agents who occupy similar positions and who, being
placed in similar conditions and subjected to similar conditionings, have
every likelihood of having similar dispositions and interest and therefore of
producing similar practices and adopting similar stances. (However) This
‘class on paper’ has the theoretical existence which is that of theories... It is
not really a class, an actual class, in the sense of a group mobilized for
struggle; at most it might be called a probable class, inasmuch as it is a set of

agents which will present fewer hindrances to efforts at mobilization than any

other set of agents'®.

In Distinction, Bourdieu shows how the logic of class struggle extends to the
realm of taste and lifestyle, and that symbolic classification is key to the reproduction of
class privileges: dominant groups define their own culture and ways of being as
superior. Through the incorporation of “habitus' or cultural dispositions, cultural
practices have inescapable and unconscious classificatory effects that shape social
positions.'”°

According to David Swartz, Bourdieu argues that in stressing the centrality of
economic structures in social life, Marxism reproduces the classical
subjectivism/objectivism dualism by restricting the notion of interest to the material
aspects of social life. This same dualism undergirds the Marxist distinction between

infrastructure and superstructure, which Bourdieu rejects by broadening the idea of
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economic interest to include symbolic or non-material pursuits as well as material ones.
171

Consumption functions as a means to strenghten symbolic boundaries in today’s
world. The lifestyle packages that surround us today, however, do not offer much
variety when it comes to the choices presented us. The available choices direct us to
consume in order not to fall short of the level of the particular lifestyle to which we
belong so that we do not get left behind. The particular package we choose directs us to
the community to which we desire to belong. Thus we can establish a distinction
between our own and other communities and lifestyles. As Jenkins points out, these
boundaries mark both the inside and the outside of a community, which is also why
social boundaries play such an important role in the creation of inequality and the
exercise of power.'’?

Place can be used as another means to mark social distinction and symbolic
boundaries. According to Giddens and Jenkins, we have lost our social maps, and so we
are looking for new maps to our social landscapes. In this inauspicious, unreliable
environment, as Massey states, ‘in the middle of all this flux, one desperately needs a
bit of peace and quite and ‘place’ is posed as a source of stability and an unproblematic
identity’. '

Another aspect of the structural change is the shifting importance of
consumption in terms of social restructuring which has also occurred since the late
1970s. In its turn, social restructuring has been related to the economic and eventually
spatial restructuring. The first was the development of the differentiated markets through
which diverse and wide-ranging goods and services have been available to those who
could afford them. Producers have begun to explore the realms of differentiated tastes and
aesthetics preferences upon the quest which were not so necessarily available under the
Fordist accumulation through mass production'”.

The distinct forms in the consumption structure have had a feedback effect on the
production and thereby work organization and the types of jobs being created. The middle

and high-income groups have inclined towards the accumulation/consumption of luxury
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goods in the name of status enhancement. In so doing, they have re-emphasized the
production and consumption of, borrowing Pierre Bourdieu’s phrase, ‘symbolic capital’
which function as many codes and symbols of social distinction'””. This is not a new
phenomenon, it is one of the characteristics of capitalism, and it has become more
significant since the 1970s. Symbolic capital can be captured through the production or
acquisition of built environment. The very effect of this process is the spatial and social
segregation within cities of the affluent from ‘others’ who are unable to obtain symbolic
capital. The other effect is the ‘acquisition of greater power in urban politics’ by the affluent
because of ‘their privileged position in an urban economy increasingly based on
consumption priorities’' .

Still the other aspect of structural change is the sharp increase of professional,
managerial, administrative, technical, and service, especially in the producer service
sector finance, insurance, real estate has been observed. ]77, As a result, the newly grown
multinational enterprises and financial institutions are being run by a new class of global
executives and professionals. Global homogenization combined with individual and local
group claims of difference have had a considerable impact on the social transformation'”®.

The increase of higher income population has generated a demand for goods and
services that are not mass-produced or sold, or common to everybody through mass
outlets. The increasing capacity of disposable income have encouraged the new middle
class with a large number of people to seek out diversity of leisure activities for the sake of
newness. Customized production, specialties, exclusiveness, fine food have been
produced by labour intensive methods and sold through small, special, full-service outlets
which are different from those characterizing the large department stores and
supermarkets' . So, the diversity of affluence has been combined with the diversity of
cultural differentiation. The new managerial-administrative-technocratic-political elite have

created their own exclusive spaces to live, work, learn, shop, play, pray, and die, isolated
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and removed themselves from the city at large ‘as the bourgeoisie quarters of the industrial

- o180
society’

. They have created their own life-style, which is defined simply by David
Chaney'' as *...the patterns of action that differentiate people’.

The new middle class contains a large number of individuals who have not
generally inherited wealth or own business, most have experienced higher education.
They generally provide the administrative apparatus for their business or organization.
They hold specialized knowledge and management know-how; they are highly paid,
and enjoy the privileges of their job. They are employed by capital for the purposes of
managing, controlling or administering the working class. The new middle class also
includes those engaged in producer services, and who are highly-paid in law, banking,
insurance, business services, accounting, engineering, advertising, etc. These groups,
combined with relatively affluent households, have proposed a new concept of
residence associated with similar life-style was based upon the idea of total security and
isolation against the disorder, dust, noise, crowds of the city, implicitly upon the
discourse of violence and fear of crime'®”. In many cities of the world, they prefer to
live in exclusive, fortified, separated settlements where they can be with the people
similar to themselves in terms of social status. In Teresa Caldeira’s words “fortified
enclaves are privatized, enclosed, and monitored spaces for residence, consumption,

n 183

leisure, and work In other words, social distance as well as economic distance

184
Then, underclasses have

between lives of haves and have-notshas tended to increase.
come to be regarded as a threat by residents of other urban areas. Thus, the spatial
segregation of poor and rich residential areas was added to the social differentiation of
the city in turn. “The dual city’ metaphor has become a popular means of describing this
urban spatial change and the increasing discrepancy between rich and the poor, or more
relevantly between affluent and socially excluded'®. In many American studies, the dual
city has been interpreted primarily in terms of impoverished inner city, and the affluent

middle class, located in suburban areas.
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3.3. Fashion, Taste and Lifestyle

‘Our pride is more offended by attacks on our tastes than on our opinions’.

La Rochefoucauld, Maxims."®

LIFESTYLE EDITOR: City LifeManchester’s fortnightly what’s on magazine is looking
for...Applicants must have a sharp sense of style with catholic tastes in food, drink, music, books
,entertainment, and a demonstrable interest in fashion’.

Advertisement in Guardian, 25/09/1995'%

Fashion, taste and lifestyle are the three dominant concepts used in debates on
class. For Gronow, fashion offers a socially valid standard of taste, which is based
solely upon the preferences of the individual and choices of the members of the
‘community of tastes’.'™ We can evaluate the process of consumption within this
context in so far as we maintain that while consuming goods, people both express their

139 This collective taste

own aesthetic preferences and share a collective taste with others.
is particularly important as a symbol of community connection and an element that also
feeds the necessity felt by the individual for social distinction. In this way, it serves to
sharpen symbolic boundaries.

Taste always refers to the preferences and choices of an individual and is totally
private by its very nature. Everyone is supposed to choose what feels good. At the same
time, the ideal of good taste is meant to be beyond the individual and socially binding. It
offers a universal standard, potentially applicable to all members of a society. It is an
ideal which everyone is supposed to follow. Furthermore, it is a standard which is
socially communicable even though it can never be conceptually determined. As
Simmel has shown, fashion is something which is in a state of perpetual change, but at
the same time it offers an objective standard which cannot be neglected by consumers
even if they so wish.'*’

According to Jukka, Simmel does not explicitly discuss the relationship between
style and fashion. Nevertheless, he obviously takes up the matters of style and fashion
as he grapples with how to bridge the gap between something, which on the one hand is

totally individual or private, and on the other universal and general."”’ What makes
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Simmel’s discussion of style interesting is the fact that he draws a direct parallel
between the style of objects of use and lifestyle. Indeed, Simmel’s concept of style is
directly related to objects of consumption. Simmel’s suggestion that there exists in
modern society a necessity of a ‘stylized lifestyle’ can equally be seen as a further
development of the same idea concerning the role played by the various objects of
consumption in the life of a modern person. The development of a stylized lifestyle can
be seen as a concrete response to the modern person’s problems caused by the
increasing fragmentation of modern society.'”” It may even be a way of searching for a
form in a world, which has theretofore lacked form. Fashion and style correspond to the
‘rhythm’ dictated by modern material culture.

The term 'lifestyle', brought by Weber becomes a key conceptual element in a
multi-dimensional model of the social strata which challenges the economically
determined model put forward by Marx. '”> As Reimer observes according to Weber:
'Society is not only stratified economically; it is also stratified according to status and

v194. For

the way that status is most clearly expressed is via different groups' lifestyles
Weber, the cultural sphere of society needs to be understood as both the product of
economic factors and the processes engaged in by social actors as a means of marking
themselves out as belonging to a particular status group. According to Weber, such
processes involve the creative appropriation of particular services and goods made
available through the burgeoning consumer industries of the late nineteenth and early
twentieth centuries. Thus, in opposition to Marx, Weber suggests that notions of status
and of belonging go beyond issues of class, encompassing issues of 'good taste' and the

latter's visual articulation through, for example, fashion and leisure preferences. Thus,

as Inglis and Hughson observe,

Weber denied what he took to be Marx's contention that membership of a class
is the primary way an individual in a class-based society would think about
themselves. There are other culturally mediated identities people may have such
as the pride in being a member of a particular group such as a sports
club.Sports club membership and the feelings it provokes will be related to

class issues (e.g. most of the members will be middle class) but this is an
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indirect reationship and it is possibly of other identities being more crucial

than class membership that Marx does not allow for.'”®

Similarly, Simmel worked on contemporary lifestyle theory. Simmel was
primarily concerned with ‘the fragmentation and diversity of modern life’ as this

manifested itself in the urban spaces of the late nineteenth- and early twentieth-century

city'”°.For Simmel, it was the act of consumption which provided one of the key

elements in the construction of such urban identities. His essay on metropolitan life is
often read as providing another version of the loss of community thesis. ' This aspect

of Simmel's work is examined by Chaney who suggests that:

... (for Simmel) the metropolis is mediated through symbolism- it is a life-
world in which symbols mutually refer in ever more complex layers of
association and in which the play of meanings can only be understood
reflexively and as a constant process of innovation. The increasingly
differentiated world of goods of modernity is not a simple process of
enrichment, but neither is it straightforward alienation. The cultural terrain of
the metropolis simultaneously offers new potentials (or individuals to enhance

their subjectivity'*®.

Following its initial application in the work of, respectively, Weber, Simmel and
Veblen, the concept of lifestyle became unfashionable in sociology for a number of
years during which time it was more readily associated with market research'””. During
the early 1990s, however, lifestyle was reintroduced through the work of contemporary

social and cultural theorists such as Bourdieuzoo, Featherstonezm, Shieldszoz, Reimer’”

204 |S205

and Chaney”". Bourdieu celebrated study Distinction develops the ideas of Weber,
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Simmel and Veblen through its conceptualisation of lifestyle as a reflection of social
status. Bourdieu argues that the lifestyle practices done by individuals announce about
their level of wealth, achievement and status in society. According to Bourdieu, even
though lifestyles appear to be autonomously constructed and reflexively articulated
forms of cultural practice, they remain inextricably bound up with the experience of
class, a social process which Bourdieu refers to as ‘habitus’. For Bourdieu, ‘habitus’ is
indelibly stamped on the identity of the individual to the extent that there is a direct link
between a person's habitus and ‘cultural capital’, a primary resource through which
lifestyles are constructed.

According to Bourdieu, in the context of late capitalist consumer-based society,
the fact of class itself becomes a mediation, something that is learned and understood
through particular forms of consumption practice in relation to a particular array of
goods and services. It follows then, according to Bourdieu's interpretation, that such
experiences of class remain with the individual, continuing to shape their identity even
as they become more socially mobile.

Subsequent work has challenged Bourdieu's interpretation of lifestyle as the
subconscious practice and articulation of rigidly established class-based sensibilities.
According to Chaney, Bourdieu's insistence on the structuring role of class amounts to a
crude negation of the reflexive and oppositional qualities that late modern consumerist

practices have introduced into the cultural sphere of the everyday. Thus, argues Chaney:

To assume that objectifications are only displays of a lesser or greater mastery
of cultural codes is to presume that there is a pre-existing and unchanging
hierarchy of codes- or perhaps more accurately. it is to presume that culture is
an inescapable environment which envelops social action in the way that
social structures envelop individual experience. 2%

In Chaney's view, the significance of lifestyle lies precisely in its illustration of
the weakening hold of class and attendant forms of structured experience on the
individual within the context of late capitalist consumer-based society. Chaney regards
lifestyles as demonstrative of the increasing reflexivity exhibited by individuals in both
the practice and negotiation of everyday life. The possibilities offered by late modern

consumerism for individuals to negotiate the constraints of class and associated forms

5 Bourdiue, Pierre. Distinction- A Social Critique of the Judgement of Taste, Harvard University Press,
Massachusetts, 1984.
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of structured inequality, notably gender and race are the main important issues. Key to
Chaney's interpretation of lifestyle is his distinction between lifestyles and ways of life.
Thus argues Chaney, lifestyles are 'creative projects’ which rely on 'displays of
consumer competence', while ways of life are 'typically associated with a more or less
stable community and displayed in features such as shared norms, rituals, patterns of
social order and probably a distinctive dialect™’.

In Distinction, Bourdieu criticizes Kant’s understanding of aesthetics as a pure
category, in which cultural goods can be evaluated aesthetically without making any
reference to other things outside of itself. Bourdieu discusses that aesthetics is learned
and this learning happens mostly at school. Therefore, appreciation of art is not a
characteristic that one carries from birth, but rather is produced through a process of
learning within the educational system. However, it should be stressed that this learning
cannot take place in every school and it is relevant for upper and some middle class
families. The opinion that there is an innate taste before socialization or education leads
to the belief that a qualified nature exists for some individuals. Thus, individuals who
have cultural capital consider their ‘distinction’ as natural. ‘...The real ‘masters of the
judgement of taste’ can appear to rise above the dictates of culture, although they
operate within them all the time.”*”® The individuals belonging to the privileged classes
take the difference between lower classes and themselves not emerging as a result of
educational system but as rooted in the difference between natures, 'one nature naturally
cultivated, another nature naturally natural’.

Bourdieu introduces a model for cultural tastes that at the top, there is the
legitimate taste, then middle-brow taste and at the bottom is the popular taste’®. The
levels in this model correspond to different educational levels and social classes.
Popular taste mostly belongs to the working class and the sense of aesthetic here is a
dominated one, identifying itself with reference to the dominant aesthetic. The working
class cannot choose the goods that require an aesthetic judgement with precisely an
aesthetic point of view: they should in many cases make the choices out of necessity.
Contrary to it, choices of privileged classes are far from necessity and their relation to
the world is a relation of confidence. They have a sense of distinction. The petite

bourgeoisie stands between the two levels. They try to distance themselves from the
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working class but they do not have the necessary education in order to be able to apply
the legitimate taste. In addition to it ‘...and perhaps more important, they lack ‘ease or
cultivated naturalness’, the familial habitus which enables the upper classes to disguise
what they have learned as what they are born with.” *'°.

As Bourdieu emphasizes in Distinction, ...taste is the basis of all that one has-
people and things- and all that one is for others, whereby one classifies oneself and is

classified by others.”*"!

. Hence, taste is a central element of social identity. Taste, as the
sense of principle lying beneath the choices, displays itself through tastes, the selection
made among practices and properties.

In order for there to be tastes, there have to be goods that are classified, as being
in ‘good’ or ‘bad’ taste, ‘distinguished’ and ‘vulgar’ —classified and thereby classifying,
hierarchized and hierarchizing- and people endowed with principles of classification,
tastes, that enable them to identify, among those goods, those that suit them, that are ‘to
their taste’ *'2.

Hence, tastes are defined as characteristics and exercises of individuals or
groups, and they emerge as a result of the encounter between goods and a taste. ‘... To
discover something to one’s taste is to discover oneself, to discover what one wants...,
what one had to say and didn’t know how to say and, consequently, didn’t know.”*"?

Bourdieu looks at the concept of life style in relation to class:..."Lifestyle allows
for the possibility of changing class formations and distinctive differences between class

fractions.”*™*

It is not an easy practice to find out the common properties that form a
class life style as there are too many diverse practices. In order to understand the
structure of class life styles, Bourdieu first looks at the objective classes, which refer to
the people who have common or alike living conditions and, as a result of it, alike
habituses. In constructing the objective classes, Bourdieu takes occupation as an
indicator of social class. He, then, also looks at the economic capital (indicated by home
and car ownership, income, etc.) and cultural capital (indicated by reading newspaper,
going to theater, listening to classical music, etc.). Symbolic capital is also taken into

consideration as a form of ‘credit’. “When one knows that symbolic capital is credit...a

kind of advance, a credence, that only the group’s belief can grant those who give it the
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best symbolic and material guarantees, it can be seen that the exhibition of symbolic

capital...is one of the mechanisms which...make capital go to capital.”*"”

3.3.1. The Aestheticisation of Commodities and Everyday Life

It was Marx who first drew attention to commodification as an ever-increasing
internal dimension of capitalism and as ‘a process whereby more and more human
activities come to have a monetary value and effectively become goods to be bought

. 216
and sold in a market’”".

Contrary to his forecast, capitalism did not end and
commodification is ever more pervasive as capitalism seems to be ever more able to
‘recreate’ or redefine reality in order to generate new areas where commodification can
be deployed. According to Thrift ‘the process of commodification has reached into
every nook and cranny of modern life,” as “practically every human activity in Western
countries either relies on or has certain commodities associated with it.” Also
‘increasingly, the process of commodification has also taken hold in non-Western
societies.” *!'’, Fundamental to the increasing expansion and pervasiveness of that
process is the additional increase in the aestheticization of commodities. This process is
generally intended to make commodities ever more attractive. Furthermore, it may be
broadly depicted as the outcome of industry attempting to influence consumer ‘needs’
or ‘create desire’ for (new) commodities. *'®

21 termed it, are

The theme of aestheticization everyday life, as Featherstone
particularly appreciated by contemporary theories of postmodern culture, but also attract
the attention of a wider and much more diversified audience. Postmodern culture
theories have brought to the fore the general idea that the aestheticization of everyday
life is a decisive feature of contemporary times and a sign of deep structural cultural

change. This general assertion has generated differing reactions ranging from outright

opposition to critical acceptance of certain aspects. Lash and Urry, are the two main
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proponents of the thesis identifying a contemporary increase in commodity
aestheticization. **° According to these authors goods have an ‘increasing component of

sign value or image’ or ‘aesthetic content’!

. They define how the ‘aestheticization of
material objects can take place either in the production or in the circulation and
consumption of such goods.” In the case of production, they stress that ‘the design
component comprises an increasing component of the value of goods’ and that
comparatively ‘the specific labour process is becoming less important in its contribution
to value-added.” In the case of circulation, goods ‘take on the properties of sign-value
through the process of ‘branding’, in which marketers and advertisers attach images to
goods.’ In consumption, that process ‘occurs through the complicity’ of consumers.

While one should not take commodity aestheticization as an absolutely new
process, but rather as a phenomenon that is (precisely) ‘increasing’, one should be
cautious when examining the widely shared contemporary theoretical belief that it is
proof of the increasing ‘culturalization of the economy’, as it tends to devalue and even
dismiss the economic dimension of that process and its respective practices’>>. That
claim is usually also accompanied by the symmetrical assertion of an increasing
‘economization of culture’. Both pertain to the same theoretical position, exemplarily
set out by Jameson®> and, precisely, by Lash and Urry in their thesis of a contemporary
‘collapse’, ‘eclipse of distinction’ or ‘blurring of boundaries’ between the cultural and
the economic or between culture and economy. ***

Another aspect that deserves particular attention, as it has important theoretical
implications, is the way the concepts more frequently used to represent the very idea of
aestheticization (of commodities) are usually theorized. That is the particular case of the
concepts of ‘sign’, ‘sign-value’ and ‘simulation’, basically associated with the work of
Jean Baudrillard®”. Such concepts are widely accepted, especially within postmodern

theory. Moreover, it is not always explicitly acknowledged that Baudrillard’s works and

his theorising of those concepts have undergone an important change over time. That

20 Lash, Scott and Urry, John. Economies of Signs and Space, London and Newburry Park, CA: Sage,
1994.

2! Lash, Scott and Urry, John. ibid. 1994.

22Glater, Don. Capturing markets from the economists. In P. du Gay, & M. Pryke (Eds.), Cultural
economy. Sage: London. 2002: 67-68

233 Jameson,Frederick. Postmodernism or the cultural logic of late capitalism. Durham: Duke University
Press.1991.

2% Lash, Scott and Urry, John. Economies of Signs and Space, London and Newburry Park, CA: Sage,
1994.(1972)

223 Baudrillard, Jean. For a Critique of the Political Economy of the Sign. St. Louis: Telos Press. 1981.
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situation specifically happens in the case of Lash and Urry and their theorising of
commodity aestheticization. **° Although these authors show some theoretical
divergence from Baudrillard, they generally seem to adhere to his theorising of the
mentioned concepts. Since the 1960s Baudrillard has developed a theory that focuses on
the importance of signs to the interpretation of commodities and consumption before
soon reaching the systematization of a full ‘critique of the political economy of the
sign’**’. In this part of his work, Baudrillard delineated a very powerful critique of the
Marxian concept of use-value, and more generally of political economy’s naturalist
mythology’ of ‘needs’.

In his critique, Baudrillard basically failed to account for any possible alternative
theorizing of commodity ‘use’ other than that set down in Marxist theory and more
generally in political economy. He totally dismissed object ‘use’, ‘functionality’ and
‘utility’, and thus use-value, as the ‘alibi’ or the ‘ideological caution of exchange-value
and sign-value’®®. He further clearly exaggerated the role of signs in theorising
commodities and consumption in claiming that ‘the object-sign is the object of

*22 Following a semiotic inspiration and ‘methodology’, he took signs or

consumption
objects-signs (and therefore sign-values) as organized into cultural codes of social
difference and thus as self-referential and unmotivated or conventional- they strictly
relate to each other under the same code structure and rules. He conceived these cultural

codes as socially produced and envisaged their ‘monopoly’**

and manipulation by
individuals as being decisive to social dominance. Through those concepts he
introduced evidence of the ‘distinctive function of objects’ in consumption or ‘social
discrimination,” which he clearly connected to both the class structure and the system of
production.

The first works of Baudrillard pertain to a long and important sociological
tradition that is exemplarily represented by Veblen, Weber, Elias and Bourdieu. All
made brilliant contributions to the theorizing of how the ‘differential practice of the

5231

objects is fundamental to the display of class or social appurtenance and more

generally to playing the social distinction game. But, if in his first works Baudrillard did

2% Lash, Scott and Urry, John. Economies of Signs and Space, London and Newburry Park, CA: Sage,
1994.

227 Baudrillard, ibid.1981(1972)

2%Baudrillard, Jean. For a Critique of the Political Economy of the Sign. St. Louis: Telos Press.
1981:11,170.

229 Baudrillard, Jean. For a Critique of the Political Economy of the Sign. St. Louis: Telos Press. 1981: 61.
> Baudrillard, Jean. bid. 1981: 130.

! Baudrillard, Jean. Ibid. 1981: 25
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in fact concern himself with relating commodities and consumption to social structure
and production, he later came (in the late 1970s) to change his approach and adopt a
radical social ‘disembedded and even ‘nihilistic’ version. He pushed the logic of his
theorizing ‘to draw attention to the overload of information provided by the media’***.
As Ritzer and Goodman note, for Baudrillard contemporary society is ‘dominated no
longer by production, but rather by the ‘media, cybernetic models and steering systems,
computers, information processing, entertainment and knowledge industries, and so
forth’**?.” In this way, Ritzer and Goodman®* conclude regarding Baudrillard’s view
that ‘it could be said that we have moved from a society dominated by the mode of
production to one controlled by the code of production,” and that ‘the objective has
shifted from exploitation and profit to domination by signs and the systems that produce
them.’

Baudrillard came to assert that signs are no longer about representation, but
about simulacra and simulation which means it is impossible for them to find their way

3 Thus, he may announce™ that ‘the era of hyperreality now begins’ and

into reality
that ‘we are no longer a part of the drama of alienation: we live in the ecstasy of
communication.’. Only his later works detail an odd form of culturalism and one where
signs are floating imperial entities ‘which cannot be ultimately stabilized, or

5237

hierarchized into a system which correlates to fixed social divisions’”’. The main

theoretical consequence of accepting this vision is to credit ‘the irrelevance of social
divisions and ultimately the end of the social as a significant referent point’>*®.
Following these critical considerations, it should be noted that commodity
aestheticization is not a ‘simple’ case of ‘attaching’ signs to goods. That process is
supported by a set of practices that are associated to the work of ‘cultural intermediary
occupations’ (marketing, design, and advertising). Those practices are simultaneously

about market research and the definition, shaping and presentation of products in ways

they become attractive and commercially competitive. Design work basically takes

32 Featherstone, Mike. Postmodernism and the aestheticization of everyday life. In: S. Lash & J.
Friedman (Eds.), Modernity and identity (pp. 265-290). Oxford: Blackwell.1992: 271.

23 Ritzer, George &, Goodman, D. J. Sociological Theory. New York: McGraw-Hill. 2003:607

24 Ritzer, George &, Goodman, D. J. ibid. 2003:608.

235 Baudrillard, Jean. Simulacred et Simulation; Galilee, 1981 - Simiilakrlar ve Simiilasyon, Dogu Bati
Yaynlari, 2003.

%Baudrillard, Jean. The ecstasy of communication. In: C. Jencks (Ed.), The post-modern reader.
Academy Editions: London. 1992: 152—154.

27 Featherstone, Mike. Lifestyle and consumer culture. Theory, Culture & Society, 1, 1987: 55-70.

238 Featherstone, Mike. ibid. 1987: 55-56.

70



place in production and is dependent on prior market research and product definition,

which are basically the task of marketers. According to Slater”’

that definition implies
other important definitions: ‘each possible choice of product definition is
simultaneously a choice of consumption relations (different culturally defined product
characteristics, uses and consumers) and a choice of competitors (goods which are
perceived as similar or different).” Advertising and the symbolical ‘engineering’ of
product presentation, through the use of repertoires and clusters of meanings and
aesthetic imagery, are integral parts of that definition work.

Commodity aestheticization is certainly more important at present than it was in
the past. Differing reasons account for this. One is certainly that of changing markets
and, ultimately, of changing society. In fact, the basic limits, along with the very
opportunities to intervene in markets, are set by society itself as markets are socially
constructed, institutionalized and embedded. Society is defined in its widest sense to
include culture, social structure, economy, space, and politics, that in any specific socio-
spatial-historical context constructs markets and sets the basic conditions on the
operation, strategies and specific practices of agents. This perspective is particularly
clear when looking at gated communities and at the way their aestheticization as
commodities is related to the specific social context of their burgeoning.

Images, information and products provided by the media and cultural industries
become resources for use by individuals in the negotiation of the everyday, a process
that involves the construction and articulation of reflexive identities and the carving out
of habitable spaces. As such, it becomes possible to perceive of the everyday as an
aestheticised space, that is to say, a site upon which individually derived lifestyle
projects are articulated, and become collective strategies**. Thus, as Chaney observes,
lifestyles may be regarded as ‘aesthetic projects - in their practice particular ways of
understanding actors, their possibilities and their inter-relationships are
recommended’**'.

Lurry supports the contention of lifestyle theorists such as Chaney and

242

Featherstone™ that, in contemporary society, social boundaries can no longer be

regarded as rigidly credited - along lines of class, gender or race; rather social

2Glater, Don. Capturing markets from the economists. In P. du Gay, & M. Pryke (Eds.), Cultural
economy. Sage: London. 2002: 67-68
0 Eeatherstone, Mike. Consumer Culture and Postmodernism. London: Sage, 1991.
! Chaney, David. Lifestyles, Routledge: London and New York 1996:147.
22 Featherstone, Mike. ibid.1991.
Chaney, David. Lifestyles, Routledge: London and New York 1996:147.
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boundaries are reflexively drawn by groups whose collective identities are derived
through common values.

In his analysis of ‘consumer culture and postmodernism’, Mike Featherstone
highlights a visible and tangible aesthetization of everyday life. Aestheticization seems
to be the central development within the postmodern formation of contemporary
societies. ** Closely linked with Baudrillard’s idea that reality is transformed into
images®** and the postulate of a loss of sense of history and a fragmentation of time into
a series of ongoing presents®”. Featherstone defines the postmodern experience as an
‘intensification of image production in the media and consumer culture in general’>*.
Aesthetization of everyday life can be distinguished in two main forms: First, borders
between art and everyday life are erased; Second life itself is turned into a work of art.
This kind of art is mainly expressed through aesthetic consumerism: ‘This dual focus on
a life of aesthetic consumption and the need Featherstone originally distinguishes a third
form of expression: the primate of visuality, that manifests in the ‘rapid flow of signs
and images which saturate the fabric of every day life in contemporary society’ **’.

For Baudrillard, postmodernism is an aesthetic simulation that emerged from the
dislimitation of reality and image. As he adds, ‘Today it is quotidian reality in its
entirety -political, social, historical and economic -that from now on incorporates the
simulating dimension of hyperrealism. We live everywhere already in an aesthetic

hallucination of reality’248.

This logic of consumer society originates in the
restructuration of production and productive forces that do not only shape economic

relations but social relations as a whole.

http://www.allacademic.com//meta/p_mla_apa_research_citation/2/4/6/1/5/pages246153/p2461532.php
% Baudrillard,Jean. Simulations. New York: Semiotext(e). 1983.

**> Jameson, Frederick. Postmodernism, or the Cultural Logic of Late Capitalism. In: New Left Review
146. 1984:53-92.

%8 Featherstone,Mike. Ibid. 1991:65.

47 Featherstone,Mike. Consumer Culture and Postmodernism. London: Sage, 1991:67.

%8 Baudrillard, Jean. Simulations. New York: Semiotext(e). 1983:148.
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CHAPTER 4

GATED COMMUNITIES AND THEIR DEVELOPMENT
PROCESS IN TURKEY

In this chapter, the gated community experience, a contemporary ‘trend’ of
urbanisation, will be analysed within the historical context of Turkish urbanisation. A
special emphasis will be made to the post-1980 period when the class polarisation in the
country has increased considerably and major Turkish cities have undergone a serious
spatial differentiation process. In this era, the early examples of ‘prestige’ and

‘lifestyle’*

gated communities have sprung in Istanbul, which has become the part of
global markets.

Actually, the first instances of exclusive residential communities in Turkey
appeared in the 1970s. Although sife life is in the agenda of Turkish urbanisation since
mid-70s, after 90s it has become a more widespread practice among the middle classes.
Holiday villages-Site- for the Turkish elite were built in rapid succession along the
Eagean and Mediterranean Coast. Turkey met with the phenomenon of gated
communities after 1980s by the formation of a new mass housing legislation. The first
gated communities have emerged in metropolises and then other big cities like Ankara,
Izmir, Bursa. Having experienced a serious earthquake in 17th August of 1999 that
exposed alarming to structural cracks in the cityscape and shattered some trust in high
rise apartments, pollution, urban noise level; very high population density, never-ending
traffic jams; some wealthy Istanbulians started to search for more permanent escapes

from the city, and more fortified spaces within the city. Luxury residential communities

249

The first definition of gated community was given by Edward J. Blakely and Mary G. Snyder’s (1997)
Fortress America which is a major empirical study of gated communities in United States. Blakely and
Snyder classified three different types of gated communities. They called them as ‘life-style’
communities, ‘prestige’ communities, and ‘security zone’ communities. The first two types, 'prestige' and
'lifestyle' communities, are built as master-planned developments and governed by either developers or
homeowners' associations. Prestige communities cater exclusively to upper-income groups and convey
status along with exclusivity. The emphasis is on image rather than on leisure time facilities. Their gates
denote distinction and prestige, and further provides a barrier of status. They are more like a product of
social differentiation Lifestyle communities cater to both upper- and middle-income groups and offer a
lifestyle choice in a socioeconomically homogeneous community. They are more like a club realm of
common interests.

For further information see, Blakely, Edward J. and Mary Gail Snyder. Fortress America: Gated
Communities in the United States. Virginia: Donnelday and Sons Co.1997:38-45.
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of different types were rapidly being planned and constructed in clusters around larger
developments of Istanbul. From condominiums to luxury villas, they all placed in a
wide greenery, different residential schemes offered exclusivity, material comforts and
symbolic distance from the city’s crowds, noises and pollution. Addressing luxurious
material demands, elite quested for social distinction, sentiments of fear, obsessions
with security, new communities promised safe and healthy homes, and same-minded
neighbours. Some promised ease and comfort of living, quiet and safe family
apartments at relatively affordable rates and a reasonable distance to the city, while
others emphasized luxurious lifestyles, guaranteed privacy, strict rules to maintain
residential peace and harmony, and advanced security technologies.

These prestige gated communities have been marketed to businessmen and
private sector managers as well as to the top names of the media and entertainment
sectors whose welfare has increased considerably since 1980s. Advertisements of these
communities have been appearing in ‘exclusive’ magazines such as decoration, antiques
and business, rather than the major newspapers. In the advertisement campaigns, it is
usually emphasised that purchasers of these homes will have famous businessmen,
artists, journalists and bureaucrats as their potential neighbours. *°. Gated communities
emerged in both inner and outer city; close to business districts, northbound (Gokturk-
Kemerburgaz, Zekeriyakdy-Demircikdy), southwest (Bahgesehir, Biiyiikcekmece) in
the European bank and near the second Bosphorus Bridge (Beykoz) and northbound
(Omerli) in the Asian bank (Colliers Rescoe, 2003). Basically, these areas are located in
northbound of Istanbul where large forests are located. Demand for new housing
projects in these new residential development areas are usually walled developments
with secured, featured with social amenities villa type houses. Due to lack of available
land by size, price and construction permit, housing demand in the city center does not
have a great increase, however, condominiums are examples of inner city gated

developments.

% In the advertisement campaigns, it is usually emphasised that purchasers of these homes will have
famous businessmen, artists, journalists and bureaucrats as their potential neighbours. This goal is
somehow realised since houses in these communities have been sold to the members of ‘crem de la crem
group’ (the bourgeoisie and the petty bourgeoisie) with considerably low prices and even sometimes
given for free ‘With the appearance of a new social class in this period, gated communities became a
marketing angle and another way to target specific submarkets for developers. Therefore, developers of
large-scale real estate investments produced their projects by taking this reality, the needs of this new
social class into consideration.” See further about ‘the appearance of the new social class after 80s’ in
Rifat Bali’s Tarz-1 Hayattan Life Style’a: Yeni Seckinler, Yeni Mekanlar, Yeni Yasamlar, iletigim,
Istanbul, 2002: 111-112.
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Figure 4.1. Aerial view of Acarkent-can easily be seen how located in the forests of Istanbul.
(Source: www.google.com, 2009)

In the fast scramble for land that followed in the 1990s, developers secured
considerable stretches of prime real estate at relative proximity to Istanbul. To cash in
on their investments, most developers opted for luxury housing and communities.
Istanbul’s forest surrounding emerged as a perfect location for luxury communities,
situated at a spatial and social distance to the city. From the beginning, distance from
the city was advertised as a guarantor for new communities’ safe and exclusive nature.

In her article; ‘The myth of ideal home’, Ayse Oncii *' lists these different ways
of contemporary ‘departure’ from the Istanbul city centre. The first group according to
Oncii is ‘The new suburban villages of Istanbul: The garden cities’. These single-home
suburban villages described above, whose prices are between $ 150.000-$ 500.000, are
usually purchased by corporate executives and top professionals in the upper ranges of
the middle strata. The second group is ‘The new high-rise suburbs of Istanbul: The site’.
Different from the garden cities, these new high-rise suburbs are residential areas of the
members of the broader segments of the middle class which range from managers and
upper civil servants to employees from public bureaucracies and quasi-public
organisations. The site developments are subsidised by the Mass Housing Fund (MHF)
and the developer companies are paid back by the MHF after the completion of the

! Oncii, Ayse. ‘The Myth of the ‘ideal home’ travels across cultural borders to istanbul’, Space, Culture
and Power: New Identities in Globalizing Cities, Londra, Zed Books. 1997: 64-67.

75



building. These high-rise, uniformly built suburbs are usually placed along the
expressways and are away from the city centre. Oncii argues that recent surveys show
that the residents of these sites share the dream of ‘an independent contemporary gated
community formation in Istanbul also demonstrates or rather is based on ideological and
socio-cultural polarisations. In contrast to the Kemer Country which is designed by an
American architecture company with all the settlement names in the community in
English, Beykoz Konaklari, another gated community along the Bosphorus, is based on
the Ottoman heritage. The houses which are built according to Ottoman architecture
style have Ottoman names. According to Kurtulug™? these two different examples
demonstrate the difference (or polarisation) within the upper class. On the one side there
are some members of the upper class who identify themselves with the western culture,
on the other hand there is another group who are usually from an Anatolian city -
making fortune in Istanbul - and identifying themselves with the Ottoman heritage and
representing a more conservative world view.

Cooperatives, Mass Housing Administration, Local Governments by the support
of Mass Housing Administration, Private Developers, TC Emlak Bank®>* can be listed
as the five main developers for gated communities in Turkey. Generally, these private
developers are both construction firms and real estate investment firms at the same time.
There is no clear distinction between developer, investor or constructor and most of
firms play all the roles.

The common characteristics of gated communities in Istanbul are listed by
Hatice Kurtulus®™. For her, these ‘welfare enclaves’ are usually situated along an
attractive geographical point such as forest, lake or the sea. They are away from lower
classes and masses, however can easily reached by the residents. They are guarded
security guards, walls, gate and electronic surveillance systems. They are designed by
prestigious design offices or architects and built up from top quality and aesthetic
construction material on a secure geographical spot. They have professionally designed
and administrated recreational spaces. They have rich socio-cultural facilities such as
sport facilities (some including tennis and golf), kindergartens, parks and sometimes
even a primary school or high school. They are usually marketed in such a way that the

members of lower classes are automatically eliminated.

22 Kurtulus, Hatice. Mekanda Billurlagan Kentsel Kimlikler. Dogu-Bati ,23, 2003: 92.
23 Oziiekren, Sule. 2000
% Hatice Kurtulus. Mekanda Billurlasan Kentsel Kimlikler. Dogu-Bati 23, 2003: 93.
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According to Ayfer Bartu, although concepts such as ‘multiplicity’, ‘variety’,
‘difference’ are frequently employed in marketing the ‘lifestyle’ in Kemer Country,

255
Bartu

, asserts that this enclave is indeed very exclusionary rather than promoting
multiplicity. With house prices between $300.000-$2.000.000, this suburb is only
available to the very affluent part of the society. Moreover, information brochures about
Kemer Country, continuously emphasise the possible threat of ‘invasion’ of ‘outsiders’.
In order to prevent any kind of intrusion, this community is guarded by advanced
security systems and security guards. Af ter evaluating the Kemer Country case, Bartu
concludes that, this community is an exclusionary settlement, and concepts such as;
‘multiplicity’, ‘variety’, ‘difference’ and a ‘new civil society’, which are employed by
marketers are only valid as slogans. Shortly, isolation, security and differentiation have
become symbols of prestige and a tool for a respectable status.

The new upper-middle class and petty bourgeois Istanbulites have been offered a
‘public’ space in these new communities where they would interact with people whose
cultural capital level is more or less the same with theirs. Although developers of gated
communities have aspired ‘homogenous’ milieus and promised such public sphere to
their clients, there has not been a close connection with Istanbulites’ economic and
cultural capitals. Neighbours who have paid the same amount of money and live next to
each other usually had different lifestyles and were from different class backgrounds **°.

Despite the general description given above about ‘prestige’ gated communities
which are marketed for the ‘crem de la crem’, most of the middle class members and the
lower-middle class do not have the chance to buy homes in such communities.
However, developers have been marketing different ‘community’ lives for different
budgets. Therefore most of the middle and lower middle classes flee to ‘site’s where

they can enjoy a community life and a ‘clean’ environment. The regions they prefer to

live in Istanbul, ranges like the figure 4.2.

55 Bartu, Ayfer. Kentsel Ayri(sy)m: Istanbul’daki Yeni Yerlesimler ve Kemer Country Ornegi, in 21.
Yiizy1l Karsisinda Kent ve Insan. Istanbul: Baglam Yayincilik, 2001: 148.

%6 Bali, Rifat. Tarz-1 Hayattan Life Style’a: Yeni Seckinler, Yeni Mekanlar, Yeni Yasamlar, iletisim,
Istanbul, 2002: 119.
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Figure 4.2. New Residential Areas in Istanbul (by Region)
(Source :DTZ Pamir & Soyuer, Turkey Residential Market Overview 2006 summary)

Istanbul’s new gated communities and their marketing integrate global and local
issues. First, there is the issue of a growing elite sector of society that wants to spatially
remove itself from an overwhelming metropolis, and simultaneously distinguish itself
by means of material possessions. This duplicates current global patterns. Beyond issues
of luxurious lifestyles, old aged elite fears of the masses and the streets linger in aspects
of the new projects. Istanbul’s gated communities promise an escape from the
frustrations, pollution, density, political tension and noise of Istanbul. Privacy, security
and exclusive life styles are defining features of these communities. While the
proximity to Istanbul remains an important factor or necessity for residents’
professional life, the community’s advertisements might soon be the only one. Almost
all other aspects of life can be enjoyed in the community in the esteemed company of
one’s peers, at a safe distance to the city. Conceived for the well-traveled and globalized
Istanbulian elite, these projects are localized version of global models.

According to the study ‘Spatial Segragation's Process’ of J.F.Perouse *°’,
approximately 400 gated communities established in Istanbul and approximately 60-70
thousand people live in these communities. J.F. Perouse*™® mentioned that people who
live in gated communities, are usually known people, they are from media, sport and

finance sectors or from international firms™’. Since 2000, total area of newly built

37 Perouse, Jean Frangoise. Tempo Dergisi, 2003
28 perouse, Jean Frangoise. 1999, 2001
% Tempo Dergisi, 2003
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housing has reached to approximately 30 million square meters**. This new trend in
housing developed in the last 10 years in the periphery of central business district of
both continents Europe and Asia. The construction of the TEM led to general technical
and social improvements in Bahgesehir region. The consequent development of the
metro system which now reaches its neighbouring region Halkali, increased the
development pressures on Bahgesehir. Development began in Bahgesehir in the 1990s,
and at the time the development conceived there was a total of 16,000 residential units
on 4,700,000 m? of land. In 1994, construction was completed for the initial
development, which was a mix of townhouses, villas and higher-density apartment
buildings, and which stimulated interest in further development. Demand is continuously
increasing due to a high quality residential supply and very well developed
infrastructure. New legislation facilitating access to mortgages has led to strong

mortgage take-up, at up to €17 billion in 2007 and resulting in increased homesales. *°'

4.1. Transformation of Istanbul's Residential Landscape

Figure 4.3. Proposed macro form of Istanbul for 2020
(Source: Istanbul Metropolitan Municipality , IBB, 2006)

Istanbul experienced an unprecedented population increase since the 1950s,
densed by a massive migration from the provinces, and grew to be the largest
metropolis of Turkey with a population estimated to be over 10 million. Since 1999,

Turkey’s population has increased by 10 million to more than 73 million in 2007, and

260 Colliers Rescoe, 2003 '
! Ergin, Murat. International Residential: Turkey Residential Report, istanbul: Kuzeybati Consultancy
& Savills Report, 2008.
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the World Bank anticipates Turkey’s population to grow to more than 96.6 million by
2050.%%

Inward migration towards Turkey’s principal cities has seen the proportion of
urban populations expand from 60% to 70% of the total population between 1990 and
2007°. This migration was pulled by industrialisation and in return supported it
making Istanbul the largest industrial centre in Turkey. The residential landscape was
shaped by these two forces and expressed the economic and demographic structure of
the city, similar to other metropolises in Turkey, the housing market in Istanbul lacked
diversity, and apartments and gecekondus (squatter housing) were the two common

housing options in the city. These housing types reflected a simple dualist structure.
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Figure4.4. Residential Areas of Istanbul
(Source : Colliers International Turkey, 2007 Turkey Real Estate Review)

Firstly, Apartment neighbourhoods constituted the legally constructed areas
located in the central parts of the city and were built by small-firm contractors who were
weak in professional skills. Gecekondus, on the other hand, were typically located on
the outskirts of the city and were built illegally by the urban poor and migrants on
public land without any infrastructure. In addition to differences in legal tenure and

mode of provision, apartments and gecekondus also reflected divisions of class and

*2Eroin, Murat. International Residential: Turkey Residential Report, istanbul: Kuzeybati Consultancy &
Savills Report, 2008:2.
*63 Ergin, Murat.ibid. 2008:2.
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culture, and symbolic hierarchies that go with them. Living in an apartment in the
central parts of the city was emblematic of a middle-class status, a modern and urban
lifestyle, whereas living in a gecekondu was deemed as the symbol of a peasant way of
life, backwardness and a lower-class disposition®**.

Despite this dualist structure of the city's residential landscape, compared with
the cities of advanced economies, Istanbul was a 'softly segregated' city until the mid
1980s*®*. Both neighbourhoods of apartments and squatters displayed considerable
heterogeneity in terms of their residents' social class and status. In Istanbul, proximity to
the Bosphorous had been the determining criterion of status distinction between middle-
and upper-class apartments. Upper-class apartments were distinguished in terms of
location, view, quality and size; yet total spatial isolation from lower-income groups

2
was unknown 2%,

Figure 4.5. Gecekondus and apartments in Istanbul
(Source: Bozdogan, Sibel. Modernism and Nation Building: Turkish Architectural Culture in
the Early Republic, Seattle: University of Washington Press, 2001)

A similar pattern of heterogeneity also characterised gecekondu areas. The
landscape that reflected a clear-cut separation between middle-class apartments and
gecekondus was disturbed as the city started to expand at its periphery. Due to
urbanisation and the squatters' struggles, not only were the population composition of

gecekondu neighbourhoods, their legal status and housing types in constant flux, but

64 Ayata, Sencer. Toplumsal Cevre Olarak Gecekondu ve Apartman. Toplum ve Bilim 46/47 ,1988: 101-
127.

Oncii, Ayse (Oncii, Ayse and Weyland, Petra eds.) The myth of 'ideal home' travels across cultural
borders in Istanbul. Space, Power and Culture Zed Books: London, 1997:.56-72.

285 Ts1k, Oguz and Giiveng, Murat. istanbul'u Okumak: Statii-Konut Miilkiyeti Farklilasmasina iliskin Bir
Coziimleme Denemesi. Toplum ve Bilim 71 , 1996:.6-60.

2% Gneii, Ayse (Oncii, Ayse and Weyland, Petra eds.) ibid. 1997:.56-72.
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also the line between middle-class-apartment and gecekondu neighbourhoods was
transitional. Hence, soft transitions and intermediaries between upper-class, middle-
class and working-class residences, apartments and gecekondus were the essential
characteristics of Istanbul accompanied by an urban topography based on mix-use
neighbourhoods and a dense and compact urban form*®’.

With these observations for Istanbul, since the late 1980s, both the housing
market and the residential landscape of the city have undergone a dramatic
transformation. On the one hand, there is a diversification of housing options
particularly for the upper- and middle-income groups. On the other hand, a process of
decentralisation has been initiated, not by the immigrants/urban poor and the practice of
squatting, but by a coalition of the middle and upper classes, state actors and major
developers®®. While apartment housing has become the dominant form, outstripping the
spread of gecekondu settlements, the secular trend among middle- and upper-income
groups is towards master-planned projects of various scales rather than single housing
developments.

This transition from old to new patterns has been restructuring by diverse social
groups and forming to a more complex and fragmented city. In the city centre, middle-
class and working class apartment neighbourhoods, in the historical inner city and
gecekondu settlements, low-income neighbourhood, on the outskirts of the city,
middle- and upper-income groups colonize. Gated projects for upper middle-income
groups are spreading in suburbs and walling themselves from their surrounding
neighbours. Although they have a relatively short history, their number has increased
enourmously.

The number of gated communities in the city was estimated to be around 650 at
the end of 2005 and construction of more than 150 new gated developments started in
the same year”®. There is no reliable source on the size of the population residing in
gated communities, but the demand is so high that the units are sold even before the
construction has started. These residential areas display considerable variation in terms

of location, size, design and the amenities they offer. Despite the differences, however,

%7 Is1k, Oguz and Giiveng, Murat. Istanbul'u Okumak: Statii-Konut Miilkiyeti Farklilasmasina iliskin Bir
Coziimleme Denemesi. Toplum ve Bilim 71, 1996:6-60.

6% Bugra, A. (1998) The immoral economy of housing in Turkey. International Journal of Urban and
Regional Research 22:2, 1998: 303-317

Tiirel, A. 1989 1980 Sonrasinda Konut Uretiminde Gelismeler. ODTU Mimarlik Fakiiltesi Dergisi 9:2,
1989: 137-154.

% Danig, Didem and Pérouse, Jean Francoise. Zenginligin Mekanda Yeni Yansimalari: istanbul'da
Giivenlikli Siteler. Toplum ve Bilim 104 ,2005:92-123.
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they are all compound units offering a favourable infrastructure and a variety of private

services for a socially and economically homogeneous clienteéle, mixing the

270
S

characteristics of the prestige and lifestyle communities found in the US""". A typology

of high-end gated communities in Istanbul can be presented as follows:

Table 4.1. Types of Gated Communities in Istanbul(Source: Baycan Levent, Tiizin & Aliye Ahu
Giiliimser. Production and Marketing of Gated Communities in Istanbul, 44th
European Congress of the European Regional Science Association, Regions and
Fiscal Federalism, Porto, Portugal: 2004.)

Typology of high-end gated communities in Istanbul

Type Features

High-rise
s Located in the city centre, particularly in the prestige areas; high-technology
condominium
security; private management, smart building, consumption and service
(vertical gated
facilities.
communities)

Located along the Marmara coastline, Bosphorus and forestry areas; small in
o size and highly exclusive in price; high-technology security coupled with
Exclusive villa ) . o
small number of private security personnel; top-notch communication, sport

and service facilities, limited social services; private management.

Gated  town | Located at the fringes of the city on rural land and near the lakes and forests;
(Horizontal large in size and a variety of housing types; high-technology security and
gated large private security personnel; infrastructure and sport facilities; large

communities) | variety of social services; private government

The style of gated communities in Istanbul may be copied from those in the
United States, but the function is different. In contrast to the United States, where
Blakely and Snyder differentiate between lifestyle, prestige and security zone
communities, most gated communities in Istanbul show a mixture of the three types.
Resulting from the socio—economic and cultural background, security always seems to

be the basis for such developments. However, with the growth of upper middle classes,

20 Blakely, Edward J. and Snyder, M. Gail Fortress America: Gated Communities in the United States
Brookings Institution, Washington, DC.1997.
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prestige and lifestyle become more and more important, and are also used for

marketing.

Figure 4.6. Gated Communities of Istanbul in the post-1990s (by Region)
(Source : Maison Francaise Emlak + Yasam 6zel sayisi, Kig 2008-2008, 2007/01:148,1)

Table 4.2. Gated community development projects and changes in land values
(Source: Inal Ceki¢ and Gezici, 2004 : 105)

Proiect Year Price before project Price in 2002
J ($/square metre) ($/square metre)
Zekeriyakoy Evleri 1986 1 100
Kemer Country 1989 2 300
Alkent 2000 1991 1 100
Omerli Casaba 1998 10 200

The table 4.3. summarizes the average sales prices of residential projects for
Bahgesehir region and its near surroundings;
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Table 4.3. Average Sales Prices of Residential Projects in Bahgesehir,
(Source: Colliers International Turkey,2007)

Average Sales Prices of Residential Projects in Bahgesehir
Rounded m’
Unit T Number Sales Price
it type of Units Range
(in USD)
Eston Sehir  Bahcesehir "2 * 303 1,000 - 1,900
ston Sehir cesehir e 000 -1,
Koza
Bahgesehir Ispartakule  Apartment 262 1,300 - 1,500
Evleri
Regnum
. Esenyurt Apartment 722 1,000 - 1,350
Uphill Court  Bahcesehir Villa = 682 1,400 - 2,300
phill Cour cesehir e 400 -2,

Rising urbanisation has placed significant pressure on the city’s physical
infrastructure. The Housing Development Association has subsequently identified high
demand for more social and affordable housing, and has therefore accelerated
investment activity in this area. Densely developed urban areas are also contributing
towards a preference for suburban living where there is strong demand for large
detached units with gardens, appealing to the upper-income market.

A host of large capitalists emerged as the primary actors in the housing sector
almost pushing the small and medium-sized constructors to the verge of extinction®’".
Unlike small contractors that are weak in capital and local in scope, these companies not
only have more capital at their disposal, but also the deregulation of finance and the
globalisation of the real estate sector, they work closely with transnational economic as
well as cultural actors. In addition to capital and expertise, transnational networks also
bring local prestige and legitimacy to these projects and by building a new ‘hegemony
of vision®’*. All of the leading examples of gated communities in Istanbul have been
endowed with internationally acclaimed titles/prizes such as the ‘best practices’ of
urban planning in either Europe or the US (for example, Bahgesehir, Kemer Country).

Armed with these prestigious titles, both the developers and city officials promote these

7' Sey, Yildiz. Cumhuriyet Donemi'nde Tiirkiye'de Mimarlik ve Yapi Uretimi. Cumhuriyet Dénemi
Tiirkiye Ansiklopedisi 13 , iletisim: Istanbul, 1998.

Tekeli (1991) has described this process as transition from the ‘speculative city of small capital’ to the
‘speculative city of large capital’.

22 7ukin, Sharon. (Merrifield, A. and Swyngedouw, E. eds.) (1997) Cultural strategies of development
and the hegemony of vision. The Urbanization of Injustice, New York University Press , New York, 1997:
223-243.
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projects as examples of ‘modern’ forms of urbanisation. Through these transnational
networks and the institutional changes implemented on the ground, new ideologies and
practices of urban planning and design, extensive commoditisation of urban land and
privatisation of urban services marking the American urbanisation of the past three
decades are globalised/localised”".

One cannot deny the transformative role of the developers in developing gated
communities. Until very recently there was no concept of developer in Turkey. Laz
contractor,-referring to an ethic group from the Black Sea region- usually with no
education were engaged in the construction business. The only large developments were
the ones done by the state. The other institution involved in large projects was the
military with the idea of security and they were always very ordinary. In sum, we did
not have any developers in Turkey. We had contractors who would work as the
financier, the developer and the designer at the very same time. The concept of
marketing was absent.

Now we have the developers like the ones in the advanced countries in Turkey.
Finally, the state is making some changes to help the real estate sector and we are
working closely with international banks, mortgage institutions, architect firms to
develop new ideas and projects.”’*

As a result, housing provision takes up a new scale and nature where the role of
developers is not simply to build houses but total living spaces with privately
provisioned services and governed communities. Aestheticisation accompanies this
privatisation and provides the symbolic imagery that elaborates these places for upper-
class consumption. Developers, planners and architects codify built environments with
local symbols, while marketers fashion a discourse that interprets these symbols as
prerequisites of modern urban lifestyles, high culture, elite values and identities which
are contrasted to the images of a culturally and physically decaying city. Both in the
construction and representation of these new gated communities, discourses of
community, autonomy and livability are reorganized by market forces and packed as

commodities for Istanbul’s elite consumption. These strategies are essential in

3 McKenzie, Edward. Privatopia: Homeowner Associations and the Rise of Residential Private
Government Yale University Press , New Haven, CT.1994.

Marcuse, Peter. The enclave, the citadel, and the ghetto. Urban Affairs Review 33:2 , 1997:. 228-264

2" Furthermore, utilising transnational expertise and capital has not been limited to large developers.
Istanbul Metropolitan City Administration has been cooperating with globally well known architects such
as Zaha Hadid and global capital in building major projects as well.
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translating this global urban form into local tastes and the socio-cultural sensibilities of

Istanbul’s elites.

Housing loans (Million €) LHS Housing loans as a % of all loans RHS
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Figure 4.7. Housing Loans
(Source: BDDK and Savills Research,2008)

TUIK 2006 Report announces the highest 2nd growth with %144 of the housing
sector. The census of the year 2000 shows the number of building 19.6 million. In the
last 20 years, number of the house increases with almost twice. In the last five years
only, TOKI produced 13 cities with the population size of 100 thousand, equals to 295
thousand. They generated 40 thousand 221 houses in the context of slum housing
transformation Project. 2>

Average new apartment prices in Istanbul grew from €700/sqm in 2002, to
€1,900/sqm in 2008, representing an average annual increase of 19% over this period.
These values also remain competitive in the context of Central and Eastern Europe, and
price rises have attracted significant overseas investment. Consequently a strong
proportion of new housing supply is aimed at the increasingly affluent middle-income,

and wealthy portions of the market. Figure 4.8. shows how the prices of Istanbul’s new

apartments have increased.

*> Sarikaya, Muharrem, Zenginligin 6l¢iitii, Sabah Newspaper, 2008.
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Figure 4.8. Prices of Istanbul’s new apartments

The volatility of currency and interest rates, and the slight rise in inflation in

second quarter of 2006 has momentarily reduced residential demand.

Table 4.4. The First Residences of Turkey(Source: Biilent Yoldas , ‘Rezidansa talep kriz

dinlemedi, Istanbul kése bucak proje doldu,’ Referans Newspaper, 18 Mart 2008)

Tiirkiye'nin ilk rezidanslan

Proje Lokasyon|Toplam ins. Alani (m3|Daire Sayisi|Rezidans Alani (m?J
Akmerkez Rezidans |Etiler 244 73 23
Metrocity Rezidans |Levent 204 196 467
Polat Rezidans Fulya 72 400 41
BJK Plaza Besiktas |20 ) B 16
Elit Plaza Sigli 32.152 50 18
Selenium Rezidans|Fulya 22 71 15
Ritz Carlton Taksim [|110.285 112 18.974
Taksim Rezidans |[Taksim =L 19
Kanyon Levent 248,332 158 21.5

Table 4.5. Ongoing Residence Projects(Source: Biilent Yoldas , ‘Rezidansa talep kriz dinlemedi,

Istanbul kése bucak proje doldu Referans Newspaper , 18 Mart 2008)

Devam eden rezidans projeleri

Projenin Adi Lokasyon |Fiyati (m%dolar)
Istanbul Sapphire Maslak  [3.000-12.000
Selenium Twins Fulya 4.900-7.700
Novus Residence Atakdy 5.000- 6.500
Mashattan Maslak 4.000-5.000
Terrace Fulya Fulya 5.500 7.000
Anthill Residence Bornonti [3.000-6.000
Skyport Residence Beylikdiuzal2.000-3.000
Woorld Atlantis Residence|Kurtkdy  |2.500-3.000
Atlantis Premium Kurtkdy  [3.000-3.500
Ekinoks Residence Beylikdiza]2.000-2.500
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4.2. Housing Policies and Legislative Development in Turkey (1980-
2009)

In order to examine the development of gated communities in Istanbul, some
issues have to be addressed to find out the roles performed by the state and the impacts
of those roles in the growth of built environment production in the selected period.

Strongly supported by the IMF, OECD, and the World Bank, Turkey adopted a
comprehensive set of economic stabilization programs and structural adjustment
policies in the beginning of 1980. The economic stabilization program and structural
adjustment policies had three primary purposes: to abort inflation, to improve the
balance of payments, and to create an export-oriented economy in the long run.
Furthermore, the 1980s marked a striking transformation in the state's attitude towards
urbanisation at large and housing markets in particular in Turkey*®. Since 1980, the
state's involvement in the urban land market has increased and its mode of intervention
has changed. This change in the state's attitude was forced by a series of items that
emerged in the housing market in the late 1970s - such as the impact of economic crisis
on the small and medium-sized real estate capital and on the middle classes, the rising
demand for housing, the acute shortages in affordable housing and the need for urban

land for new housing developments®’’

.The state's response to these problems,
particularly within the context of Istanbul, however, was shaped by the project of
making Istanbul into a global city and the pressure coming from new actors making
claims on urban land and housing markets®’®. This caused a dynamic growth in
construction activities in 1980s. Also international institutions such as the World Bank,
conformed this neo-liberal policies that allow privatisation of housing production
should go paralel with the privatisation of public sector enterprises and the state should
pave the way to market forces in provision, marketing, and financing housing.

This transition to market required the active involvement of the state. A series of

laws passed in the early 1980s. The first law numbered as 2983 concluded the

foundation of a central public institution which is Mass Housing Administration (MHA:

276 Keles, Rusen. Kentlesme Politikas1 imge Kitabevi , Ankara — (Urbanisation policy).1990.

Oncii, Ayse. The politics of the land market in Turkey: 1950-1988. International Journal of Urban and
Regional Research 12:1 ,1988: 38-64.

Tekeli, ilhan. Kent Planlamasi Konusmalar1 (Lectures on urban planning) Mimarlar Odasi, Ankara.1991.
217 Onceii, Ayse. ibid. 1988: 38-64.

Oktem, Binnur. (Kurtulus, Hatice ed.) (2005) Kiresel Kent Soyleminin Kentsel Mekani
Doniistiirmedeki Rolii. Istanbul'da Kentsel Ayrisma Baglam Yayinlari: Istanbul,2005. 25-76.
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Toplu Konut Idaresi) and Mass Housing Fund (Toplu Konut Fonu) to provide finance to
mass housing projects279 provided the main framework for the state's new approach to
housing development. The new legislative framework that guided the establishment and
functioning of the MHF under the MHA. The aim of Mass Housing Law and Fund was
to equip the mentioned Administration with important powers and financial
instruments™. By the foundation of MHA, the state contributed to construction sector
as a producer™'. MHA developed and constructed housing projects for low income
groups. As construction firms and cooperatives aimed at developing projects mainly for
middle income groups MHA intended to fulfill the gap regarding low income groups
within housing market by itself **. MHA and the fund has become an important

instrument to finance the housing sector in Turkey283.
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Figure 4.9. A cartoon critizing Mass Housing Developments by Behi¢ Ak,
(Source: Behi¢ Ak, Cumhuriyet Newspaper, 5 April 1984.)

" Tiirel, A. ‘Toplu Konut idaresi’, in Yiizyil Biterken, Cumhuriyet Dénemi Tiirkiye Ansiklopedisi, 3.
Cilt, Iletisim, Istanbul,1996: 796.

Bugra, A. ‘The Immoral Economy of Housing In Turkey’, International Journal of Urban and
Regional Affairs, Vol. 22 No 2, 1998:308.
%9 Is1k 1991: 249.
21 Tiirel, Ali. “Toplu Konut idaresi’, in Yiizy1l Biterken, Cumhuriyet Dénemi Tiirkiye Ansiklopedisi, 3.
Cilt, Iletisim, Istanbul,1996: 797.
2 Bugra, Ayse. ‘The Immoral Economy of Housing In Turkey’, International Journal of Urban and
Regional Affairs, Vol. 22, issue: 2, 1998:309.
3 Bugra, Ayse. ibid. 1998:308.
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Mass housing production has been one of the crucial sources behind the recent
growth in the production of urban built environment. The significant and major
instruments to realize this aim has been empowerment of MHA and extending the scope
of its activities and functions to promote production of (mass) housing at national level
especially by public sector or to increase public sector’s housing investments.

Both the administration and the fund have made essential contributions to
housing production during the 1980s. The financial support in terms of cheap credits not
only enabled house buyers and increased the demand for housing but also encouraged
construction firms and especially cooperatives to participate in the sector and hence
increased the production. In addition to indirect involvement by providing finance the
state directly involved in the process of housing production and developed housing
projects by the hand of MHA. So it is obvious that the one important channel which fed
the growth of Turkish Construction sector during 1980s has been the foundation of
Housing Development Administration and Mass Housing Fund.

Housing Development Administration worked not only as a regulating and
financing mechanism for housing sector but also as a producer within construction

sector. Below table point out the number of housings done by MHA.

Table 4.6. Social Housing Produced by MHA (Housing Units)
(Source: TOKI 2007: 25)

Housing for Low Income Groups and Poor Households 57.541

Housing within Squatter Improvement Projects 22.497

Housing for Disaster Survivors 7.280

Housing for Middle Income Groups 139.214

Housing within Agro-Village Implementations 646 (in 27 different villages)

Accompanying with MHA, Kiptas, was also one of the determinant in shaping
the residential area of Istanbul. Kiptas was established in 1995 by the Municipality of
Istanbul to bring a solution to unplanned urbanization and to aim for constructing quick

and cheap settlements; creating modern and liveable areas without disturbing the natural
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structure of the city, protecting the forest and great divides. KIPTAS, exercised for
constructing traditional Turkish architecture trend; for example Altunizade Hilal Villas.
But it did not find enough opportunity to be constructed. Their aim was ‘regarding the
truths that we gained from past, is to produce places that are based on humanist living
philosophy. Kiptas has served ‘approximately 40.000 residences and roads, waste water
and rain water canals, drinking water conveyance line, energy, telephone, natural gas
lines, street lighting, landscape applications, forestation, kids playing areas, parking

areas, health establishments, school, nursery and playfields from the beginning of its
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Figure 4.10. Kiptas Housing Zones
(Source: From the website of Kiptas,www kiptas.com.tr,2009)

MHA and Kiptas has always been critized for inserting uniform apartment
blocks to the city withouth any identity and completely foreign to the local architecture
of Anatolia.

Together with MHA and Kiptas, there is also another point that should be

emphasized in the case of the growth of 1980s construction sector. Planning and urban

% From the website of Kiptas. http://www.kiptas.com.tr/EN/KIPTAS/default.asp#.,accessed in 2009.
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development system in Turkey underwent essential and structural changes in the mid-
1980s. Selective decentralization of planning powers and development controls
constituted the main strategies within this change. Restructuring of planning and urban
development system in such a way to delegate planning powers to municipalities
emerged as another essential factor behind the growth. With the decentralization of
planning powers large construction firms and developers enjoyed the opportunity of fast
and easy development of peripheral lands. Municipalities were delegated the powers of
plan preparation and approval with the enactment of Urban Development Law (No.
3194). Tiirel*™, asserts a connection between the restructuring of planning and urban
development system and the housing construction boom of 1980s. According to him,
decentralization of planning powers enabled and facilitated the rapid increase in housing
supply. He justifies this claim on the idea that by decentralization, the process of
developing urban lands have become easier and faster. Many big construction firms had
the possibility of acquiring cheap peripheral lands and developing them in close
collaboration with municipalities.

They argued that Turkish construction sector has always been dependent on the
state as a source of finance and the state has largely been dependent on external sources
to finance the construction activities within the country. American aids and NATO
supplies of 1950s, foreign loans and credits taken from IMF and World Bank are given
as notable examples of these external financial sources®®,

Consequently, it could be stated that the growth of construction sector is mainly
related with some roles perfomed by the state. This is certainly caused not only by
MHA and its Fund but also amnesties provided to squatter settlements and the priority
given to mass housing production directly increased the volume of construction
activities. Squatter settlements has been the transformed into legal apartment blocks.The
amnesty laws provided the opportunity of their transformation into apartment blocks.

The state enabled large capitalists' entry into the housing sector by establishing
regulations for public finance to only large housing projects and by directly financing
them through MHA or providing subsidised credits to local governments and
cooperatives through the MHF. To ease and encourage the operation of large capitalists

in the housing sector, new legislation regarding land use was also implemented. Large

*% Tiirel,Ali. 2004: 703.
2% Batmaz, E.S. Emiroglu, K., Unsal, S. Insaatgilarin Tarihi, Tiirkiye Miiteahhitler Birligi Yayin,
Ankara:2006:94-135
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areas of public land in the periphery as well as in the centre of the city were privatised
and subsequently sold or transferred to large developers and banks. Metropolitan and
local master plans regulating zoning and construction codes were relaxed or often by-
passed by political connections to open the areas previously under conservation, such as
the Bosphorus hills and water basins around lakes and forests, for profitable large
luxury upper-income housing projects®®’. The public investments in urban infrastructure
enabled large capitalists to colonise the periphery - formerly green areas, water basins,
public and agricultural lands and places for squatter neighbourhoods - as well as the
established low-income neighbourhoods in the city centre. Decentralization of planning
powers and development controls has contributed to the growth by easing and
expediting the development of especially peripheral lands. Through such mechanisms
like newly built highways, motorways and bridges, the provision of telecommunication,
water, sanitary and energy services to newly opened areas, the housing sector has been
transformed into a profitable investment area for large capitalists. State as the main
financier of the sector has satisfied not only the necessary conditions but also the
legislative conditions supporting the growth of the sector. So the main dynamic or the
factor behind the growth in construction activities in 1980s has been the state and its
supportive policies.

Since the inflation has reduced significantly in the last decade which is the
reason of the government’s long term economic reform, confidence in this process is
reflected in the growing overseas investment in Turkey. The contribution of foreign
investments to the construction sector gave enormous growth to the area. After the crisis
of 2001 the amount of global capital being invested in the production of built
environment in Turkey increased very rapidly. Since 2002, both the real estate and
construction sectors have been very active in attracting foreign investments. Foreign
Direct Investment (FDI) in Turkey rose from US$1,752 million in 2003 to US$20,120
million in 2006***. Economic growth and consequently, rising consumer affluence, are
factors impacting the profile and level of housing demand. Further, factors including
diminishing household sizes and population growth are leading to rising household

numbers, resulting in the need for more homes.

27 Kurtulug, Hatice (Kurtulus, H. ed.) Istanbul'da Kapali Yerlesmeler: Beykoz Konaklar1 Ornegi.
Istanbul'da Kentsel Ayrigma Istanbul: Baglam, 2005a:161-186.

28 Kurtulus, Hatice (Kurtulus, H. ed.) Bir Utopya Olarak Bahgesehir. Istanbul'da Kentsel Ayrisma
,JIstanbul: Baglam, 2005b: 77-126.
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Following the growth of 1980s construction sector has entered into a decline
period after 1994 till 2003. Turkish economy after the integration to global financial
markets by financial liberalization policies implemented at 1989 has faced the problems
of macro-economic instability and economic crises. 1994, 1998, 2000 and 2001 are
being known as the years of outstanding economic crises. After all these crises the state
attempted to recover the economy and balance the macro-economic conditions by
implementing stabilization programs. The state opposite of the previous period started to
reduce the amount of all kinds of expenditures and investments as well as the
construction and infrastructure investments after 1994.”%. High interest rates were also
the outcomes of the macro-economic conditions. Turkish economy has entered into a
new sub-period after 1989. A decision, which was adopted in 1989, provided full

20 1n other

freedom to capital flows between Turkey and foreign financial markets
words, after 1989 Turkey became a financial market for international capital for short-
term investments. The major outcome of the financial liberalization in Turkey has been
the rapid increase of interest rates. It is a well known fact that high interest rates have
negative impacts on the construction sector. High rates of interest increase the cost of
production and house prices as most of the contractors and developers are dependent on
bank credits in order to finance their production. Moreover it is widely accepted that the
increase of house prices and the increase of interest rates decrease the demand for
housing in both developed and underdeveloped countries. Turkey is not free from this
situation as well. There exists such a negative relationship between interest rates and

291

housing demand in Turkey” . Most of the potential house buyers prefer to invest their

savings in deposit banks to gain from high profits in such cases™”.

Construction sector has entered into a new growth phase by 2002 and 2003.
Although some adjustments and modifications were made after financial crises of 2001
structural reform program which was adopted by 2000 is still firmly determining the

major macro-economic decisions, choices and policies in Turkey. Among these policies

two of them are worth mentioning. Those are, to keep rate of real interests higher than

2 Ercan, H. and Saatgioglu, S. ‘I¢ ve Dis Pazarlarda Tiirk insaat Sektorii: Biiyiime ve Istihdam
Dinamikleri’, in Iktisadi Sektorlerde Gelisme Stratejileri Teblig Metinleri-II, 2004 Tiirkiye Iktisat
Kongresi, Cilt 5, Ankara, 2004: 235-256. Ankara:238.

2% Boratav, Korkut. Tiirkiye Iktisat Tarihi 1908-2002, Ankara: imge, 2003: 179.

! Tirel, Ali. 1980 Sonrasinda Konut Uretiminde Gelismeler, ODTU Mimarlik Fakiiltesi Dergisi, 9(2),
1989:138.

*2 Tiirel, A. Ibid. 1989:137.
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rates of foreign exchange and inflation and to achieve high rates economic growth
which derive from imports and foreign trade and financed by international capital.
Internal politics has also the great effect on the development of the contruction
sector and structuring policies related with housing. After the national elections of
November 2002, era of coalition has ended. A new era of single party began and
elections held in July 2007 did not change this picture. AKP (Justice and Development
Party (Adalet ve Kalkinma Partisi) had the biggest support to govern for the next 5
years. These three reasons enable us to describe post-2002 as a distinct and significant
period in case of production of built environment and capital dominates this production.
The growth in construction activities during post-2000 period in Turkey seemed
supported by the legislative actions. Macro-economic conditions and policies, which
provided considerable amount of national and global finance to construction and real
estate activities, were also contributed to the boom. The availability and increasing
usage of mortgages due to low rates of interest have contributed much to construction
activities. The recent boom should be accepted as the result of all these factors and their

combination.
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Figure 4.13. Residents’ Average Sale Value
(Source: Kuzeybati Real Estate Services, Turkey Residential Report 2009/1)
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4.3. Reshaping The Urban: Suburbanization and Gentrification

The underlying factors lying behind urban spatial segregation comes as the

1°** marks

consequence of the suburbanization process. Mike Harvey”> and Stuart Hal
1970s, as the beginning era of the drastical structural changes produced as the
consequence of developments resulting from the relocation of capital in the aftermath of
1970s economic restructuring process combined with radical reorganization of space
relations. (Harvey, 1989)*°. The rise of post-modern culture and society, and the
imperatives of post-Fordist economy are marked by the restructuring of urban space in
the development of capitalism. The link and contradictions of post-Fordism and post-
modernism are evidently represented in the city, so in the contemporary urban life.

In literature, as Ash Amin®*

notes, the term post-Fordism is related to
‘economic and institutional change’, as the term post-modernism is related to ‘a change
in the arena of consumption, aesthetics, culture, and lifestyle’. Some has defined
postmodernism as an epoch, and others as a socioeconomic condition, which elaborated
a postmodern science or way of thinking and knowing®’.

Suburbanization, gentrification **, and gated communities are the socio-spaces to
redefine urban growth and development of this era. Gentrification in the inner part of the
urban areas and gated developments in the form of suburbanization mostly on the
peripheries have emerged as residential spaces of affluent households, which have
encouraged by the rise of new middle class. They have been ‘closely connected with what

came in the 1980s to be seen as globalization™*”’.

% Harvey, David. ‘Flexible Accumulation Through Urbanization: Reflections on Post-Modernism in the
American Cities,” in Ash Amin (ed.) Post-Fordism: A Reader. Oxford, UK and Cambridge, MA:
Blackwell Publishers, 1987/1994: 362

% Hall, Peter. Cities of Tomorrow. Oxford, UK and Cambridge, MA: Blackwell Publishers.: 1990

¥ Harvey,David .The Condition of Postmodernity. Oxford, UK and Cambridge, MA: Blackwell
Publishers. 1989.

2% Amin, Ash .‘Post-Fordism: Models, Fantasies, and Phantoms of Transition,” in Ash Amin (ed.) Post-
Fordism: A Reader. Oxford, UK and Cambridge, MA: Blackwell Publishers, 1994:30.

7 Gibson, Katherine and Sophie Watson 1995 ‘Postmodern Spaces, Cities and Politics: An
Introduction,” in Sophie Watson and Katherine Gibson (eds.) Postmodern Cities and Spaces. Oxford, UK,
and Cambridge, MA: Blackwell Publishers, 1995:1

%8 Beauregard, Robert A. “Voices of Decline,” in Susan S. Fainstein and Scott Campbell (eds.) Readings
in Urban Theory. Oxford, UK and Cambridge, MA: Blackwell Publishers, 1996: 370.

2% Smith, Neil The New Urban Frontier: Gentrification and the Revanchist City. London and New York:
Routledge,1996: 75.
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The notion of gentrification is related to the class dimension of the
transformation’”. According to Saskia Sassen **', gentrification has become a hallmark of
‘global city’ and is treated as the result of a contemporary social restructuring. However,
there is a strict differentiation between gentrification and redevelopment, where the former
involves rehabilitation of existing stock whereas the latter involves a totally new
construction.

Since the pressure on the reorganization of the ‘interior space of the city has been

considerable under conditions of flexible accumulation’ %

, the vitality of city core has been
highlighted. Gentrification, consumptions places, sophisticated entertainment facilities
have become the other factions related to urban living which have been basically
consistent with the regime of flexible accumulation. The total reorganization of spatial
structure of the urban hierarchy, processes of inseparable. The economic and
institutional changes inherently capture cultural changes. Aesthetics has already
penetrated the production process through design, and styling. Suburbanization,
deindustrialisation and restructuring, gentrification and urban renewal i.e. the very

unevenness of spatial development patterns, according to David Harvey *”

, are ‘part and
parcel’ of the continual restructuring of spatial relationships ‘to match the quest to
accelerate turnover time’. High-income gentrification is a labour intensive process whereas
middle-class suburban expansion is capital-intensive’™. However, these two important
developments in urban segregation; the rise of both gentrification and gated communities,
do not correspond to the flexible accumulation regime of capital in the globalizing world of
post-modern era. They are also ‘linked to wider forms of social inequalities especially those
based on class, income, gender and ethnicity’ *%.

As a recent trend in Istanbul, in parallel with the accelerated suburbanisation, the
segregation has been entered a period of differentiation. The more a person climbs up the

social ladders, the more s/he wants to have a new and bigger home. The demand for bigger

3% Smith, Neil. The New Urban Frontier: Gentrification and the Revanchist City. London and New York:
Routledge,1996: 32.

%! Sassen, Saskia. ‘Global City,” in Susan S. Fainstein and Scott Campbell (eds.) Readings in Urban
Theory. Oxford, UK and Cambridge, MA: Blackwell Publishers, 1996: 61-71

32 Harvey, David ‘Flexible Accumulation Through Urbanization: Reflections on Post-Modernism in the
American Cities,” in Ash Amin (ed.) Post-Fordism: A Reader. Oxford, UK and Cambridge, MA:
Blackwell Publishers, 1987/1994: 370

3% Harvey, David Consciousness and the Urban Experience. Baltimore, Maryland: The John Hopkins
University Press, 1985:28.

34 Sassen, Saskia. Cities in A World Economy. California: Pine Forge Press.,1994:114.

3%Savage, Mike and Alan Warde. Urban Sociology, Capitalism and Modernity. London: Macmillan
Press.,1993:75.
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house is increasing especially for the middle class group, who cares more for their social
standing. New suburban districts far from the city centre are the residents of newly
emergent middle classes. In these districts the community ties and solidarity relationships
have been weakening and the privacy of family has been gaining more importance .

Among the middle class families the preferences of living with his/her own type is
becoming noticeable. In their findings districts Bahgesehir, Maslak are composed of the
population with the shared world view expressed as defending secularism, civilized
behaviors, using western culture’s high culture elements, going to the opera, theatre,
concerts, etc. And they constantly create and recreate the sense of 'us’ and ‘others’. After
the rapid transition to the neo-liberal economy, the segregation in Turkish cities which was
of the ‘gecekondu’ and ‘apartment’ dichotomy is replacing to the differentiation in
between ‘gecekondu’-’apartment’- and ‘suburbanites’. Among the high level professionals
the trend to move out of the city centre is increasing, however the youngster prefer to
utilize the facilities and opportunities offered by the vibrant city centre. In the middle class
districts the traditional communal control is weakening rapidly and the autonomy of the
individuals is strengthening 307,

1308

This 'new spatial order”", reflects increasing socioeconomic polarisation in the

city. Since the beginning of the 1980s, neo-liberal policies of economic and spatial
restructuring have targeted Istanbul with the aim of transforming it into Turkey's global

3% These new policies not only changed Istanbul's economic and urban structure

city
but also led to growing socioeconomic inequalities and concentration of wealth among
high-income groups®'’. According to Sénmez’'", in 2000, the wealthiest 20 percent of
families received 64 per cent of the city's total income. This new wealth and increasing
socioeconomic polarisation are among the main reasons used to account for the

12
13

emergence of gated communities in Istanbul” “. These sharp inequalities, however, do

3% Ayata, Sencer, & Ayata, Ayse. Toplumsal Tabakalasma, Mekansal Ayrisma ve Kent Kiiltiirii (Social
Stratification, Spatial Segregation and Urban Culture), Atacan, F. et. al (eds) in Miibeccel Kiray i¢in
Yazilar, Armagan dizisi, Baglam. 2000: 154.

307 Ayata, Sencer, & Ayata, Ayse. Toplumsal Tabakalasma, Mekansal Ayrisma ve Kent Kiiltiirii (Social
Stratification, Spatial Segregation and Urban Culture), Atacan, F. et. al (eds) in Miibeccel Kiray i¢in
Yazilar, Armagan dizisi, Baglam. 2000: 154.

3% Marcuse, Peter, and Ronald van Kempen. The enclave, the citadel, and the ghetto: What has changed
in the post-Fordist U.S. city? Urban Affairs Review 33, 2: 1997:228-264.

3% Keyder, Caglar and Oncii, Ayse. Istanbul and the Concept of World Cities Friedrich Ebert Foundation,
Istanbul, 1993.

319 Aksoy, Asu. Kiiresellesme ve Istanbul'da Istihdam Friedrich Ebert Foundation, istanbul, 1996.

311 Sgnmez, M. 2000'de Gelir Dagilimi Arastimast. Ekonomik Forum 7:10 ,2000: 20-24.

312 Aksoy, Asu and Robins, Kevin. Istanbul between civilization and discontent. New Perspectives on
Turkey 10,1994: 57-74.
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not automatically translate into a particular urban form or residential segregation. They
have to be mediated through certain actors, institutions and processes, as well as
discourses. Changes in the housing habits of social groups require not only a
transformation in social status and cultural values, but state intervention and the

presence of certain actors in the real estate sector as well*">.

Oncii, Ayse. (Oncii, Ayse and Weyland, Petra eds.) The myth of 'ideal home' travels across cultural
borders in Istanbul. Space, Power and Culture Zed Books: London, 1997:.56-72.
33 Harvey, David. The Urbanization of Capital Johns Hopkins University Press , Baltimore, MD.1985.

Knox, P. L. (Knox, P. L. ed.) Capital, material culture and socio-spatial differentiation. The Restless
Urban Landscape. Prentice Hall , Englewood Cliffs, NJ.1993:1-34.

Zukin, Sharon. Landscapes of Power University of California Press , Berkeley, CA.1991.
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CHAPTER 5

PRODUCTION AND MARKETING PROCESS OF
GATED COMMUNITIES IN ISTANBUL

This chapter provides an analysis on the marketing strategies and advertising
rhetoric employed in the selling of gated communities in Istanbul. This analysis, asserts
that the messages of these advertisements do not only reside in the texts and images and
demand a socially and historically grounded interpretation. Such an approach does not
only yield a context sensitive understanding of the changing housing aspirations and
appeals of gated living in Istanbul but also sheds light on the broader dynamics of urban

social and cultural transformation in Turkey.

erestijli sir yasam,
essiz Bur Mmart

Figure 5.1. An Invitation of the Pelican Hill Houses publicity campaign designed by Can Yiicel
Metin.Mentioned as The Beverly Hills of Turkey; Pelican Hill consists of the most
expensivemanors in the country, with a total worth around $ 2 million.(Source:
Pelican Hill web site, www. pelicanhillevleri.com, April,2008)

In Istanbul, the ideal home is packaged for private consumption in housing

advertisements that offer homebuyers an ideal living environment where middle-class
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housing desires and aspirations are fulfilled. The aim of this chapter is to critically examine
how representations of the distinct life are packaged, sold and consumed by residents of
gated communities who appropriate these signs as ‘symbolic capital’ that bestow upon
their owners ‘a reputation for competence and an image of respectability and honour*'*.
Such representations of the distinct life draw explicitly on a repertoire of ideas depicting an
idealized residential landscape which reflect and reinforce the exclusivist middle-class
housing aspirations and private visions of gated communities and their residents. What
mainly characterizes such distinction is the separation from the rest of society. Via the
media disseminated by the advertisement industry, this chapter also discusses the symbolic
significance of the house and home in the construction of the self and family life in
contemporary Turkish society. And demonstrates how housing developers create a sense
of ‘admiration’ by associating their housing development projects the extravagant
lifestyles of the elite by means of flashy renderings of the environments that they sell. The
chapter also exposes the recurrent themes, rhetoric and symbols that are used to represent
the distinct life in gated communities. As will be pointed out, often seen in these housing
advertisements is the spatial ‘imagineering’ of foreign (‘Western’) suburban lifestyles, that
centres on the consumption of ‘Western-style garden mansion’ and villas - the exclusive
housing forms of Istanbul's gated communities and urban elites while sometimes the elites
themselves are those advertised.(Figure 5.2)

It is important to acknowledge that print media is one of a number of media
through which home-related popular taste is conveyed and reinforced. Since the late
1990s, for example, home and gardening television programmes have proliferated and
have been an important source of ideas about house and garden design, services and
products. In Istanbul, at least, magazines and other print media have played an
important role for a very long time, and other media, television and the internet in the
present, are supplements to the printed medium. It is apparent that the lifestyles
portrayed in these media have arisen within a global framework and the products and
ideas highlighted in Istanbul could be discussed with reference to many different places

with comparative ease.

314 Bourdiue, Pierre. Distinction- A Social Critique of the Judgement of Taste, Harvard University Press,
Massachusetts, 1984:185.
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Figure 5.2. “With your trust we added more to our strength. Thank you...” A newspaper ad
from Asgioglu Construction featuring well known names of Istanbul’s elite society
about their buyers.(Source: Asgioglu website, www.ascioglu.com, June 2008)

The criteria for case identification was based on; the advertising frequency of the
Project, the rate of high popularity of these gated communities, the value of the Project,
the distinction that the Project offers. concurrent construction dates (years between

2000-2005)
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The gated communities selected in the thesis are located on the most preferred
locations for new housing in Istanbul such as; Bahgesehir, Beylikdiizii-Biiylikcekmece,
Goktirk- Kemerburgaz, Halkali-Esenyurt, Kilyos-Zekeriyakdy and Silivri on the
European side while Atasehir, Umraniye-Cekmekdy, Samandira-Omerli, Kurtkdy-
Tepedren, Beykoz and Riva-Sile on the Asian Side. The case study developments
according to urban location offers some advantages like; proximity to axes routes
(access to TEM, ES5, Atatiirk Airport, railroads), the places are attractive for people
working nearby large companies. Below indicates the unit prices of the selected

projects, ranges between USD 0,730/sqm — USD 2,067/sqm.

Prestijin sembolii oldu ;
3 beledlye paylasamadl

URKIVE nin en gok proje yeraliyor, TOKI'nin
yiik konut Bahegehirde gerceklestirdizi
projelerinden profeler arasinda Kontas Ingaatin
birineev 200konuttan clugan Sehr] Babce'si,

sabipligi yaparak, adun Bemay Ingaat'in 36 villalik Avupa

duyuran ve kigl bagina Konaklan, Intes ve Fiba'un 381

12 metrekare yegil alamn konutluk Manclya Evier, Varyap

duigtugu Bahgesehir bugin HE 3 Y Teknik Yapi'mn 568 konutluk Uphill
peg pege uygulamaya T = = Court'y, KuguGrup'un 211 konutluk
Spradon'U, 179 konutluk Spraden
Teras Bvler ve 413 kenutluk Spradon
B Kuleler ve ihlas Holding'in 716
konutluk Bizimevler bulunuyor, Bu
projelerde metrekare fyatlan 2 bin
ile 3 bin TL arasinda degigiyor. Emlak
GYO'nunise, Bahgegehir'de devam
eden projeleri arasinda Tuliple
‘Tulip Turkuaz, Kuzu Grupla Spraden
Quartz, fhlas Holdingle Bizimevier-2
bulunuyor. Bu projelerin metrekare

kanulan kenut projelert
sayesinde Istanbul'un en prestii
bélgeleri arasima girmeyi bagards.
1996 yalinda Birlegmis Milletler
Habitat [ Konferans cercevesinde
“Kurumsal Uygulamalarve

Projeler” odulint almasimn
ardindan nitfusu ikiye katlanarak
bir markaya doniigen Bahegehir,
cevie belediyeler arasinda da
*paylasilamayan balge' konumuna

geldi. fiyatlan ise 2bin TL'yi agtyor.
1k clarak 2005 yalinda Eston i ,
‘lam ‘mn hayata gegirdiz Ardich 7 BIN 300 KONUT GELIYOR
Ecenyusive an gergeklestirllen 16 yagatti, mmim Ingast, Avrupa
Eahqesehn’ m;mm =msmda m.n konutluk Bahcegehir'de son o Vakas'ndakl ilk projesinl
Spie e ARDICLTEVLERTNISYANT  paicosehis'de gercekdestimmeyt
tartigmalar sonunda, wy:lbeled.we suan 30bine Belgesel alamm geni: planliyor. Ontimtizdeld bahar
olarak hizmet veren Bahcesehirin ulagmig durumda. Niifusun 100 isteyen Esenyurt Belediyesi‘nin, aylannda Bahegehir'de 800
Bagaksehir'e baglanmasyla bini2orlachy Bahgegehir' deingaat  TEM otoyolunun gitneyinde konutluk yeni bir projeye haslamaw
somuglands. Bahgesehir, yeni Eston Yapimn planlayan All Dumarikays,
Guneybatis'nda bulunan ve tizere olan ve devam eden konut 2005 ylinda ingaatin bitirdig 1000 proje, bolgedekd tum pmmlerden sok
Esenyurt Belediyesinin birboltmii  projeleriyle bélge hizla yaylyor. konutluk Ardich Evier projesi ve farkl olacak™” diyor. Bahgegehir'de
olan Esenkent ve dogusunda . e Bahgegehir'e bagh i
bulunan Avelar Belediyesi'ne OMRU 10 YIL SURDU bolgesinin belediye siurlan igerisine  bir digest de Soyak... Kuaey
bagh Ispartakule Bolgesi'yle huza Gaellkl ve Linmak baglayan Bahgegehirde 3 bin 500 kenuttan
yayhyor. Bogazkiy kusumlanna yaylan tartima bélgenin Esenyurta alugacak projenin rubsat gahgmalan
NUFUS 100 BINE yapilagmayla her gegen giin biraz baglanmas ile sonuclands, Ardcli striayor. 2011 yalinda teslim edilecek
dahagemgleymﬁahgeghmm Bvler'de cturan site sakinleri imza profede konutlanin metrekare
ULASACAK Belediye baglatarak tekrar buymnnm forksiyonel yasam
‘Emlak Bankasi'min Siizer finvanina sahip oldu. Ancak bu Bahgegehir lam ine uygun elarak e A .
Grubu'yla birlikte 1950h Bahgegehir 2008 tasarlamyor. Fi Yap: da Bahgegehir'de = S
il baind hayata gecirgnda 3 Klemete ungmdld MEmRECREsizn  Cnlmdnvssuen: — Qturanlarin sadece yiizde 32'si kiraci
bir uydukent projesi olan Esenyurt Belediye's! yerine 20 projesini hayata gecirmey planliyor. i gl
‘Bahgesehir'deki Kilometre Bahgegehir bilgesinde, Taplu Firmanin en biiyik projest olan BAHCESEHIR'de fkamet milletvekillexi, sanateilar, sahibi, yiizde 32'si kiraci,
yillarda uygulamaya konulan mm, eklenmesiyle, daha énce Teltenin Komut idares] (TOKI) ve itiraki Fi-Yaka Bahcegehirde konutun edenler agrhh clarak, orta.iist diizey yoneticiler, yizde 42'si tam zamarh bir
konutla birlikte fki kat Esenyurt'a bag karpgkan  Emlak GYO'munda hasilat paylagmi  yamsira m'bmmﬂ:mm ahgveriy  Igadamlan, sanav-qier.  hukukgular . igsizlik oram
1990 linda 4 irliler'eikinet birgok daha deliyl igi BIR merkezi de dil azeteciler, eski Yiizde 68 ev ytizde 1] gegmiyor.

Figure 5.3. A newspaper ad about the prestigious Bahgesehir.
(Source: KKG Group website, www.kkg.com.tr April 2008

o Uphill Court, Eston Sehir are some of the latest residential
developments in Bahgesehir. Approximately 7,800 residential units are
being constructed in the region. Unit sale prices offering a wide range of
housing types and social facilities range between USD 1,375 — USD
1,760/sqm.

o Uphill Towers is developed in Atasehir. Unit sale prices range between

USD 1,666 — USD 2,067/sqm.
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= KKG Group preferred the location of Beylikdiizii-Biiyiikcekmece for
Pelican Hill that became a favourable residential area with the construction
of the Alkent 2000, which started in 1993. In this area total housing units are
roughly 11,000 with a range of USD 932 — USD 1,177/sqm.

e One of the most recent remarkable developments on the market Sinpas
Bosphorus City, was located on one of the high density housing
development areas, Halkali- Esenyurt in which 18,500 housing units are
currently under construction. Current unit sale prices range between USD
1,007 — USD 1,213/sqm.

o Sinpas Marenegro, Sinpas Sealbyria are two prestigious developments
located on Kilyos-Zekeriyakoy and Silivri regions. Unit sale prices of the
current developments are USD 1,291 — USD 1,717/sqm and USD 961 —
USD 1,358/sqm.

= Sinpas Avangarden is located on Umraniye-Cekmekoy region, one of
the fastest developing areas in the Asian side. Unit sale prices range
between USD 1,246 — USD 1,446/sqm.

e Dumankaya Trend is one of the current developments in Kurtkdy-
Tepedren region which has become more attractive with the construction of
the Formula 1 Circuit. The unit sale price differs between USD 1,200 —
USD 1,450/sqm in Tepedren for villa settlements and USD 730 — USD
850/sqm in Kurtkdy for apartment settlements.

= Selenium Residence, Selenium Panorama, Selenium Twins, Mashattan,
Trump Towers are examples of the major full-service metropolitan residence
developments located on the European side, Sisli-Fulya, Maslak and

Mecidiyekoy-Etiler.

As mentioned above, gated communities selected in the thesis as case studies are

all located in the prestigious locations of Istanbul’s lately fastest developing areas. Their

unit sale prices have been organised by property firms’ campaigns. From Zero interest

rates to zero cash payments, long term payment to aggregated rebate, payment delays to

fixed rates, firms have offered many different campaigns. During the preparation of this

dissertation the worldwide global financial crisis left real estate agencies and

construction firms with a housing stock of hundred thousand units. New financial

marketing strategies applied to overcome the crisis by property owners have caused a

revival in the sectoral market.
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5.1. Methodology of the Case Research

The case study methodology employed in this dissertation combines an analysis
of the discourse that prevails in marketing media and interviews with the developing
firms’ marketing branches. The interview consisted of both multiple choice and open-
ended questions. A questionnaire was prepared in order to analyse the underlying
motives/desires of the new urban way of life constructed by the marketing agencies that

designed the media®"

. The questionnaire was used in face-to- face interviews conducted
with the eight construction firms marketing high-end community. The questionnaire
addressed the type of marketing strategies, the types of media used in their marketing
processes, the key issues that factor into the development of their advertising messages,
the importance of marketing research, the cost of the marketing process, how they see
the status of their company within the housing sector and the characteristics of the
housing development. I also analysed printed media made available to me, such as
publicity brochures, community bulletins, collections of advertisements published in
various papers and magazines and, in some cases, various research reports prepared by
the management.

After the data was collected a number of key themes emerged which determined
the classification of the analytical study. These key themes which factor into the
marketing of the ideal life style’ are the ‘Marketing of ‘Fear’, the ‘Marketing of
‘Nostalgia’, the ‘Marketing of ‘Nature’, the ‘Marketing of ‘Originality, Technology and
Simplicity of Design’, the ‘Marketing of ‘Belonging’, and the ‘Marketing of ‘Gender’.

315 See interview questionnaire in appendix page 271.
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5.2. The Role of Advertisements in the Marketing of a New Life
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Figure 5.4. 'What’s Obama got to do with Ottomanors?’: An ad that takes its provocative edge
from the unprecedented election of a black American president from Sinpas GYO,
claiming that the housing development that they are providing is as unprecedented
and hard to believe as this election.(Source:Sinpas’s website, www.sinpasgyo.com,
May 2009)

According to Mark Gottdiener, while millions of people shifted to a high-
consumption lifestyle, the advertising industry followed by shifting into high gear as the
general purveyor of consumer fantasies and themes. The use of mass media by
advertising, and the media’s positioning as the principal means by which commodities
such as cars and home furnishings were promoted, resulted in the growth of advertising
into a major industry rather than a service sector.”'® Undoubtedly Turkey, on the way to
becoming the world’s 16th largest economy took its share from this development.

In order to cover some of the channels through which marketing concepts
entered the profession of architecture in Turkey, we have to map out the role of
advertisements in the post-1990 period. There is a visible increase in the marketing

activity within development firms as architectural firms themselves look for more

316 Gottdiener, Mark. The Theming of America, Dreams, Media Fantasies and Themed Environments,
Westview Press, Colorado. 2001:62.
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publicity via several channels such as the internet, as the number of printed media
related to architecture increased in number in comparison to the pre-1990 period. We
can also note that the growing use of consulting organizations for architects and
development firms on marketing policy and public relations. It is not an aberration to
say that the marketing of architecture has almost equalled the marketing of other

consumer products. This strategy is used by Sinpas and Agaoglu Ingaat.

MPCHAEL SBOLTON VE FERHAT GOCERTIEN FRANK SINATRA SARKILARY
DUFTLERY W S0L0 PERFORMANSLAR ILF DOLU BAR GECE...

k4 N Juliolglesias'a
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SART = 21:00

Figure 5.5. Sinpas Bosphorus City was launched by Julio Iglesias’s concert, and and the
campaign was kept alive with the concerts of Ferhat Géger & Michael Bolton, and
Gloria Estefan that followed Iglesias. (Source: From the website of Sinpas
GYO,www.sinpasgyo.com, July2009)

Figure 5.6. Above is the gala meeting of Asc¢ioglu Insaat for the Project of Selenium Twins
which the newspapers featured as ‘The most colorful publicity campaign’ from
Ascioglu’.Abba Gold Band took stage. (Source:Website of Agaoglu,
www.agaoglu.com, September, 2009)
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This strategy was repeated by Agaoglu Insaat, in their launch of My Towerland
in Atasehir by Tarkan.

Marketing and advertising phenomena are at the very centre of discussions of
postmodernity. The relationship between marketing and postmodernity is recently
defined by conditions such as-hyper reality, fragmentation, the reversals of production
and consumption, the decentring of the subject, paradoxical juxtapositions (of
opposites), and a loss of commitment .*"’

As production lost its privileged status in culture, and consumption became the

means through which individuals define their self-images for; marketing, rose to

become the primary institution that defined identity formation.
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Figure 5.7.'A new life by 750 million dollars’ An ad about ‘Marketing a New Life’.
(Source: Website of Pelican Hill Manors, www.pelicanhillevleri.com, May 2008)

As Firat and Venkatesh have enunciated, the postmodern age is essentially a
marketing age —as marketing has become an indispensable condition and the defining

institution of postmodernity. They write:

Marketing is the conscious and planned practice of signification and
representation, the paramount processes of life according to postmodern

317 Firat, Ali Fuat & Shultz C.F. From Segmentation To Fragmentation Markets And Marketing Strategy In
The Postmodern Era,European Journal Of Marketing, Cilt: 31, 1997: 3-4.
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sensibility. With this consciousness, the production and reproduction of
images, simulations, and meanings are no longer accidental or haphazard.
They are deliberate and organized through the institutions of marketing. In
order to participate in this process it is necessary to muster power to
influence and control marketing institutions. Marketing and marketers will
have, therefore, a heavy burden; one that is no less than determining the
conditions and meanings of life for the future.*'®

Firat and Venkatesh offer five conditions for postmodern culture:
1.hyperreality;2. fragmentation;3. reversal of consumption and production; 4. decentring
of the subject; and 5. paradoxical juxtapositions (of opposites) and a general

19 Van Raaij adds to these

consequence of these conditions — loss of commitment.
conditions the consequence of openness, which he defines as pluralism, that is,
pluralism as the dominant approach to all relationships, or as the acceptance of
difference.’” Brown further expands the framework by articulating three tendencies of
the postmodern consumer:

1. readiness for living a perpetual present,

2. emphasis on form/style **',

3. and greater acceptance of or resignation to (a) state(s) of disorder and

chaos®*.

Marketing today is thoroughly postmodern in practice. Marketing employs
sophisticated psychological techniques aimed at promoting desire and at manipulating
consumer needs; art and design aimed at the production of appealing environments and
packaging; demographic analysis that identifies clusters of potential consumers; and

advertising specialists, who have replaced door-to-door sales and catalog sales.’”

318 Firat, Ali Fuat & Shultz C.F. From Segmentation To Fragmentation Markets And Marketing Strategy In
The Postmodern Era,European Journal Of Marketing, Cilt: 31, 1997: 3-4.

*"” Firat, Ali Fuat & Shultz C.F. 1bid.1997: 4.

320 Van Raaij, W.F. Postmodern consumption, Journal of Economic Psychology, Vol. 14,1993: 541-63.

32! Brown, Stephen. Postmodern marketing?. European Journal of Marketing, Vol. 27 No. 4, 1993: 19-34
322 Brown, Stephen. Ibid. 1993: 91-100.

3233 Gottdiener, Mark. The Theming of America, Dreams, Media Fantasies and Themed Environments,
Westview Press, Colorado. 2001:69.
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Figure 5.8. The campaign intrigued customers by 11 different household appliances.
(Source: Website of Saros, www.saros.com, February 2008)

Figure 5.9. An interesting marketing campaign was introduced by Saros Insaat. The campaign
intrigued customers by offering a free jeep, and 11 different household appliances.
The campaign made headlines on TV and newspapers bulletins achieving its
publicity objectives. (Source: Website of Saros, February 2008, www.saros.com.tr)
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According to Brown, postmodern marketing cleverly employs the mutual
relationship between knowledge and power. The postmodern condition values image
above the product. According to modernist meta-narratives value was a property of the
product and that the image represented this value. Scholarship on the postmodern
condition regarding the simulated and the symbolic claim that the relationship between
the product and the image is reversed. Marketing practitioners have known for a long
time that the product’s image determines its rate of consumption. The consumers
purchase a product to realize the value that they perceive in the image. Marketers need
to think in terms of (re)producing images and of then designing the products that fit the
images. That is, they must think of images before products, not products before
images.***

Postmodern marketing practice will empower consumers for greater
participation in such play and construction of experiences, images and meanings, in the
postmodern conditions of Openness/tolerance (Acceptance of difference (different styles,
ways of being and living) without prejudice or evaluations of superiority or inferiority),
Hyperreality (Constitution of social reality through hype or simulation that is powerfully
signified and represented ) and Emphasis on form/style (Growing influence of form and
style (as opposed to content) in determining meaning and life). **°

Advertising is an important means of marketing communication in post-modernity.
It facilitates the development of a new kind of marketing outlined by Cova which
emphasises interactivity, connectivity and creativity. **® Advertising relies on the principle
that people are more likely to desire what they see than what they do not see. In other
words, if they are not informed about the existence of a new product they will not look
for it. Thus, we can say that advertising creates artificial needs in consumers, and
depending on their personality or on their environment people may be ‘seduced’ to
satisfy this need by buying the advertised product. To achieve the ‘seduction’ of the
consumer, advertisement uses a number of means to gain the attention of the targeted
audience: images, signs and sound, and especially language play an important role. The

image of a product necessary for its distinction can be created through words for

**% Brown, Stephen. Postmodern marketing: principles, practice and panaceas, Irish Marketing Review, No.

6, 1993: 91-100.

*% Firat, Ali Fuat & Shultz, C.F. From Segmentation To Fragmentation Markets And Marketing Strategy
In The Postmodern Era,European Journal Of Marketing, Cilt: 31, 1997: 3-4.

326 Cova, Bernard. The postmodern explained to managers: implication for marketing, Business Horizons,
November/December, 1996: 15-23.
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instance, which are used to name the brand or in a short and meaningful publicity
slogan.

In many advertisements, marketers appeal to the individuals’ ego and self-
actualization needs. According to Boeree, ego needs, which are also known as esteem
needs can be divided into two levels. The lower level can be summed up as the need for
the respect of others, including needs of status, recognition, attention or reputation. The
higher level esteem needs involve needs for confidence, competence, achievement,
independence and freedom, which can be summed up as giving a person self-respect.
Self-actualization ‘involve the continuous desire to fulfill potentials’, like beauty,

uniqueness, perfection, or self-sufficiency’” .

According to Maslow, only when
individuals have satisfied the needs of a lower level they will try to satisfy those of the
higher level. Marketers use their marketing activities to suggest to the consumers that
they can satisfy these needs by purchasing their products ***.

The media in general, but TV and advertising in particular, also promote existing
stereotypes through the portrayal of people and their relations with the others. This can
cover for instance group stereotypes (e.g., the perfect family, the rebellious teenagers)
or gender stereotypes (women raise children, are always concerned with their beauty;
men are rational and strong). The characters shown on TV are part of already existing
stereotypes in society, which are taken up by marketers when they decide on the
targeted group and are turned into ideals in order to increase the probability of selling
their products or of creating brand loyalty. This approach enables marketers to reach a
wide consumer group. It may provoke two processes in the minds of the targeted
audience. First, they can easily identify with the portrayed consumers, and second, since

these consumers have been idealized, they want to follow their examples because it

again appeals to their wish for emotional happiness.

5.3. The Home and Print Media

Print media still has a strong impact on consumerism in Turkey. Print media
displays the normative notions of how homeowners should present their houses.

Readers are shown images illustrating a vast array of designs and products that they are

**’Boeree,G.C.AbrahamMaslow  (On-line). Available: http://www.ship.edu/~cgboeree/maslow.html.
1998:4
mAssael, Henry, Consumer Behavior and Marketing Action,South-Western Publication,1992: 261.
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encouraged to purchase, use and display in their homes which supposedly express good
taste, appropriate style, high status and achievement of success. Homeowners comprise
a fluid market and their desires to consume are aided by persuasive textual and
illustrative print media directed at particular market segments. Some magazines, for
example, are often associated with a particular aesthetic and are geared to the needs and
desires of a specific market segment. Others are more eclectic in approach and may
illustrate a variety of styles. For example several types of kitchen (high-tech minimalist,
country cottage, French Provencal) might be displayed side by side, At any given time a
range of publications will be available on the market displaying a great variety of
products and designs, all of which will be represented as stylish, functional and tasteful.
This process is underpinned by the existence in contemporary society of a set of
conditions described by Baudrillard®*’ as ‘the need to need, the desire to desire’ which
strongly defines the widespread culture of advertising. For Gottdiener ‘If anything
advertising has heightened the extent to which commodities of all types are fetishised
and made to symbolise attributes that are craved.”* Products are fetishised because they
are bought in the belief that they can enhance the purchasers’ abilities to desires for
success, notoriety, uniqueness, identity or a sense of self, privileged social status, and
personal power. In today’s society, people see themselves and others through the
possession of commodities. Goods are the tools that signal to others who we want them

to think we are and who we want to be.

329 Corrigan, Peter. The Sociology of Consumption, Sage, London.1997.
330 Gottdiener, Mark. New forms of Consumption: Consumers, Culture, and Commodification, Rowman
& Littlefield, 2000: 4.
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MUTLULUGUN RESMINI
YAPABILIR MISIN ABIDIN?"

Figure 5.10. Provocative examples of newspaper ads, two striking slogans from Sinpas GYO
that can be interpreted as 'Can you draw the picture of happiness, Abidin?' or “You
do not need to go as far as Cannes to be happy, since those who did are now
thoroughly unhappy "Newspaper ads took important place in Sinpas marketing
strategies. (Source:From the website of Sinpas, www.sinpas.com.tr, March 2007

Years of advertising have reinforced the fetishisation of commodities. The reach
of material objects has been extended by commodification to encompass almost all
aspects of human life in industrialised countries. ‘There is no want or need that does not
already have its correlate in some object manufactured for profit. Consumer society is

fetishisation writ large’*!

. Advertising is therefore closely related to conspicuous
consumption in which commodities are sign values, convey social meaning and form
the basis of status hierarchies based on social distinctions In these terms the home-
related designs and products referred to in magazine articles and advertising are more
than objects; they signify the means and enablers to a social end. Advertisers take a
hegemonic role in the representational process of the home. Baudrillard suggests that
we purchase objects because we are swayed by the sense that advertisers are taking an

interest in us, that they exude some warmth and that this personalizes the objects for

3! Gottdiener, Mark. ibid. 2000: 9.
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us.”*” Readers of home-related lifestyle magazines are encouraged by advertisers, and
the authors of articles, to see designs and products as essential to their lives and homes.
Advertisers also encourage the sense of consumer choice and empowerment indicating
that homeowners can develop their own ‘solutions’ to their decorative and housing
needs. These solutions, based on particular designs and products, may involve using

their own skills or those of professionals.

LAGUN

lhuﬂum-mm"ll-m

Figure 5.11.: “Blue Lagoon: He thought a life like this was only possible in the movies... Until
he saw Lagoon” Marketing Via Hollywood ‘Blue Lagoon’ The print ads designed
for Lagiin, the prestigious manor project of Sinpas GYO. It is featured as a film
poster on daily newspapers’ cinema pages. Adverdingle by Can Yiicel Metin. You
get the feeling of a need of a life on Lagun by these advertisements. (Source:
Website of Sinpag GY O,www.sinpasgyo.com, June 2008)

Marketing firms keep on inventing new strategies in trying to create venues of
spectacle in launching new developments. I want to give a brief overview of

construction firms which have adapted strategies that I have outlined above before

332 Baudrillard, Jean. The System of Objects, London: Verso. trans. 1996.1968: 170.
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analysing these strategies in more detail. For instance Sinpas, Agaoglu and Ascioglu

have adapted creating the sense of the spectacular in in launching their projects.

BITLE B MAVATIN SASEEE FLMLERDE OLOWSIND SARFIRDU_
LAGUWY EORENE KADLE

Figure 5.12.° The Fugitive’ & ‘Horse Whisperer’ ‘The print ads designed for Lagiin, the
prestigious manor project of Sinpag GYO. By these advertisements, you get the
feeling of a need of a life like this: Near the lake, horsing, and away from the city’s
noise and dirt! (Source: website of Sinpas GYO,www.sinpasgyo.com, June 2008)

What dominates and unifies advertising on housing and its related campaigns
however is the ‘Marketing of an ‘Ideal Life Style’ under which a number of themes, as
previously mentioned emerges. I will first discuss how marketing of housing revolves

around this main theme.
5.4. Marketing Lifestyles

Lifestyle is probably the most dominant marketing theme. Symbols of lifestyles
and a related variety of slogans are emphasized more than the built environment and its

architectural quality in marketing campaigns. Therefore, the images that represent

lifestyles are indispensable to the marketing of housing projects.
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Seckin yasamin yeni cekim alanu...

Figure 5.13. ‘The new field of attraction for elite lives” Lifestyle images depicted in Selenium
Twins marketing campaign.(Source:From the website of Ascioglu,
www.selenium.com.tr,May 2008)

Everyday practices of the leisurely life of physically attractive people such as
exercising on a treadmill, playing billards, the comforting hands of a masseur pub
conversations and family shopping is depicted in the Selenium Twins ad campaign.
Representations of the life that is offered in the housing complex clearly invites the
prospective owner to activities. in which daily entertainment never stops whereas the
worries of business and the city’s social troubles are left behind. (Figure 5.13) A similar
approach is observed in the ad of Sinpas BursaModern. (Figure 5.14) What dominates
the ad is again the depiction of happy families resting, exercising and enjoying their

lives next to the rendered images of the housing complex.

Figure 5.14. Lifestyle images depicted in Sinpas's BursaModern
(Source: Website of Sinpag,www.sinpasgyo.com, June 2008)

In the brochures and website of Ascioglu Construction which addresses high-

income groups, images stress the power and desire of owning diamonds and the
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privileges of luxury and wealth while the space allocated to the houses themselves is

limited to a few general perspectives of the settlement. (Figure 5.15)
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Figure 5.15. Images from the depicted lifestyle in Selenium Twins by As¢ioglu.
(Source: From the website of Asgioglu, www.selenium.com.tr,May 2008)

Fibagayrimenkul adopts the same strategy regarding priviledged consumer by
foregrounding the jewellery box or a luxury car’s gearshift, in its ads. (Figure 5.16) The
implied message under this imagery surely is that ‘you deserve to live in a place with

those who can afford and deserve the luxuries’ that are portrayed in these pictures.

Tarz sahibini anyor...

Tarz sahibini anyor...

il 3 Fieacavrimencuy [ e S S gt P il K Fieac avRmENKUL

Figure 5.16. An ad from Fiba Gayrimenkul’s postponed Project Fibaline, proposing a lifestyle
through the 1images of a jewellery box or a luxury car’s
gearshift.(Source:www.fibaline.com, February,2007)
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Figure 5.17: A newspaper ad from Trump Towers Istanbul indicating the ‘Exclusive Lifetsyle of
Trump’. Prestigious Projects branded by Trump,; Chicago, Florida, Las Vegas,
New York, Panama, Toronto, Hawai, and now Istanbul’. Trump Tower [stanbul
connotes a globalized life in Istanbul’. (Source: Hurriyet Newspaper, 22.
November 2009)

Ads of Trump Towers also supports the distinctness of the project by the slogan
of ‘Exclusive lifestyle of Trump’ with the images of diamond, servant and drivers as the
service offered in Trump Towers indicating how the privileged life is promoted to the
prospective buyers. The slogan in the ad ‘And now, Istanbul’ reminds the prospective
buyer that a distinct and hard to find commodity which was known, famous, but rare all

around the world has now arrived in Istanbul.
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Figure 5.18. Descriptive words of Trump Project ‘Sophisticated, exclusive, stunning
architecture, magnificent view , high-end technology, high standards of Office
living, expect the unexpected, a unique shopping experience with glove concierge
service, an authentic Istanbul experience.” (Source: From the website of Trump
Towers Istanbul,www.trumpistanbul.com, October 2009)

Again the project’s website further emphasizes the uniqueness of the towers
being the first European Trump towers adding ‘Sophisticated, exclusive, stunning
architecture, magnificent view , high-end technology, high standards of Office living,
expect the unexpected, a unique shopping experience with glove concierge service, an
authentic Istanbul experience’ by adding Trump Istanbul an edge shrouded in the

minimalism of black and white.
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Bazilan sahip olur.

insanlar seckin kilan onlann tercihleridir.
Segkinlerin tercihi Dragos Royal Towers'ta yeni bir yasam tarzi sizi bekliyor.

DRAGOS 9171317

]
beru Am L\nﬂm ROYAL TOWERS mmmﬁ,m

Figure 5.19 'Everbody wants the most distinguished'. A few owns. ‘What makes people elite is
their own preferences. A new lifestyle is waiting for you at Dragos Royal
Towers,the preference of elites. (Source: Hiirriyet Newspaper, October , 2009)

The figure 5.19 is another example of ‘Marketing a new lifestyle’ by Dap Yap1
for Dragos Royal Towers. Owning and preferring an elite lifestyle is strongly
emphasized by an elderly well dressed and sophisticated looking woman- in a room

decorated with antique furniture that connotes a certain richness and distinction. It is in
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Dragos Royal Towers, pay attention to the name of the project, that the lifestyle of the
aristocracy is promised.

Maybe the pleasures of the class that is promoted by Eston Yapi for Eston Sehir
is not from such higher ranks of society but they are definitely those of the higher
middle class. It is not the images of the architecture itself that brings the prospective
buyer the associations of their new life but those of happy children watering flowers, or

playing basketball under the slogan of ‘Not only a new home, but a new life’.

Figure 5.20. Lifestyle images from Eston. All of these images in the proposed environment of
Eston Sehir; simulate the ideal — healthy and happy with nature-distinctive life in
Eston Sehir. (Source: Author’s archive, June 2008)

In the computer animated videos of Sinpas Bosphorus City, the image of a
swimmer crossing all the way from one end of the Bosphorus to the other, asserts that
the environment Sinpas aims to create in Bosphorus city is a microcosm that replicates
but at the same time rivals that of the Istanbul around Bosphorus. The swimmer gets out
of the water on the coast of the simulated Bosphorus City arriving at the destination he
longed for at the end of his exercise. The advertisement connotes this strong feeling as
if you are in Bosphorus, swimming from Hisar to Kanlica or Yenikody to Pasabahce with
a jingle blending tunes of Turkish classical music with the nostalgia of an Ottoman

Istanbul. (Figure 5.21)
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Figure 5.21. TV Ads from Sinpas Bosphorus City(Source:Advertorial film -from the website of
Sinpas Bopshorus City Project, www.sinpasgyo.com, May 2009)
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Figure 5.22. Similar theme used in BursaModern as in Bosphorus City. “Yali Koskleri’, ‘Asmali
Yalr’, ‘Park Konaklar’ are the distinctive lifestyle preferences proposed in
BursaModern. The yali and the konak are terminology that refer to the residences
of the Ottoman elite. (Source:From the website of Sinpag BursaModern Project,
www.sinpasgyo.com, August, 2009)

125



The booklet of Sinpas Bosphorus City opens with a striking slogan that reads
‘The 2nd Bosphorus of Istanbul’ with picturesque, high resolution computer renderings.
The scene stresses a hygienic atmosphere, rendering a ‘new Bosphorus’ with its
artificial canal, and its natural landscape dominated by hortensias in bloom. The
housing units are also carefully mingled in this artificial environment in the background.
The illustration strongly connotes a sense of community life as well as a sense of
withdrawal from the cultural and as well as physical pollutants of the city. In the TV ads
all of a sudden Bosphorus Bridge, and the Yalis disappear from their real locations only
to appear as accessories of the replica in their new location, the 2nd Bosphorus in
Halkali, which used to be the waste accumulation center of Istanbul until recent times.
As water drops from the swimsuit of Bosphorus city’s new resident, we notice the high-
rise high density housing environment pushed back in perspective behind the new yalis
recreated on the coast of the artificial channel.

In addition to the above mentioned marketing strategies one major weapon
deployed in marketing warfare is showroom design is demonstrating and promoting the
possibility of a ‘distinct lifestyle’. The showroom building of ‘Bosphorus City’ in
Halkal1 is designed like a ship and is surrounded by water. In reaching the entrance to
the building, one passes through bridges of teak, a very expensive and imported
material. The interior is decorated with pictures of the Bosphorus both from the Asian

and the European banks reinforcing the feeling that you are indeed in the Bosphorus.

Figure 5.23. Showroom of Sinpas Bosphorus City.
(Source: Author’s archive, June 2008)
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insaat sektoriinde bir ilk...

Dumankaya
Konut Projeleri
Tanitim Merkezi
hizmete girdi!

Insaat sekigrindn pek gok alaninda
yenilikderin tncisi olan Dumankaya, tim
projelerini tanitacag dzel bir showroom'u
gegtigimiz ay hizmete agti.

Figure 5.24: Showroom of Dumankaya designed by Atilla Kuzu.
(Source:From the website of Dumankaya, www.dumankaya.com, September 2009)

Similar emphasis can be seen on the design of the showroom designed by Atilla
Kuzu on the Showroom of Dumankaya, which connotes a much more futuristic, modern
lifestyle. Showroom design of Dumankaya is promoting the possibility of a ‘distinct
lifestyle’ with the special designed furnitures and lightning elements inside. The place
connotes a newly, future reminding design attitude that goes parallel with the
construction firm’s way of understanding. The interior is lightened with blue-red led
weared columns, hidden light sources and stick like lightning elements which you get

the feeling of you are in a highly pure futuristic place.

Figure 5.25. Showroom of Trump Towers Istanbul of Tagyapi.
(Source: Author’s archive, June 2008)
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Showroom of Trump Towers Istanbul of Tagyapi, shows a similar design
attitude, minimalist with black and white frame in their ads of print media which is part
of Trump Towers global marketing strategy. The building facade is totally coated with
the logo of Trump Towers indicating the project’s distinctness with the worldwide
known name, Trump. The interior is again designed under this distinct features of
Trump, with white and black. Black strip- with the logo and the building- frames along
the whole space, and focused on the white pavements, ceiling and walls.

Another example of showroom design is from Pelican Hill by the architect Eren
Talu. The showroom building of ‘Pelican Hill in Kemerburgaz is Bonita which is one of
the 8 manors designed by different architects and interior designers in Pelican Hill.
Stylish wallpapers seen almost everywhere lately, white minimalism, the red imitation

flowers all point out the issue of ‘marketing of gender’.

Figure 5.26: Pictures from the Showroom and Sales office of Pelican Hill. Interior designer of
Bonita is Eren Talu.(Source: Author’s archive, June 2008)

In addition to the above mentioned marketing strategies, one is showroom

design, the other is interior design of sample houses/flats that are promoting the
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possibility of a ‘distinct lifestyle’. The construction firms compete with their interior
designs either in computer renderings or real surroundings. The prospective buyers want
to see every detail, every special items of the house promotes. The realistic renderings
are one way of marketing these high-end housing groups. Below is an example from
Sinpas, idealizing a wealthy lifestyle with the items; piano, huge chandeliers, bronze

apliques, firestoves, ottoman ornaments, marble designs, orientalist sofas.( Figure 5.28)

Figure 5.27: Computer renderings of Sinpas
(Source: From the website of Sinpas GYO, December 2009)

Figure 5.28 is an example of interior design of sample flat; depicting an ‘ideal
life’ for ‘ideal people’ in Tasyapi’s latest Project Four Winds. High and admirable
standards of living promoted in these residences. The furnitures, lightnings, curtains,
every detail connotes a modern, stylish life promoted by Tasyapi. The young woman,
depicts an ideal, modern and wealthy people living here. In the second picture, Fendi

Cushions indicate the quality and wealthiness.
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Figure 5.28. The Young, Beautiful, and Wealthy.
(Source: From the website of Tasyapi, www.tasyapi.com, September 2009)

The “distinct lifestyle’ is promoted at the interiors of Pelican Hill manors which
is designed by 8 different architects & interior designers; ‘Lucca’ by Mahmut Anlar,
‘Fontana’ by Dara Kirmizitoprak , ‘Venezia’ by Mustafa Toner, ‘Bonita’ by Eren Talu,
‘Bologna’ by Eren Yorulmazer, ‘Vincenza’ by Hiilya Doser, ‘Fiora’ by Hakan
Helvacioglu, and ‘Toscana’ by Hasan Mingii.

Figure 5.29 are the interiors of Lucca by Mahmut Anlar in Pelican Hill Manors.

Inoxed built-in kitchen eqiupments, Flos lightning elements, Breuer chair pointing out
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the quality and modernity of the house. Gym room, Billard room and some details-
Book of Luxury of Space on the table-from Lucca in Pelican Hill Manors points out that
the design is about the distinct lifestyle. (Figure 5.30)

Figure 5.31 shows the interior designs from Fontana in Pelican Hill; addressing
the marketing trends of a healthier lifestyles, technology as opportunity —home-
entertainment technologies- and gender issues. Figure 5.32 shows some pictures from
Venezia in Pelican Hill, designed by Mustafa Toner. The interior design of Venezia
with its textures, special lightnings, functionality of the dressing rooms gives clues

about the privileged life proposed here.

Figure 5.29. Interiors of Lucca by Mahmut Anlar in Pelican Hill Manors.
(Source: Author’s archieve, June 2008)
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Figure 5.30: Lucca in Pelican Hill
(Source: Author’s archieve, June 2008)
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Figure 5.31: Interior pictures from Fontana by Dara Kirmizitoprak in Pelican Hill.
(Source: Author’s archieve, June 2008)
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Figure 5.32: Pictures from Venezia in Pelican Hill, interior designed by Mustafa Toner.
(Source: Author’s archive, June 2008)

After this introduction into the marketing of lifestyles I will discuss how
different themes emerge under the basic theme of ‘lifestyle’, and factor into the power

of marketing in the field of housing. Marketing of ‘fear’ is one of them.
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5.4.1. ‘Are You Safe?’: The Marketing of ‘Fear’

Fear is sine qua non to the marketing process. In overt textual references and

pictures, advertisements employ specific subtexts that address fears, anxieties, concerns

and demands specific to security and safety of living in Istanbul.

In Istanbul, newly constructed property responds not only to changing demand

for increased square meterage and tastes in housing, but also, to the earthquake threat in

the city’s region. Due to the construction regulations that were legislated after the

terrible earthquake that wrecked an important part of Istanbul new homes are considered

to be safer. Some construction firms, however, seem to see the earthquake-proneness of

the region as an opportunity to focus their marketing strategies on earthquake safety.

Art CANADIAN

o,

Giivenli bir geleceje yatinm yapin!

Ister 1, ister 1000 konut... Ister 1, ister 100 kat..

Biz piiven inga ediyoruz!

Yapilarda celik irade;
&M ArtCANADIAN Konut Sistemi
Teknolojinin depreme karg! en safjlam kalesi!
Ardan Z’ve

markass ANCANADIAN Gt Konsyiksiyon sajesnd:

[ dentyin S anasds i sk

sy vty Nayata g0l 50 garanti, anahtar

AACANADIAN Kanut Sistemi " gok osa sbrede
vt heiaylejturnaica v igide ajarken “es bder OB v S35 Gima” ayncal ity

her adimda -ﬁ.iz variz...

(L] [——

A

Figure 5.33. ‘Earthquake Fear ends!” An ad from steel construction firm. Art Canadian: We
build safety! The iron will in buildings.(Source: Hiirriyet Real Estate Newspaper,
2007 & From the website of ArtCanadian, www.artcanadian.com, 2007)
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Giivende olmak!
¥ liksak ieknologin ylksak br yagam
konforuna donisgtogi
Uphill Court'ta
glvenligin standartian da gok ylksek!

son leknolojienn kullnimasimin yaninda
e MMI 'ran gl kdirsdileninin denetiminde
haziignan zemn etldien, konut binalannda radye temel

izenne tinel kahp kullanimas) Uphdl Towers Residence
binasnda fore kazik sstemi (zenne radye femel

uyguiamas sistem sacimi statik il sizierin
Vi sevilikleninizin deprem riski olmadarT aca?
bir "standart” sunuyor o T/ | —

i
-

Giinkil Uphill Court ta
yasamin degeri gok yiiksek!

{§: T0Ki

Figure 5.34. "To Be Safe!’An ad from Uphill Court Project of Varyap Teknik Yapi, emphasizing
the ground analysis of Universities of ITU and Bosphorus.(Source: From the
website of UpHill Court, www.uphillcourt.com, 2007)
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Located in Kumburgaz, Zeytinsuyu Tepesi Homes of Saros Construction, are
built in highly earthquake resistant steel frames and has an interesting marketing story.
‘End of the earthquake fear’ and ‘This house is % 100 secure against earthquake’ are
marketing slogans employed by the firm. In comparison to the big players in the
housing market Saros Construction did not allocates much of its budget for the
marketing of the project but in the advertisements of Zeytinsuyu Tepesi Homes security
measures are the most dominant features. One of the partner of the firm explains this as:
‘We planned the settlement regarding the earthquake. The reason of their attendance to
housing sector is the earthquake of 1999. The marketing slogan was in parallel with this
idea: ‘Safe life!”.***(Interview with Saros: 260) Another interesting feature of the
campaign was that the firm offered a free jeep to every buyer, a 1-year free babysitter

service and electricity bill payment. (Figure: 5.36 & 5.37)

3 See Appendix A, Interview with Saros Cons. 26.06.2008.
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Ayaginizi yerden kesecek kampanya.!

ﬁmmgﬁmml R 111 KAMPANYA SONA ERMISTIR 11!
o ZEYTINSUYI'NDAN EV ALAN

v alan herkese HERKESE SON MODEL SUZUKI JIMNY
1 yil boyunca JEEP HEDIYE..!

E.ncuk h_ﬂkjlﬂ&l vaya 31 Fkim 2007 tarihine kadar villa alan herkese
hizmetli bizden..! %100 DEPREM BOVENLIBE || cekilissiz kurasiz Bika Otomotiv isbirligi ile 4x4
Suzuki Jimny Jeep hediye edilivor.

Amerikan

Celik Evieri'ne EV Olalna

cok ueuz . eep -

JPON i e
Ayitk taksitier artik her keseye sygun. ! Bika Otomotiv isbirligi ile &

Suzuki Jimny Jeep hediye..!

Figure 5.35. Ads by Saros Cons.
(Source: From the website of Saros, www.saros.com.tr, 2007)

Not only earthquake fear but also security is an important issue in marketing
housing settlements. The growth of gated communities has largely been attributed to a
growing search for security associated with increasing fear of urban crime and violence.
Increasing possibilities of surveillance are added to the package of electronic systems
such as remote lighting control, intelligent kitchens and AC systems, remote controlled
doorlocks, that are offered to the prospective owner of homes as part of an environment
that is supposedly under the owner’s total command. (Figure 5.38) Whether the
exacerbation of the feeling of safety actually leads to the exacerbation of paranoia and
fear is another issue that needs to be discussed. If you are offered an environment where
you will be living with people of your status and behind the safety of gates why would

you need extra safety?

Gocugunuz Parkta mi? Teniste mi?
"Bir Tusla Gérebiliyorsunuz.”

Renkli ve yilksek kalitesiyle girlintlilli diafon sistemimiz, sadece misafirlerinizi kantrollii
kabul konforunu sunmakla kalmayacalk;

- Komsulannizla dahili telefon gBrismesi yapabilecek,
- Site girist, apartman girigl, gocuk parks, tenis kortu ve gilet cevresini de
izleyebileceksiniz

Romantik Mod mu? Misafir Modu mu?
“Bir Tusla Evinizin Aychnlatmalarim Kumanda Edebilirsiniz"

Evinizdeki akilh aydinlatma panosu sayesinde, dnceden belirttiginiz senaryolara gire aydinlatmalannizi tek bir tusla kumanda
adebileceksiniz, Diyelim ki, isten eve geldiniz; aksam modu! Ya da fizel bir kutlamaniz my var; parti modul Hizli yasam
temponuza sinirsiz senanyo sigdirabilirsiniz.

SINPAS YAP| ENDUSTRI ve TIC. A5,
Sinpag Plaza, Maliha Avni S6zen (Ortaklar) Cd. No: 4034384 Mecidiyekdy -lstanbul -TURKIYE
Tol:(+90 212) 288 68 68 (Phx) Faks: (90 212 ) 273 04 69 £-Mait info@sinpas.com r
internet

Figure 5.36. “Your child at the parc or tennis? You can see by one click!
(Source: From the website of Sinpas Avangarden Project, 2007)
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Figure 5.37. Steel Framed Zeytinsuyu Tepesi Houses
(Source: Author’s archive, June 2008)
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5.4.2. Marketing of ‘Originality, Technology and Simplicity of Design’

You're a Pisces. In Mashattan, you don't have to worry about the house,
You like plush and spacious houses. the house takes care of itself.

24 118 et o
N

You give the care that your home deserves and 2 prie
always try to keep it tidy and clean. The choice s yours.

1.
MASHATTAN

Hashattan Showsoam Phome: (2125 286 22 ab BBy anicom  mashatian@taspsni cam

Figure 5.38. A Magazine ad fromTagyapi- Mashattan emphasizing ‘Originality, Technology and
simplicity of design. The white walled, minimalist space comes with a bang olufsen
music system without any carpeting while the white rounded sofa adds to the hygiene
and comfort to the proposed lifestyle in which you only need to worry about
yourself, since “the house takes care of itself.” (Source: From the website of Tagyapi,
www.tasyapi.com, February, 2008)

Writing on technology and simplicity of design in the advertisement texts and
images in computer renderings point to the possibility of a better life based on the
assumption that new technologies make life simpler and reduces the amount of time
allocated to house chores. An emphasis on information technology and luxury appliances
based on new technology for which new configurations of domestic space are needed
dominate the ads. Usually advanced technology comes in the shape of high profile and

expensive kitchen appliances such as those of gaggenau, franke, (blanco/ corian. etc) .
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Figure 5.39. Gaggenau Fridges from the residences of Pelican Hill and Uphill Court.
(Source: Author’s archieve, June 2008)

Figure 5.40. Inox built-in oven, dish washer, microwave, fridge in Pelican Hill’s kitchens.
(Source: Author’s archieve, June 2008)
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Teknoloji ve estetik
Novus Residence'ta bulusuyor.

- Tagyapi'nin davan eden projaleri arasmda yer alan Atakey Novas Residence yeni
— b residence anlayisin sakinleri ilz tamighimak igin tasatlanmisti. Temizhk, yivecek,
igecex, efience, ulagun... Aklwiza ne geliyorsa artik elivizin altida ofacak. Hatta
camniz sinemaya mi gitmek stiyor? Novus Resfdence sizin yerinizi ayntacak ve
bifetinizi evinize kadar ulagtiracak.

Tugyars bigesst vo Enek Kornt GY0
sikeernn otak projes clen Nows
Residence Tago Minatk, Tatsua
Yamamats ve Gakhan Allud
tatidan gineclic kortor ve kg
Konusunda on ince aynntilar
sk nazareistr.

Hieeies G212 b Y
i 4 katian 1€ ala yapig tosam
6 blckn balhge ve ceniz manzarol,
14101 5+1'a Ko Tl sratfe
18 218 Fasiciace her Kk bekdent
ve intiyaglora ¢evap weredek
nitalbeds, Frcjs ssiatic g Orsinin
YAIW 31 rode, Saggan) vo a b
i ol (i e
s captads

Novs Resiclance sakinen arac ve
36100 Kdralamia, resepsiyon,
conclerge, gocuk bakam. cvel
hayvan bake, catering, house-

konfarunu 24 st boyunca
yasayacaiads, Bunlann dignda
mini market, guzoilix vo &pa

Wilyagiarna hizme
Fonna gmess spor yapmak veya
Kondisyoruana aramak i £ nGe
aymlena kadar tisaranan fnaee
center dael taswh 2 adel ylizma
havuzu, yazin acilabilr cam
Guvartan v g G20l Zeminden
Fsma saten s 4 mevsin Nowis
sakiverinin hizmetinde clacaicr

Bynica soaysl tesiserde bulunon

apncalkcl bir hizmet sunaca.

Bt ysalier ve tenciollyi
yapeay koloyksgtmmaik igin gUnidix
eyt tagyn Nowss Foseiclanos'ta
o5 zamanda mfma v sofutma

yopon 4 o fon-col sistemier,
daralar aras gorntoll ic hat
gogme ve 01 telelon hatign,
basintsz ened ek

slaunda har dairsys 1'den 3's
varan adatte park glan tahsis
‘eclimelde ve mymca drsiers 52el
dopo alanlan sunulmakiad,

Rasidence suinleriin fer il
alivanlik ve konforunun
S05InMdIEY projede en son
deprem yenstmeligne uygun
gorgoklogen 3.600 m¢ bina
alannda 17 . boyuiida 78 G
capnda 1.113 fors kazik s zamin

. podendrimis ayica depram

alglama ve otomasycn sistemi
Kotz

Novus Residence, Atatiirk
Havasian, Atsxey Marhae biyik
hgverly merkeaering yakihgs.
Gnamh kotumy il sigi hayata

[anerattnl, Uy va kablow yayn
tewsi 13 dedokca. Su busme
cleckeldfell, 24 sant kgl e
arnera e sistervi la konfor
Vo gverik o fco aymiiena kadar
gundlmgior.

Tim blokorm st buknan 24
‘saat lapsh cdsure kamera sistani
e iZlenen 2 kath kepeh olopark:

st P St crn Tel (217 B84 06 65 Pl

Itesaren vl va ks br yagama
davat atmaitod.

Figure 5.41. A Magazine ad from Tagyapi.

(Source: From the website of Tasyap1, www.tasyapi.com, March,2008)

The ad prepared by Tasyapi states that technology and aesthetics was brought

together for the prospective owners of Novus Residence with white modernist highrise

buildings and a happy resident with headphones.

TURKISH

The Ultimate Luxury

Wilh s magrifcant history, Istanbul has shways symbolized growdh, snergy and
innovaton. As 2 thning cerfer of e and commerce, Istanbul rspites bok new
Trump Towers Istanbul complements the cly's word renowned
beauty, culture and sophiskcation, as & combines the highest levais of kunry with the
mest presiigious lccaion, spectacutar views, and stuning archiectur, The propery
the frst to bear the Tumg name in Ewrope, wl be unke anyling buil before L. | am
‘waty proud 1o pressed you with & new Istanbul lsndmark: Trump Tawers Istanbed.
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Figure 5.42. ‘Ultimate Luxury’, Images fromTagyap1-Trump Towers
(Source: From the website of Tasyapi, www.tasyapi.com, August,2009)
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In the respectively minimalist ads of the Trump Towers Istanbul, both the images
and the discursive descriptions promise and connote an original, simple, modern lifestyle

with black and white which is part of Trump Towers global marketing strategy.

Figure 5.43. An ad from Tagyapi-Trump Towers
(Source: From the website of Tasyapi, www.tasyapi.com, April,2008)

Yeni yuvlar 3G
teknolojisiyle
kurulacak

Figure 5.44. ‘New homes are going to be built by 3G technology’. An ad about Dumankaya
Insaat’s 3G technology applications indicating their marketing strategy of selling
homes that are equipped with advanced technology. (Source: From the website of
Dumankaya,www.dumankaya.com,September,2009)
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Figure 5.45. Maslak + Manhattan= Mashattan
(Source: From the website of Tagyap1, www.tasyapi.com, June,2007)

What is marketed via the claim for the possession of advanced technology is the
feeling of distinction acquired via being one step ahead of the crowd. ‘Mashattan’with
its 33 storeyed 10 tower buildings, Mashattan-a housing development by Tasyap1
located in Maslak business center- is one of the most remarkable projects spreading
over 140000 squaremeters of land. The name itself creates an array of connotations
which in turn reinforces the marketing campaign’s strength. Manhattan is the finance
center of the world. The Manhattan-like image of the development to be constructed in
Maslak creates the powerful illusion that in this newy center of finance workers, people
living in Istanbul will breath the air of Manhattan. The clever marketing strategy calls
customers to relocate at the heart of the global business world by having a piece of their
own Manhattan in Maslak. The campaign is a perfect instance of Baudrillard’s
aesthetic hallucination of reality; that is, reality that has already incorporated the
hyperrealist dimension of simulation moves us into a world of dreams driven by the
sensuality of representation. Furthermore, Tasyapi has chosen specifically English

brandnames for each community in such as Novus Residence, Almondhill and
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Mashattan suggesting its customers that they inhabit a world in which a truly global

language is the medium of communication.

Figure 5.46. Mashattan of Istanbul
(Source: From the website of Tasyap1, www.tasyapi.com, June,2007)

Figure 5.47. Manhattan of New York
(Source: From the Web,www.google.com, June, 2009)
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Smpas Bogaz’
kionlayacak...

Liiks konut projeleriyle adindan sdz ettiren Sinpas, simdi de Istanbul Bogazi'nin
Ortakéy'den Anadoluhisan’'na kadar olan gorunumunu ‘klonlamaya® hazirlaniyor!

riinde milyar .|||
tarhk projeler ger
geklegtiren ancak
wrtalarda  glinan-
mekten, fotojral
gekirmekien hog-
lanumayan miiseva

A dusyen

Ingast nuiibsendisi olan Avna
ek, sekibrun kunumesllasme
fermalanndan Simpas Yaps En
dilstrisinin kumoousw. Granit
seramik fabrikass Seranit ve ge-
lik maden sckidrunde (nemb
pay alan Mikron'sm de sabilh

Marepegro, Lagin, Avan
garden, Humcli Konaklan,
Mua‘ Wty b Gt gelir grubuna
hitap eden komut projelerinde
evleri henie inpaal asamasn
dayken satilryor

‘Elimde 5 ik arsa sto rh!ull
hame” dfiven Celik, ba
vk bir proge Geerinde
vair, Celiic, Ovtakoyden Anadi-
lahrari'na Kadar olan Bogas
porumimani klnlayacafn bir
projeve baglamak irere. Bu

“Yatinmciy da

B Neden bir gayrimenkul ya-
timmn ortaklegy kurap vab-
nmlanma balkla paylasmi-
yorsumuz?

Avnl Celik: Istambul'un
ok kpmeth arasilerinde ke
ristnde ol bk gavrimen-
kul koanpleksderindn. algvers
merkezlermiden meadanslarn
varam gesitbilikie gayrimen-

bdlgede yer alan tarthi vahlarm
bir benzerini 1.5 kilometre
wnanbugunda, 51 metre genigl

pinde. 3.5 metre derinifinde
yapacaklan suni bogamn’ kena-
s e edecek, #0 yali igin el
sakryelan In--lgr sif gl salilans-
it Simpag m Bagkam Avni Ce

ik we “grkenimin |n||l:|u mifih

yillik yardimciss Scha CGiscemer,
sopulanmin yandlad

ortak edecegiz’

kulberin yer alacaj bir gayri-
menkul yatirem  ortakbfing
kurmak Grereyie. Grubumu-
rumn hemen gengeklegtirileock
projeleri  arssinda  biyik
poetiivli bu projleri gaTi-
meekul yatinm ortaki cabe
s altnda halka acarak bores
yalmmealanm  propelerimize
urtak etk do var

B jcshadem icin alisverls mer-
ezl projesl ne asamada?

Avna Cehik: Bu progede 1]-
ker ve Akmerkez'm sahibs Ak
ik grubugla ortafie. Arazi ok
deerti bir Bolgede v 152 &
mikns. Alsverss merkezi, komut,
Tircok ey ayne andas vaplabibr
Nibiai karan vermedik, DNinya
nim Desde gelen mimarlaryla go-
rigivorae. Bu proge havalken
mrlayacak agikiasi

W Sigin h-null-nm neden bu
kadar ilgi goriyor

Seha Cacenser lla.I projele
nimiede bir yasam arz dretive-
rug. Mescls Sealybria kosutla-
rinsln suyun drerinde vikselen
evierie farkh bir st gevmdile. Si-
livri"dheki 222 villayy ook ksa =i
rede sattik. Yapsak bir o kadar
daha satardik, ama siemedik,
Ptk kakan istedik, Biz v isine
ks giba baknvona:

Gucei'nin alwe  govdigi
goambeii 1000 Kisimin doorinde
woslsnmaz. B de
jede bagka bir komsep,
aidiver dennoruz. Yine mescla
Kilyin hilgesinde ver alan Ma-
renegro da tamambandiginda
sehilr efsanes olarak komut sek-
trandeki verini alacak

W M vbder konul ingaatlan ya-
pyorsumig, kemu et ihs.
leberime neden girmiyorsunus?

Avmi Celik: Komut yapeyo:
az, ugadin nsaal Yapmyonis
Ali Mt Gurtana doneminde
bize bar 1SKI proges verilmek
ey, bakik, “Hiam wman-
Ik abamimiz debil” deelik

‘Sektor emektarlarina kalacak’

W Turkiye"nin biyikler ariik

Al Celik: Gk

1 B gok keirly bar sektor albagi
imancirda degilime Samdi dém
biiviikler gamor ama baificin
geviol olscaging disiniyoran.
Bu yamn kKiga da olscakiy
Sonra sekidr yine selidre

emek verendere kalacak. Uhn-
lar yime asli iglerine démecek
dive hakiyorum. Bidm valne
Cekmelkdy tarafimda 4 bin ko-
niglhak wimie virever. Bu dal-
galar gelir goger, bur yodumza
devam oderiz. Bir proge biser-
ken digeni wan haarlannoniz.
Omimiedeki 5wl igin kowut

tretecek ana stokamie var

Figure 5.48. A newspaper ad from Sinpas Bosphorus City Project: 'Sinpas will clone the
Bosphorus..." CEO of Sinpas, Avni Celik depicted the featuring projects to
Milliyet newspaper.(From the website of Sinpas Bosphorus City,
www.sinpasgyo.com, July ,2009)

With the mediation of computer technology, simulations that establish the
relation between the customer and an imaginary world of housing are delivered into the
consumer market under the aegis of themed environments. So far, Sinpas GYO’s
‘Bosphorus City has become the most significant example for this situation. The
Bosphorus recreated in Halkali for TV commercials stress that in this project people

will actually live in a theme park.
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Bosphorus City
Iglesias’la acildi

SINPAS GYD'nun "Yasayan Bogazici’ kansepti esas alinarak Halkal'da yaklagk
446 bin metrekare alan (zefine inga edilecek ve 2 bin 793 konuttan clusacak
projenin tanmimi, lspanyol sanatg Juho Iglesias’n katidis toplantiyla yapilds

A | — S

e ) Ly TN L !

Iglesias: Her sevgilime
‘Bogaz’dan ev alacagim|  Sinpas'tan Iglesiasi taniim

Sinpay GYQ'nun Halkali'da insa edecegi Bosphorus City nin tanvtim toplantisina katilan inpas Gayrimenkul Yatirim Ortaklig’nin Bosphorus
Unli Ispanyol mdizisyen Iglesias, “Her sevgilime Bosphorus City'den ev alacagim” dedi = ey _ "
S . City projesinin lansman; diinyanin en popiller

g 2 milyon =4 4

g sanatcilarindan biri almanin yani sira 1.5 milyar dolan

dolarlik yalilar

2 gunde satildi asan gayrimenkul yatinmian ile de dikkat ceken Julio
G, B i Iglesias'in katihmiyla yapilacak. istanbul Kiiciikcekmece /

Halkal'da
yapilacak olan
projeyi
inceleyecek ve
lansmanina
katilacak olan
Iglesias, 2008

= dinya turnesi
sirasinda sadece
bu toplantida basin
karsisina cikacak.

e
de satbdygini agiklads. Sh:dm‘lnc

i taksitle ev alina-
mnl belirten Oztark sunian

“Hig peyinatstz 60 uy vade uygu-
Iuyoruz. Evier icin 4 ay
“anra

ara oeme, 12 ay son-
1 ylade 1000k bir
pesinat  ddemesi,
ay sonra

Figure 5.49.Julio Iglesias at the launch of Sinpas Bosphorus City.
(From the website of Sinpas Bosphorus City, www.sinpasgyo.com, July ,2009)

The project was officially launched at a party in which Julio Iglesias was invited
to sing. Having invited an international celebrity for publicizing the project Sinpas GYO
sold the first phase of the Project in a very short time despite the global economic crisis.
Bosphorus City will supposedly incorporate the characteristic features of Bebek Parki,
Istinye Koyu, Yenikdy, Pasabahce, Emirgan Cinaralti, Kanlica, Anadolu and Rumeli
Hisari, Kandilli and Cengelkdy squares which are the favorite and historically
significant spots of the Bosphorus. In addition to this simulacrum, prospective owners
are invited with the slogan ‘Do not be the guest, be the lord of Bosphorus... . Those who
have desired but not attained the lifestyles of Istanbul’s elite that inhabit the precious
banks of the Bosphorus in their select mansions, now have the virtual opportunity to

have their piece of the Bosphorus.(Figures 5.501 & 5.51)
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Figure 5.50. ‘A Center that Foster Your Soul. Hisar is the place to meet, talk, and have a good
time, a center fosters your soul with its miniature amphitheater, exhibition area,
and corners surrounded with greenery for reading and resting.” Ad from Sinpas
Bosphorus City.(From the website of Sinpag Bosphorus City, www.sinpasgyo.com,
January,2010)

Figure 5.51. An ad from Sinpas’s website. ‘In the Shade of Almond Trees..On a Sunday,
spending time with your kids in the park...Afterwards eating delicious ice
cream...Top it off with a cup of Turkish coffee on your way back to your house
from Bebek, where almond trees accompnay you...Life in Bebek is beter than
you can imagine...’(From the website of Sinpas Bosphorus City,
www.sinpasgyo.com, January,2010)
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Olay New York'ta geclyor.

Unli mimarlardan 6dilld bir mimari. Asiri titiz bir insaat kalitesi. Tasinmaya hazirlananlar is hayatinin yiikselenleri.
Ve tepedekileri. Yatirim diye alanlar bile hep {hli birileri. Burasi “"New York'taki gibi calisiyoruz, New York taki yasam
kalitesini hak etmedik mi?” diyenlerin yeri. Sehi'den kagmak icin daha cok genciz diyen 6zgiir ruhlarin, cekirdek ailelerin,
gorkemli bohemlerin tercihi. Zaten alinacak cak loft da kalmadi gibi. Kalanlarin ise insaati bu yil bitiyor. Binanin dnld

sahipleri fiyatlari yiikseltmeden almanin, Aralikta yeni bir hayata baslamanin tam zamani. Sanki. o, {—'\/E_lNT
FT

www.leventloft.com 0212 270 81 18 Tam karsisinda Yapi Kredi Plaza ve Is Kuleleri.

Figure 5.52. A newspaper ad from Levent Loft Project. The selected pictures are connoting an
image of a lifestyle created in a world metropolis., ‘The plot takes place in New
York’. Here, strategy in marketing this project basically lies in marketing of
technology and originality in design. The Project also differs from other projects
that architects of the project is mentioned in the ads. (Source: Hurriyet Newspaper,
22.November. 2009)

‘Awarded architecture from famous architects. Enourmous quality in
construction. The dwellers ready to move are the top managers or high professionals.

The buyers, only for investment, are also famous. This place is for the people saying ‘we
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work same in New York, didn’t we deserve the quality of life same in New York?’. The
text in Levent Loft’s ad, points out very well about what the distinctiveness means.
Here not only the originality but the status is also marketed.

In light of the above, ‘Originality, Technology and simplicity of design’ is very
common marketing strategy creating the desire in achieving the possibility of a better

life based on the assumption that new technologies make life simpler.

5.4.3. ‘So Close Yet So Far: The Marketing of ‘The Alternative: Isolation
from the City and Closer to Nature’

‘Sealybria at Istanbul, nature is very close to you’(Source: From the website
of Sinpag Sealybria, www.sinpasgyo.com, May,2007)

' Easy transport: TEM-1km., E5-5km 20 min. distance to Atatiirk
International Airport’

‘Ardi¢h Lake Houses is the project that fits those who need to be free of the
suffocating city ambience and to enjoy a daily life in peace with the joyful
feeling of holiday by the side of the Lake Ardi¢li, which is close enough to
everything and every place yet allows one to feel he/she is far. Ardi¢li Lake
Houses offers a brand new living style with open swimming
pools...basketball and mini soccer fields, tennis courts, .... (From the website
of Eston Yapi,www.eston.com,April,2008)

A frequently reiterated issue that is expressed almost in an identical phrase is ‘So
close yet so far,” meaning that these settlements can in fact provide all that a city can for
comfort and yet they are also far away from its turmoil. This signifies an alternative city
life which proposes an exclusive environment keeping the wicked conditions of the city
center at bay/arm’s length. Natural beauty and quality are always embedded into this
narrative via the representation of the natural surroundings in which these settlements are
placed. The housing units in their natural environments exude a quiet, sterile and airy
atmosphere. The nature in question here is that of a thoroughly controlled and designed
nature. The gardens, recreational areas are usually formed by artificial lakes, botanical
gardens, tennis courts, sports areas, and running tracks. The idea of living in controlled
nature is part of a yearning for the ‘garden city’ clearly illustrated in the marketing of
these settlements.

As confirmed by Ayse Oncii there emerges two common features about these

settlements highlighted by the advertisements: ‘They are all outside the city but very
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close, and can be reached within minutes by car on the expressway’ > . Sealybria,

Avangarden, Dumankaya Trend have all been marketed via similar statements.
Dumankaya Trend claims to provide an ‘ideal home’ ‘in an ideal environment’

supported by the motives around the notion of isolation, life-style, comfort, safe

environment in its ads:

‘Maximized green and blue spaces, pergolas scattered around ponds,
colourful flower gardens and the whole beauty of the nature will be a part of
your daily life. Its unique location will render you close to everywhere and
you will get rid of the stress with recreational facilities. You will almost miss
the stress.” (Source: From the website of Dumankaya Trend |,
www.dumankaya.com, May 2007)

In creating the image of Dumankaya Trend the texts which accompany its ads

apply to the metaphors of ‘nature’, a ‘new way of life’, and an ‘admirable ambiance.’

Figure 5.53. Images from Dumankaya Trend reflecting the idea of relation with nature in the
form of greenery terraces or gardens.(Source: From the website of Dumankaya,
www.dumankaya.com, May 2007)

34 Oncii, Ayse (Oncii, Ayse and Weyland, Petra eds.) The myth of 'ideal home' travels across cultural
borders in Istanbul. Space, Power and Culture Zed Books: London, 1997:.62
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The canopied greenery terraces equipped with teak outdoor garden furniture, big
flower pots, patches of ivy on the walls, the grass decorated with artificial rocks create
a; the landscape that is quite attractive for prospective buyers. The actual surroundings
of the project is not available in any of the ads. People are young, dressed in modern
outfits and healthy-looking. As a primary constituent of the settlement ‘panoramic
views’ of the environment that displays fragments of the natural are strong strategic

marketing tools in marketing “nature” to prospective buyers.

Figure 5.54. A computer rendering from the website of Sinpas Bosphorus City.
(Source: From the website of Sinpas Bosphorus City, www.sinpasgyo.com, May,2008)

The above computer rendering from Sinpas Bosphorus City depicts an admirable
living environment for children and families in which the residential blocks are placed in
park-like atmosphere.. In this proposed image however, the actual surroundings of the
development in, Halkali is deliberately erased since the area is a slum - neighbourhood that
is under transformation by such initiatives. The clean blue water of the artificial lake and
the flowers in bloom landscape supports this image of perfection while stray dogs are
nowhere to be found.

In almost all cases, the relation with nature are externalized with two choices in
terms of forming the natural context: The settlements are either located right next to a

particular natural context, like in Beykoz Konaklar1 and Acarkent, which are built nearby
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forests, or the settlements create their own “nature” presenting heavily landscaped
environment as if they were original like in Bosphorus City, Sinpas Lagiin and

Marenegro.(Figure 5.55,5.56)

\/j)ﬁ

SINPAS |

-

Figure 5.55. The picturesque surroundings of Sinpas Marenegro Houses depicted in a
photomontage that shows the houses with a commanding the view of the - forest
and the lake (Source: From the website of Sinpas Marenegro, www.sinpasgyo.com,
April,2008)

In Sinpas AquaCity 2010 the artificial lake, swimming pools, and tennis courts are
the main features that the marketing focuses on. Especially the artificial lake and its
surrounding landscape marketed in order to create a sense of admiration for prospective
buyers. A father and a son boating in the lake, a mother and a daughter playing tennis, the
perfect family- with two childen - swimming in the blue water of the all connote the

desire of a life without worries.

Figure 5.56. ‘Enjoy yourself and the lake with the boat’ Artificial environment created by Sinpas
in Aqua City. (Source: From the website of Sinpas AquaCity 2010 ,
www.sinpasgyo.com, April, 2009)
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Figure 5.57. Representations of the proposed settlement: the emulated life style images from
website of Dumankaya’s Minimal. (Source: From the website of Dumankaya
Minimal. www.dumankaya.com, 2008)

Dumankaya Construction’s website states that they do not sell a house, but a whole
new life-style. The images in the website of Dumankaya Minimal, connotes images of a
globalized way of life, in a sociable environment: children have the freedom of playing on
the greens; people enjoy jogging as their neighbours enjoy the swimming pool ; houses

with a minimalist architecture situated in a lush green landscape.

Figure 5.58. Images from Dumankaya Minimal
(Source: From the website of Dumankaya Minimal. www.dumankaya.com, 2008)
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Figure 5.59. Images showing the settlement order of villa types throughout the site and their
relation with their immediate surroundings from Sinpas Lagiin (Source: From the
website of Sinpas Lagun, www.sinpas.com.tr, 2008)

Another project that is based on creating a natural looking environment is
Sinpas, Lagiin as the lagoons that the villas face are the most striking feature of the
project that gives its name. The ads tell us that ‘The lagoon surrounding each house
offers a scenery with a unique beauty and a total of 35 thousand square meters have
been allocated for the lagoons’. Interestingly the people that live in Lagilin swim in their
own pools instead of the lagoon itself.

Its advertisement adds, ‘Lagiin, which is only 15 minutes from Bosphorus Bridge
consists of free standing villas, twin villas, garden and terrace houses... and is
available in 5 distinct architectures...Lagiin also offers 24 hour security, closed circuit
broadcast that enables residents to watch the lagoons on their sets, closed circuit
phone lines that allows neighbours to communicate, and internet access throughout
the complex. The 29 lakes designed with different concepts climax at the Zen Club. The
residents can also enjoy horseback riding in open and indoor maneges under the
supervision of special trainers. Lagiin residents can also take advantage of baby sitting
services, house keeping services and the Wellness & SPA center available at Lagiin

Club Hotel.’
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Figure 5.60. A Computer rendering describing the relation with nature in Sinpas Lagiin Project
(Source: From the website of Sinpas Lagun, www.sinpas.com.tr, 2008)

The primary item in forming this exclusive environment discursively verbalizes
itself with an idea that gives priority to the importance of an alternative city life,
featuring an environment that binds the very nature and urban civilization all together
and that inevitably promotes some spatial features that are carefully and yet artificially
fused into each other. The help of some supplementary amenities such as horseback
riding, swimming pools, wellness & spa center, running and walking tracks, etc has also
stressed ‘relation with nature’.

A similar discursive reiteration defines the ‘prestige villas’ of Sinpas
Avangarden. By the help of a computer image, an architectural collage depicts a general
view framing the villa’s relation to the immediate environment from its terrace’. The
collage carefully articulates the image of a happy family who enjoy their pool accessed
from the villa’s terrace that opens to a spacious living room. The image does not give
any hints as to the limits of the garden represented; it is depicted as if it is a huge lawn

with generous planting.
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Figure 5.61. From the website of Sinpag Avangarden-Paris Residences, emphasizing comfort,
modern and distinctive lifestyle with a galleried, firestoned space decorated with
the modern paintings and sofas. People are young and modern. (Source: From the
website of Sinpas Avangarden, www.sinpas.com.tr, 2007)

Sinpas Avangarden; consists of 135 units of villas and tenements available in three
distinct architectural styles:Amsterdam waterfront villas, Paris Residence and London
Tower. The settlement facilities comprise sport centers and a recreational complex with
indoor and outdoor swimming pools, an artificial lake, a tower restaurant, bars;
playgrounds, sport fields with basketball and tennis courts. The ad says: ‘4 new living
concept was established in Avangarden, the most Europeanized project in Istanbul.
The landscaping and the artificial river created befitting the natural contours of the
valley presents a unique environment where the blue and the green embrace. On either
side of the valley, the Amsterdam villas with their pools and gardens are located
adjacent to the river. In addition to their gardens, the waterfront villas include
extralarge roof terraces with private swimming pools, a separate staff quarters, and an
unexpected basement floor, where a variety of functions such as a home theater,
garage, storage room, and laundry are found.’ Paris Residence and the Londra Towers
are designed in order to take advantage of all the comforts and privileges of living in a
residence. What distinguishes the project and makes it unique however is the
extraordinary valley view of the houses, that generates the architectural design concept.

This is a garden far ahead of its peers, it is an avant-garde garden, an Avangarden. The
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social life at Avangarden was also designed to satisfy the high level expectations of its

modern and elite residents.

Figure 5.62. Picture of Almondhill Houses depicting the relation with nature by artificial pools.
(Source: From the website of Tasyap1’s Almondhill Project,www.tasyapi.com,2007)

In the brochures of Almond Hill, the environment promises °‘aesthetics’,
‘luxury’, ‘quality’ and ‘safety’. What is actually depicted is nothing but a duplication of
-ordinary —apartment blocks. The plan, the programme, qualities of massing and and the
settlement’s relation to the immediate environment etc. are not any different from an
ordinary but banal architecture that repeats itself in many Turkish cities. What

differentiates Almond Hill is merely its landscape and the people that are supposed to

buy its flats. (Figure5.57 & 5.58)

Figure 5.63. The issue of nature is emphasized in the illustrations with artificial lakes and
splendid landscape architecture which is sine qua non of the projects. (Source:
From the website of Tagyap1’s Almondhill Project,www.tasyapi.com,2007)
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Figure 5.64. The picture from Mashattan depicts a mother and a child sitting peacefully in a
natural landscape as the settlements towers soar in the background. (Source: From
the website of Tagyap1’s Mashattan Project in Maslak,www.tasyapi.com,2007)

The life in Natural Life Park houses of Saros, revolves healthy lives; in a natural
and an polluted environment cleansed of urban clutter, where happiness is possible via
security, isolation, homogeneity, sports facilities, and living with animals. In the
advertisements, the image of Natural Life Park is promoted via the existence of a
wooden windmill and animals like, ducks, geese, hunting dogs, horses, ponies, cows

and pigeons. (Figure:5.65)
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Figure 5.65. Natural Life Park depicted by Saros Cons.
(Source: From the website of Saros’s Natural Life Park Project , www.saros.com,2009)

Saros Natural Life Village is also advertised as a village that provides a recreational
complex with artificial lakes, an animal farm, 2 markets, hoby gardens, cafes,
playgrounds and sport fields.

In light of the above, what dominates the marketing of the aforementioned
housing developments is creating the desire of establishing an access to nature or to the
natural no matter the housing is developed in the form of villas, row houses or

apartment blocks.
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Figure 5.66. Natural Life Park depicted by Saros Cons.
(Source: From the website of Saros’s Natural Life Park Project , www.saros.com,2009)
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5.4.4. ‘The Good Old Days: Marketing of ‘Nostalgia’

Figure 5.67. Yalis of Sinpas BursaModern
(Source: From the website of Sinpag Bursa Modern, www.sinpas.com.tr, 2009)

Another dominant marketing strategy or the means of constructing the myth of
‘ideal home” as an ultimate and legitimate form of ‘a distinct life style’ is the use of so-
called “traditiona”l or “authentic” elements of architectural culture. Marketing preys on
the idea that nostalgia for a given period or periods is quite attractive for the new

buyers. For instance the ad for Bosphorus City makes clever use of this nostalgia:

‘Bosphorus city has modern and classic architectural that Saraybah¢e Houses, Yeditepe
Towers ,Waterfront villa provide different life alternative up to 5+2 from 1+1 at
between 68 m2 - 615 m2 on second bosphorus of istanbul city...” or ‘Reflecting a
European architecture, the complex consists of Park Mansions with lake and park views
situated around the 26,000 m2 Ottomanors Lake, Kemer Residences, and Gok Towers
reaching to touch the sky with their 24 story height and circular designs, Asmali Water
Front Villas which are a modern synthesis of the Turkish Home and the neo classic
Ottoman Villas built towards the end of the 19th century. A new era is beginning in
your life. ** These settlements promoted an architecture, of ‘pastiche’.

335

http://www.sinpasgyo.com/en-US/prj_bosphoruscity.html, 12.12.2009
http://www.sinpasgyo.com/en-US/prj_ottomanors.html, 12.12.2009
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Figure 5.68. Pseudo Bosphorus of Istanbul from Sinpas.
(Source: From the website of Sinpas Bosphorus City, www.sinpasgyo.com, May,2008)

The most prominent examples for the above argument are the ‘Yali’s marketed
by Sinpas both in Bosphorus City and Sinpas BursaModern. The project’s website
describes , ‘Sinpas Bosphorus City as ‘On one side it is modern, on the other it is
traditional! In Yali aparts with west Anatolian Turkish home plan solutions and
Istanbul’s architecture rhytms have been envisioned.....the hall of old Turkish
homes..Traditional Ottoman arch.”*® The Yalis combine characteristic features of
Ottoman architecture such as wooden buttresses and traditional bay windows, Yali
claims its legitimacy by the help of an architectural language that is raised to the level of

nostalgia via the discourse of marketing.

3% hitp://www.sinpasgyo.com/en-US/prj_bosphoruscity.html, 05.10.2009
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Figure 5.69. Perspective from Sinpas’s Yalis'.
(Source: From the website of Sinpas Bosphorus City, www.sinpasgyo.com, May,2008)

Sinpas’s ‘Bosphorus City’ serves as a perfect example for Baudrillard’s hyper
reality. Hyperreality relates in essence to the confusion of the boundaries between
reality and simulation. Furthermore, it recognises the willingness of contemporary

>3 37, to such an extent that

Western society ‘to realise, construct, and live the simulation
the simulation becomes more real than reality itself.>*® For Baudrillard this is largely
due to the rising disillusionment with the modernist project that leads to the erosion the
commitment to modernity seems to have eroded. One result of the erosion of
commitment to modernity is an increasing tendency and willingness on the part of the
members of society to seek the ‘simulated reality’ rather than an extant reality, imposing

339

and immutable™”. There are many indications of this tendency that have an impact on

337 Firat Ali Fuat and Venkatesh. “Liberatory postmodernism and the reenchantment of consumption”,
Journal of Consumer Research, Vol. 22, , 1995: 252.

338 Patterson, Maurice. Direct marketing in postmodernity: neo-tribes and direct communications, Journal
of Marketing Intelligence & Planning, vol:16, Issue:1, 1998:68-74.

339 Baudrillard, Jean. Simulations. New York: Semiotext(e).1993.

Eco,Umberto. Travels in hyperreality (William Weaver, Trans.). New York, NY: Harcourt Brace
Jovanovich.1986.

Postman,Neil. Amusing Ourselves to Death: Public Discourse in the Age of Show Business. Penguin
USA, 1985
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marketing. One is the transformation of our urban centres into theme parks®*’. For
Gottdiener the city, itself is a simulation completely constructed by the human
imagination®*'. Thematization is well integrated into work areas, park areas, wharf
areas, etc. In this sense, markets are increasingly reconstructed by thematizing
marketers in conjunction with the increasing existence of consumers who seek the
simulated experiences that enhance and reenchant their present encounters within life.

‘Opposing and disconnected juxtapositions are found increasingly in

5342

contemporary culture This behaviour, which might once have been labelled

schizophrenic, is now considered acceptable, as opposing ideas, styles and conditions
are brought together and blended to create something new and fresh’.*** This creation is

very well observed in the image belove of Sinpas Bosphorus City Project.

.-'-;-;.]-'j-f-n.-:

Figure 5.70. The computer rendering from Sinpas Bosphorus City in Halkali indicating
opposing ideas, styles and conditions brought together.(Source: From the website
of Sinpas Bosphorus City, www.sinpasgyo.com, May,2008)

340 Sorkin, Michael. Variations on a Theme Park, The Noonday Press, New York, NY.1993.

3! Gottdiener, Mark and Lagopoulos, A. Ph.eds. The City and the Sign: An Introduction to Urban
Semiotics, Columbia University Press, New York, NY. 1986.

**2 Firat Ali Fuat and Venkatesh. “Liberatory postmodernism and the reenchantment of consumption”,
Journal of Consumer Research, Vol. 22, , 1995: 255.

33 Brown, Stephen. 1993a: 57
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Figure 5.71. Sinpas Bursa Ottomanors also represent a nostalgia.
(Source: From the website of Sinpas Bursa Modern, www.sinpas.com.tr, 2009)

According to Firat and Venkatesh; ‘For postmodernists, these environments
represent nostalgia on the part of contemporary urban populations for experiencing in
the imagination, what, once was or could have been. This is a partly disinterested
nostalgia, however, not a wish to be indeed transported totally into such a time or
existence, but only voyeuristically to experience it for the moment that it excites the
senses. Furthermore, this interest is not solely for what could have been in the past but
also in the future. It is the representation of an imagined past or future in the present,
and the present is the period on to which postmodernism turns its gaze.” ***

Below are the computer renderings from Sinpas’s Bosphorus City.(Figure: 5.73)
It indicates how postmodern society exhibits a distinct desire to experience the moment,
to live life to the fullest in the present. According to Baudrillard®*’, ‘accompanying this
desire is a kind of disconnected, voyeuristic nostalgia. This is made all the more
possible by the existence of hyperreal simulations. The postmodern consumer wants to

experience the diversity of many themes, past and future, not get fixed in any single

** Firat Ali Fuat and Venkatesh. “Liberatory postmodernism and the reenchantment of consumption”,

Journal of Consumer Research, Vol. 22, 1995: 255.
3% Baudrillard, Jean. Simulations, Semiotext(e), New York, NY. 1993.
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one. The focus in postmodernism is: right here, right now. But this immediacy does not

have to stabilize’ As Gitlin**®

points out; The touristic consumer samples the many
sights, sounds, themes and tastes of yesterday and tomorrow — which are all now and
here, in the present — immersing themself into the experiences and moving among them

to experience each for a moment, as long as it keeps its appeal.

Figure 5.72. Computer renderings from Sinpas’s Bosphorus City.
(Source: From the website of Sinpas Bosphorus City, www.sinpasgyo.com, May,2008)

Eston Ardicli Houses constitute another significant example through which the
term ‘nostalgia’ comes to be exploited in the embodiment of an alternative way of life.
It is designed as a synthesis of Ottoman and French architectural styles. Since Nostalgia
is an idealized image of the past, references to the past as well as to the creation of new
traditions are included in the ads of Eston Yapi. The ad says; ‘Eston .. just like the old

times, all of them are built with a lovely garden and what’s more, ...~

Figure 5.73. Plan Layout and Facade of Eston Ardigli Houses.
(Source: From the website of Eston , www.eston.com.tr, July,2007)

%8 Gitlin, ‘Postmodernism: roots and politics’, in Angus, 1. and Jhally, S. (Eds), Cultural Politics in
Contemporary America, Routledge, New York, NY, 1989:347-60.
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Figure 5.74. Plan Layout and Facade of Sinpag Marenegro.
(Source: From the website of Sinpas Marenegro, www.sinpasgyo.com, February,2007)

Figure 5.75. Pelican Hill combines Mediterranean and Californian architectural vocabularies.
(Source: Pelican Hill Manors, Author’s archieve, June 2008)

Perhaps the most important image created is the idealization of past, which is the
case with almost all the gated communities. This idealization can be created in the
names or in just exterior facades. Pelican Hill does not take its name from Anatolian

ancient civilizations but only from America. Hence the name comes from a real
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Californian Pelican Hills. Here as seen (figure 5.76), the images of the houses is created
with reference to Californian Houses and they say, designed according to Turkish
standards. To sum up, we can say, that they form an eclectic mixture of style arbitrary

and borrow their references from outside of Turkey.

Pelican Hill combines Californian architecture with a Mediterrranean
texture. A life of prestige and comfort is waiting for you in Biiyiik¢ekmece,
Istanbul; in an area of 500 acres where the sea meets the lake. This is a
unique life in an area of magnificent houses, wide boulevards, parks
decorated with trees and plants which are brought from different parts of the
world...you will now have a house where the most beautiful sunrises and
sunsets of Istanbul can be observed.®”’

Pelican Hill is advertised as possessing facilities comprised of shopping, living, and
sports center with indoor and outdoor swimming pools, SPA center, squash, yoga studios,
tennis courts, massage rooms, Turkish bath which are described in Ayse Oncii’s words,

> 348 The advertisements assert that

as ‘the necessary accoutrements of modern way of life
this life-style with various physical facilities can only be lived in Pelican Hill and offers a
living environment, which is described as ‘a new way of living shared with your friends’.

The ad says:

The heart of Pelican Hill will beat at Pelican Life. Here, new friendships will
blossom and old ones will get even stronger. Pelican Life is full of different
areas with different concepts for relaxation and entertainment for the
unforgettable moments you will spend at Pelican Hill...Pelican Life will host
you and your friends in a manner of perfect hospitality with its restaurants of
with delicious tastes from the world cuisines and with its terrace overlooking
the lake which will be a spot for colorful parties.”*

In order to sell houses, the marketing and sales department of Pelican Hill
Manors and Residences, prepared several catalogues- emphasizing the designs of 8
different interior designs in glossy brochures, advertisements both in Turkish and
English, illustrating architectural plans of the housing types and information about
facilities, together with pleasing visual sketches, photographs, usually accompanied by
short texts, and always with houses set in greenery. The marketing and sales department

of Pelican Hill, prefer media marketing styles like, TV series (Binbir Gece, Sila..),

**” From the website of Pelican Hill, www.pelicanhillevleri.com, July 2009

3 Oncii, Ayse (Oncii, Ayse and Weyland, Petra eds.) The myth of 'ideal home' travels across cultural
borders in Istanbul. Space, Power and Culture Zed Books: London, 1997:.62.
** From the website of Pelican Hill, www.pelicanhillevleri.com, July 2009
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airport billboards and Skylife magazine, and sponsorships or VIP parties in Cinemas,
Night Clubs, well known shopping centers, Beaches in Bodrum. “ Rather than
architectural concepts with determined boundaries, 8 unique manors which are
designed with very different perspectives for very different lifestyles where each
individual who possesses great expectations from life can find oneself..."

I analyzed the direct marketing media as well as indirect marketing media that
promoted these high-end housing developments. Indirect marketing media does not
prefer an overt marketing style, but rather sponsors TV series of very high ratings
shown on national TV channels. Pelican Hill Manors were used in several TV projects,
like; Elif, Sila, Selena, Binbir Gece, Sevgili Diiniiriim, UFO Ads while Beykoz
Konaklar1 was used in Acemi Cadi. Sila and Binbir Gece were carefully selected since

these series topped rating charts.

TINI BOLUM

Figure 5.76. Lucca Pelican Hill in ‘Binbir Gece’ one of the popular TV series of the year 2008
and Lucca’ in Pelican Hill. (Source: Author’s archieve, July 2008)

Figure 5.77. Sinpas Lagiin in 'Ask-1t Memnu’ one of the most popular TV series of Channel D at
the time this dissertation in written.(Source: Right Picture is from the website of
Sinpag GYO, www.sinpasgyo.com, Left picture is author’s archieve, December,
2009)
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Figure 5.78. Sinpas Lagiin in 'Ask-1 Memnu’ one of the most popular TV series of Channel D at
the time this dissertation in written. (Source: Hurriyet Emlak, 19 Kasim 2009)
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Figure 5.79. Sinpas Lagiin in 'Ask-1 Memnu’.
(Source: From the website of Sinpag GYO, www.sinpasgyo.com, December,2009)

Figure 5.80. Hasan Mingii decoration in Pelican Hill in ‘Elif’, TV series in ATV of summer
2008.(Source: From the website of ATV, www.atv.com.tr, 2008)
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Figure 5.81. ‘Toscana’ in Pelican Hill and Pelican Hill in ‘Elif”.(Source: From the website of
Pelican Hill,www.pelicanhillevleri.com,2009 and below picture is from the website
of ATV,/www.atv.com.tr,2008)

You will feel like a star in this house...

=
pLan of site ‘With its fascinating and splendid architecture Bologna possesses the themes of
mLDgna movVLe yesterday-today-tomorrow. There are references to the glittering life of the
celebrities in the every detail in the manor. Colorful textures, woodwork, golden
photo gallery and siiver mosaics, the dance of the colors of vanilla and powdery within the
black...

Figure 5.82. ‘You feel like a star in this house...’
(Source: From the website of Pelican Hill, www.pelicanhillevleri.com, 2009)
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‘With its fascinating and splendid architecture Bologna possesses the
themes of yesterday-today-tomorrow. There are references to the glittering
life of the celebrities in the every detail in the manor. Colorful textures,
woodwork, golden and silver mosaics, the dance of the colors of vanilla and
powdery within the black...” ‘The decoration belongs to architect Eren
Yorulmazer with the main theme ‘Celebrity’ with the intention that the
inhabitants of the house feel themselves like stars. **°

Eren Yorulmazer’s Bologna in Pelican Hill reminds us Baudrillard’s simulated
hyperrealities”™', in which the postmodern consumer desire is bounded up with
voyeuristic disconnected nostalgia that experiencing many themes, past and future, then
and now; like all possessed in Bologna by the words ‘the themes of yesterday-today-
tomorrow’. Dining Room, Play of the marble and travertine textures, exaggarated bath tub in
the middle, stylish lightning elements with neo-classic curtains (Figure: 5.84), classy gold leaf
patterned wallpapers and same pattern in the curtains and upholstery fabric, gold leaf painting
frames, again patterned parketts (Figure: 5.83), they all actually allude not simply the nostalgia
but what as Gitlin®>? mentions; with the touristic consumer gaze with the themes and
tastes of yesterday and tomorrow blending each other. This example also reminds Firat
and Venkatesh’s postmodern marketing behaviours such as Opposing and disconnected
juxtapositions which are found increasingly in contemporary culture to form opposing-
maybe schizophrenic- ideas, styles and conditions are brought together and blended to

create something new and fresh ***

Figure 5.83. Blending style of Eren Yorulmazer in Bologna Pelican Hill.
(Source: From the website of Pelican Hill, www.pelicanhillevleri.com, 2009)

*% Marketing text of Eren Yorulmazer’s Bologna in the website of Pelican Hill

Manors. (http://www.pelicanhillevleri.com)

! Baudrillard, Jean. Simulations, Semiotext(e), New York, NY. 1993.

**2 Gitlin, ‘Postmodernism: roots and politics’, in Angus, I. and Jhally, S. (Eds), Cultural Politics in
Contemporary America, Routledge, New York, NY, 1989:347-60.

>3 Firat Ali Fuat and Venkatesh. “Liberatory postmodernism and the reenchantment of consumption”,
Journal of Consumer Research, Vol. 22, , 1995: 255.
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Figure 5.84. Above pictures are the Dining Room and Cleopatra (!) Bathroom in Pelican Hill’s
Bologna by Eren Yorulmazer.Below picture is from an elite magazine, Robb
Report, cover of a Home-cinema room designed by Eren Yorulmazer in Pelican
Hill. (Source: From the website of Pelican Hill, www.pelicanhillevleri.com, 2008
and www.robbreport.com.tr,2009)
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5.4.5. ‘Where are you from? I’'m from Kemer Country: The Marketing of

‘Belonging”***

Minima ond E ] N
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Dumankaya'nin Mogter lligdled B&lima'non uzun
sirodi duzenkedif Komgubuk Ganberfnin bir yanis!
Minimal projesi igin gargaklagtirkd, 19 Nisan Pazar
glind Konseptin havuzbaginda dizenlenen
arganizasysnda Minimal projesinden daire alan alleiar
birbirlertyle tantgma firsat] buldu. 17 Mayis Pazar
glnd de yine aynt mekanda bu kez Trand Ekstra
daira sahipleri bir araya gekilker. Barbekd pariisiyle
baglayan ve cegilli akilviielede devem eden bu

ogirmis chdular, Durmankaya Mogter lisklert Belami

Ourrarkaya'nan Kutkby'de inga edlen ve i ctabr Efifde
tesim aciloco: olan Kensept Istantul projesinda baharks
birfikie barbek partileri bu yil da devam edlyor,
i 26 Nisan Kincisl 10 Mayes Pazer glnkerhaviz besrela
dizanienen pertlere pek cok aia kankiL

Organizasyonda ayrica gagill ayun aiiivitelari va

‘animasyorlar dizenlonds. Gocuklar da kendierlign
oligturulr oyun kbgelernde palyaco ve oyun irlerie
‘eghercall vakll gogireller. Daire sahiplerinin bulugugu
bu t0r organizasyorlar Snamozdak| hatalarda da

il bu tir bulugmalarin gok yararl idufunu — < —
ve byl I goragani sbyledier, Minimal 1 Trand 4

Edmira Komgubuk GOnlerinin yaz aylannda da devam

adocoginl bekther,

Figure 5.85. Neighbourhood Day from Dumankaya.
(Source: From the website of Dumankaya, www.dumankaya.com,2009)

One of the remarkable marketing strategies in housing targets the creation of a
desire for or an illusion of belonging. One type of advertising, is the organization of
special days of neighbourliness by the construction firm and their announcement within
the project ads. Figure 5.85 features an example from Dumankaya. The organization of
such activities, give people the opportunity to experience Dumankaya Minimal/Trend
Ekstra or Konsept as places of recreation on weekends and consider their housing
options. These programs have also been good instruments to achieve participation and

neighbourliness among inhabitants.

% This title come up from a humourous real story of 36 year old housewife based on the interviews

featured on the research of Ayfer Bartu Candan and Biray Kolluoglu- Department of Sociology,
University of Bosphorus- under the title of "Giivenlik¢iye Giivenmeyenler - Kapali Siteler ve Sosyal
Tabakalasma" which was released on the 3rd of December 2008 in Istanbul. (http://www.arkitera.com, 4.
Aralik.2008)

"(...) mesela ¢ok komik, bir arkadasimin kizi 5 yasinda (...yurtdisina) gidiyorlar, ondan sonra iste okula
veriyorlar. Tabii hepsi Ingiliz, iste soruyorlar tek tek c¢ocuklara ‘where are you from?' Sonra
(arkadasimin kizina) soruyorlar: ‘I am from Kemer Country." (36 yasinda, kadn, ev kadini)
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Selenium Twins’te
komsu oldular

DY?'njn eski Genel Bagkam Tansu Ciller, si-
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Figure 5.86. An ad emphasizing marketing theme of 'belonging to' indicating elite neighbours
that live in Selenium Twins like ex-prime ministers of Tansu Ciller, Mesut Yilmaz,
tycoon Rahmi Kog, and the presentation of ex-president Bill Clinton a flat free of
charge as part of the firms’ marketing strategy. (Source: From the website of
Ascloglu,www.ascioglu.com.tr, 2009)

Almost, in all these selected examples the housing units and their built
environments are represented with a powerful statement that describes ‘an
alternative/distinct life style’. The theme that calls for ‘a distinct life’ is constructed or
indicated with popular, and self-referential images, projections that are labeled as the
most crucial elements of the advertised housing complex. In this way, the notion of
‘ideal home’ is possible to be inscribed into the cultural contours of an average, stylish
life, instead of its architectural or spatial qualities. The marketing also delineates an
ideal community and a kind of identity, both celebrated with the settlement itself. By

doing so, it is believed that the consumer can now be easily convinced to receive a
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privileged position and have a social status, as she or he becomes a part of this very
special environment. Among many examples as listed above, the representations of
Sinpas Lagun, Sinpas Bosphorus City, Sinpas Sealybria, Uphill Court Bahgesehir
housing complexes and manors of Pelican Hill, Yalis of Bosphorus City constitute
significant illustrations through which the issues of privileged individual, idealization of

home, etc. are represented.

= ESTON
adll DENIZ

DESTON DENIZDE TASAM OPROJE HARKINDA DIRESIM GMERIS] DROSUTLAR OJESTON HAMKMNDA DORETISEM

Figure 5.87. Images of ‘happy, ideal family with single child’ from Eston.
(Source: From the website of Eston Deniz, www.eston.com.tr, 2007)

Figure 5.88. : Images of ' happy, ideal family' from Sinpas.
(Source: From the website of Sinpag Aquacity 2010 Project, www.sinpasgyo.com, 2009)
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Ideal community is formed by happy, selective, young and beautiful families
(Figure 5.88) from the ads of Sinpas Aqua City Project, depicts an ideal family of a
handsome husband with a beautiful wife playing with their cute child. By slogans like
‘A very Special Location in a Modern Neighborhood’, ‘Prestigious lifestyle experts
Ascioglu, Selenium Twins offer a very selective environment in the heart of Istanbul,
Fulya’; define a community life of a planned neighboughood with the antiseptic social

and cultural space.

i Bahgesehirde || B
I standartlar 7 NEEE N
COLRT gok yiikseliyot, <4

Bahcesehir

Figure 5.89. An Image of ‘Happy Nuclear Family’ is emphasized in the ad.
(Source: From the website of Uphill Court Project, www.uphillcourt.com 2008)

The image used in the promotion brochures of UpHill Court Bahgesehir, is that of
the happy, young family: father, mother, and two children, (usually a boy and a girl),
which has strong connotations with the modern way of life. In the picture, all the members
of the family embrace each other and smile.

Ideal community life is also externalized via the aid of privatized public spaces,
artificial lakes, botanical gardens, tennis courts, sports areas, and running tracks. The
ideal community is idealized in the form of smiley, healthy families that take cares by

doing sports such as playing tennis, swimming and jogging in their spare times.

Figure 5.90. Picture depicting Ideal Family.
(Source: From the website of Sinpag Aquacity 2010 Project, www.sinpasgyo.com, 2009)
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Yasaminiza daha fazla ayricalik getirecek seckin bir yasam bigimi...

Figure 5.91. Idealization of people- young, nice, healthy and smiley.
(Source: From the website of As¢ioglu’s Selenium Project, www.selenium34.com, 2008)

The salient images used in the websites of Fibaline is that of the young nuclear
family, father, mother, and two children, (a boy, and a girl), which has strong
connotations with the modern way of life and westernization. In the picture, all the
members of the family embrace each other and smile, and feature in the garden of
Fibaline as a place of happiness, and this advertisement invites people to take part in

this picture of happiness.

Figure 5.92. ‘Sharing is in your style'... The first picture is an ad of the postponed Project-
Fibaline- by Fiba Gayrimenkul, In the second picture, usage of a happy family can
also be seen in Fibaline ads.( Source: From the website of FibaYap,
www.fibaline.com, 2007)

177



5.4.6. Marketing of ‘Gender’
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Figure 5.93. Picture depicts the natural life convenient for both genders.
(Source: From the website of Sinpag Marenegro Project, www.sinpasgyo.com, 2007)

The meaning of home is generally perceived as gender specific and as such
constructed differently for women and men, one very significant feature of much of the
media reviews is the gendered nature of both the articles and images contained in them.
Today men and women are pictured in the kitchen and other ‘domestic’ settings but
there is still a strong tendency to characterize some parts of the homes as feminine and

others as masculine.
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Figure 5.94. Sinpas Avangarden ads depict a feminine view of life to Avangarden Project.
(Source: From the website of Sinpas Avangarden Project, www.sinpasgyo.com, 2007)
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Due to the increasing complexity in gender roles in daily life and the loss of
relevance attributed to male- female oppositions, the typical ideal house wife which
represents the ideal consumer, has to be redefined both at the level of strategic thinking
and the level of communication. Traditionally, modern culture defines woman as a good
consumer and the house as the place of consumption. Below are the computer
renderings from the Sinpas Aquacity 2010. Lately, since our lives have been shaped
around TV units, presentations of them got unique attention for both genders. Images

show different designs of TV units dominating spaces.

Figure 5.95. Computer renderings from the Sinpas Aquacity 2010.
(Source: From the website of Sinpag Aquacity 2010 Project, www.sinpasgyo.com, 2009)

This chapter tried to provide an analysis on the marketing strategies and advertising
rhetoric employed in the selling of gated communities in Istanbul. In the lights of above
mentioned issues, we can talk about the changing of marketing trends. Changing
demographic characteristics (increasing proportion of working woman, changing family
composition, changing lifestyle trends, change in male-female roles, healthier lifestyles,
conservative lifestyle, home entertainment technologies as Henry Assael mentions,

these items are all used by marketers as the basis to promote a distinct way of life.
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CHAPTER 6

CONCLUSION

m|’7355

Siteni sdyle, statiinii sdyleyeyi

Figure 6.1. Picture showing a real-estate development boom, the TOKI tower blocks in Atasehir
are transforming the derelict lands near the endless traffic of the TEM
Highway.(Source: Cemal Emden, www.arkitera.com, 2009)

The increasing concentration of gated communities inside or in the peripheries
of urban centers is not a new phenomenon. Scholars in the fields of sociology, urban
planning, and architecture as well as developers themselves have discussed the spatial
characteristics, architectural similarities, sociological effects, and the social divisions -
the list can be longer-they create in growing industrial cities. Hovewer, the relationship
of marketing to these housing development have remained largely untouched.

Particularly aiming to fill this void, this study analyzed the relations between
marketing media and housing production; especially focusing on how high-end housing
has been marketed based on 8 case studies constructed or to be constructed after the
year 2000 in Istanbul. Analyzing the case studies, the study showed that the marketing
activities of construction firms have built-in social categorization which in turn might
lead to significant effects on the formation of ‘social, individual and cultural identity’

that might reflect on individuals’ consumption habits. In this regard, Bourdieu and

355 < “Tell me the name of your “site ”, let me tell you your social status!
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Baudrillard; remind us that even the ‘images and signs’ of the products may play a
crucial role in the social judgement of individuals.**® In consumer society, individuals
are led to believe that they may gain social prestige and status with respect to their
consumption preferences and housing in this regard is an indispensable part of
individuals’ daily lives.

Today the discussion of consumer society cannot be separated from the
discussion of globalization. This perspective led me to begin my study with a theoretical
analysis of the literature on globalization and consumer society from the Early Republic
until Turkey’s integration to the process of globalization that includes Istanbul’s
globalization. I continued with a brief recapitalizaton of how the ‘House” was marketed
in the Early Republic in order to illustrate how marketing today differs from its earlier
history and a short introduction into consumption as a means of constructing social
distinction in the first chapter of this dissertation.

We know that in Turkey, migration from rural to urban areas has been the main
driving force behind the rapid urban population growth, in major metropolitan cities.
One of the fundamental results of this transformation as it has taken place elsewhere,
has been social segregation, which as become more and more complicated in the way it
is reflected on the urban space. The 1980s is a crucial turning point in the urbanization
practices and process of the country. Urbanization of the periods before and after the
1980s has been based on different priorities regarding investments and daily life. Most
of the Turkish cities underwent an urban transformation from a relatively homogeneous
structure to a relatively heterogeneous structure™’. As a significant variable in this
transformation land development processes have changed in correlation with new legal
arrangements. Istanbul’s last 50 years has experienced a rapid urbanization especially
on the east-west axis, that is between its natural borders of the northern forests and
Marmara Sea. Industrialisation, immigration, and population growth, and the
designation of new transportation routes paralel to this axis have created what we

experience at present.

**® Bourdieu, Pierre.Distinction- A Social Critique of the Judgement of Taste. Harvard University Press,

Massachusetts, 1984:114.

Baudrillard, Jean. The ecstasy of communication. In: C. Jencks (Ed.), The post-modern reader. Academy
Editions: London. 1992: 152-154.
337 Bilgin, Thsan. ‘Modernlesmenin ve Toplumsal Hareketliligin Yoriingesinde Cumhuriyeti’in imar1’ in
Yildiz Sey (ed.) 75 Yilda Degisen Kent ve Mimarlik. Tiirkiye Is Bankasi ve Tarih Vakfi Ortak Yayin,
Istanbul, 1998: 255-272.
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These new policies not only changed Istanbul's economic and urban structure but
also led to growing socioeconomic inequalities and concentration of wealth among
high-income groups”*. This new wealth and increasing socioeconomic polarisation are
among the main reasons that account for the emergence of gated communities in
Istanbul®”®. These sharp inequalities, however, do not automatically translate into a
particular urban form or residential segregation. They have to be mediated through
certain actors, institutions and processes, as well as discourses. Changes in the housing
habits of social groups require not only a transformation in social status and cultural
values, but state intervention and the presence of certain actors in the real estate sector
as well’®,

In a city where more than half the buildings are constructed illegally and where
population growth is accommodated through informal production of housing, the
commodification of land displays a complex phenomenon. As public sector
infrastructure projects and motorway construction increased, the residential and
business development around TEM has followed suit, The central government's Mass
Housing Administration (TOKI) participated in this development by creating high-rise
residential units for low-income groups in the peripheries of the city.

Urban residential communities have been affected by two ongoing and
interwoven trends: first, a more self-conscious, clearly defined segmenting of spatial
communities in the form of gentrified and gated communities; and second, a greater use
of life-style and what might be called consumer identity as the basis for the formation of
a community. In both cases, capital plays the major role. Households are defined by
what they buy in order to create their lifestyles; specialized spaces have then been
constructed to serve these new consumer groupings.

On one side, there is a remarkable increase in the development of gated
communities in the form of villas in parks, marketed with the theme of ‘safety, being in
nature, far from city’s crowds and noise in regions like Kemerburgaz, Bahcesehir,

Kilyos, Umraniye, and on the other, —as I discussed via the Mashattan case—located

358 Aksoy, Asu. Kiiresellesme ve Istanbul'da Istihdam Friedrich Ebert Foundation, Istanbul, 1996.
3% Aksoy, Asu and Robins, Kevin. Istanbul between civilization and discontent. New Perspectives on
Turkey 10,1994: 57-74.
Oncii, Ayse. (Oncii, Ayse and Weyland, Petra eds.) The myth of 'ideal home' travels across cultural
borders in Istanbul. Space, Power and Culture Zed Books: London, 1997:.56-72.
3% Harvey, David. The Urbanization of Capital Johns Hopkins University Press , Baltimore, MD.1985.
Knox, P. L. (Knox, P. L. ed.) Capital, material culture and socio-spatial differentiation. The Restless
Urban Landscape. Prentice Hall , Englewood Cliffs, NJ.1993:1-34.
Zukin, Sharon. Landscapes of Power University of California Press , Berkeley, CA.1991.
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highrise complexes in the city centre or very near, designed as multi- storeyed, that are
marketed via the theme of ‘so close yet so far’, ease, comfort, unification with and
detachment from the center in relation with nature at the same time.

Housing choices in Turkey today are deeply embedded in and related to a larger
socio-cultural and spatial reconfiguration of Turkish society. The new urban middle
class has developed specific ideas about their living environment and life-style. They
aspire to have green space, better air quality, and spaciousness, among other physical
characteristics, but also privacy and exclusivity in their new places of residence. Studies
show that residential compounds have become the basis for identity and lifestyle
formation, crucial in the process of social differentiation, which in turn underline and
reinforce growing disparities in Turkish society. Over and above the outcome of
economic restructuring and political decision making, residential differentiation in
Turkey today is a social practice that marks urbanite social status and supports their new
identities.Istanbul’s new gated communities and their marketing articulate global and
local stimuli. First, the growing elite layer of society wants to spatially remove itself
from an overwhelming metropolis, and simultaneously distinguish itself by means of
material possessions. This replicates current global patterns. Beyond issues of luxurious
lifestyles, old fears of the masses and the city streets factor into the design aspects of the
new projects. Istanbul’s gated communities promise an escape from such frustrations, in
addition to the pollution, density, political tension and noise of Istanbul. Privacy,
security and exclusive life styles define these communities.

As a result, housing provision takes up a new scale and nature where the role of
developers is not simply to build houses as empty shells to be filled, but spaces already
filled with lifestyles equipped with privately provisioned services and governed
communities. Aestheticisation accompanies this privatisation and provides the symbolic
imagery that elaborates these places for upper-class consumption. Serife Genis argues
that ‘developers, planners and architects codify built environments with local symbols,
while marketers fashion a discourse that interprets these symbols as prerequisites of
modern urban lifestyles, high culture, elite values and identities which are contrasted to
the images of a culturally and physically decaying city’**'. Both in the construction and
representation of these new gated communities, discourses of community, autonomy

and livability are reorganized by market forces and packed as commodities for

**! Genis, Serife. Producing Elite Localities: The Rise of Gated Communities in Istanbul, Urban Studies,

Vol. 44, No. 4, Routledge, April 2007: 771-798. (http://usj.sagepub.com)
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Istanbul’s elite consumption. These strategies are essential in translating this global
urban form into local tastes and the socio-cultural sensibilities of Istanbul’s elites.
Marketing has become a major player in the construction of consumer society.
The marketing activities of the construction firms to of these proposed environments
mobilize a repertoire of symbols, values and rhetoric of the good life. Besides,
marketing styles have forestalled both the ‘house’s architectural features and its position
in the city. Most of the time, if not found valuable enough to be incorporated into the
marketing process, architects of these housing projects are not even mentioned in this
process. What is more emphasized is the building complex which supports the carefully
chosen marketing slogan in addition to being socially homogenous and serving an elite
reserve of customers that grants a certain social status consciously isolated from its
surroundings. Hygene, comfort and technology stand in the forefront with services that
range from recreational areas to supermarket, fitness halls, swimming pools, coiffeur,
dry cleaning, hi-speed, internet, café etc. Only when the developer thinks that
mentioning the architects is of marketing value or whether the architect has attained
celebrity status (and therefore is of marketing value), the architect becomes part of the

marketing process.

Mimarlar
Dumankaya
lkon’u
anlatiyor!

JE—— [£] pumANKAYA

Figure 6.2. : An ad from Dumankaya focusing the architects of the Project that ‘The architects
of Dumankaya Ikon tell about their Project!” (Source:From the website of
Dumankaya, www.dumankaya.com, December,2009)
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This dissertation also set out to critically examine the cultural politics of place-
making by focusing on how the cultural reproduction of privileged landscapes
manifested in Istanbul’s gated communities is implicated in the territorial politics of
exclusion and urban segregation. As the preceding chapters have argued, the territorial
production and consumption of gated communities are often bound up in the politics of
place-making; more specifically, the cultural reproduction of middle-class landscapes of
privilege that are entrenched in politics of ‘the distinctive life, ideal life’- defined in
terms of a highly segregated landscape maintained through the territorial defense of
privileged lifestyle, private property, privacy.

What this study has also contributed to the burgeoning literature on gated
communities by examining the territorial effects and cultural politics of exclusion in
contemporary Istanbul is the implicit role of marketing in this process. The study
argued that the territoriality of gated communities is not only maintained through the
construction of physical barriers and fortifications but also operates at a more subtle and
ideological level through the mobilization of a repertoire of symbols, values and
rhetoric of the good life. Social segregation and its territorial consequences is embedded
into the marketing process from the very start of housing development. Under the
nebulous category of prospective clientele marketing classifies and declassifies the
consumer body strategically targeting certain social groups.

Central to the study are themes relating to the concepts of distinctiveness,
identity, and status. In particular, the dissertation has demonstrated how privileged
groups in the city draw upon a repertoire of cultural resources. As the study has
demonstrated, the residential landscape, in this case Istanbul’s gated communities,
serves as an important repository of group symbols, social practices and the vehicle
through which identity and cultural practices are performed.

Another significant issue highlighted in this study is, there are some actors
shaping and strengthening the residential demand across the country; such as Turkey’s
recent economic growth and rising consumer affluence. Also increase in the population
and rate of urbanization, high demand in the housing sector, development of the
construction sector, Mass Housing Administration (MHA: TOKI)’s announcements of
the new real estate projects, mortgage system and Foreign Direct Investments directly
affects the residential demand. The role of TOKI in this process is quite controversial in
this process. As a major player in the housing market in encouraging the development

of high-end housing projects TOKI, inadvertently or not, reinforces social barriers by
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diverting surplus value created by high-end housing to low income housing disregarding
mixed-income options altogether.

Major conclusions that I have made according to the interviews, some issues in
the marketing process of the selected gated communities can be listed as;
. In the planning process of gated communities in Istanbul, generally samples of
gated communities from the United States receive attention for both their architectural
contents and administrative styles. These high-end housing settlements that we meet
almost every day in the media, do not promise ‘a nook from heaven’ like in the past,
instead promise ‘a nook from America’. These high-end housing settlements are given
with semi-Turkish or semi- English names, and propose ‘a distinctive lifestyle, safety,
the information age’s invisible comforts, intelligent house technologies. 8 of the 8 firms
preferred to base their designs on American precedents and 6 of them preferred names
like, ‘Mashattan, Pelican Hill, Uphill Court, Trend, Plus, Minimal, Trump Towers,
Novus Residence, Bosphorus City, Lagun, Marenegro, Avangarden, Selenium Twins,
etc. except the 2 firms Eston and Saros Constructions. These semi/full English names
are one of the pronounced factor in marketing these communities.
o While the architectural language of gated communities in Istanbul may be
copied from those in the United States, their functions remain different. In contrast to
the United States, where Blakely and Snyder differentiate between lifestyle, prestige
and security zone communities, most gated communities in Istanbul show a mixture of
the three types. Resulting from the socio-economic and cultural background, security
always seems to be the basis for such developments. However, with the growth of upper
middle classes in Turkey, prestige and lifestyle become the dominant issues. 8 of the 8
firms have released prestige and lifestyle as their primary concern in the marketing of
their development projects.
. The outcomes of the case study, clearly illustrate the fact that social and cultural
factors have been influential in the suburbanization process of upper-middle and middle
classes. The appeal of both a more socially and economically homogeneous community
and of a safe and sterile environment in suburbs as compared to the chaos of the inner
city are if the main social and cultural factors behind this movement that directly reflect
on to the marketing campaigns.
. The study has highlighted that in the marketing of these housing provisions

home appliance brand selections play a major role. For instance, Selenium Twins are
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sold with white goods imported home delivery and Italian Villeroy Boch ceramics.
Siemens white goods and Artema bathroom fixtures are integral to the marketing of
Novus Residences. In Uphill Residence Towers, products of Italian kitchen brand Errebi
and German Gaggenau are used. In Agaoglu My World, built-in Miele appliances,
Grespania ceramics, Lube kitchens are used. Saros Const. seems to prefer a lower grade
customer profile since they have preferred Simtel, a national brand in contrast to the
above mentioned imports. Such preferences also reinforce stereotypes such as the
unreliability of national products and the elite’s preference for higher quality eliminated
by means of a global selection.

o Big scale construction firms prefer to work with professional public relations
and marketing agencies in collaboration with their own departments. This preference is
largely conditioned by the amount of investment involved and the expected returns of
the firm, hence the size of the firm. Smaller firms prefer to deal with the marketing
process by their own departments.

o 8 of the 8 firms have expanding client databases- which they activate in order to
inform prospective buyers about their future campaigns. This database also includes a
number of celebrities which are invited or paid to be actively involved in these
campaigns.

o Instead of using phone marketing via cellular or home phones, especially big
scaled firms prefer magazines of specific circulation, daily newspapers and real estate
inserts in their marketing process. 8 of the 8 firms mentioned the same newspaper in
their preferences of marketing.

o In developing their marketing slogan, the owner of the construction firm
occupies the top of the hierarchy. The idea usually takes its shape by the active
involvement of the owner. The result is formed as a result of a synthesis created by the
owner and the marketing agency. The marketing theme generally revolves around the
generation of a distinguished ‘lifestyle’.

o Almost in all of these developments production relations are either abstracted or
totally erased, even in the case of animals. In the proposed images, disconnection of the
resident from his/her ‘real’ daily surroundings come to fore. In the images, a ‘real
virtual community,’ is projected to the prospective buyer. It is always young couples
with one or two children that are while even aging and its related problems are almost

totally absent.
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o Most of the firms prefer to market their projects in English, which means that a
global cliente having globally available tastes are targeted in marketing these high-end
housing provisions. Having a good command of English distinguishes the customer
from the very moment that he/she is introduced these ads. The feeling of distinction is
promised via access to language.

o Almost all the marketing campaigns are directed to create a sense of illusion to
create easy reach cultural and social capital. In trying to enhance their social status
middle and high-income groups incline towards the accumulation and consumption of
luxury goods In so doing, they strive to collect, borrowing Pierre Bourdieu’s phrase,
‘symbolic capital’ which functions via the codes and symbols of social distinction®®*. The
presence of the desired symbolic capital in the marketing media guarantees its availability
via the production of the built environment.

o Marketing has enormous impact on people whose worlds are more and more
dominated by visual and textual media that is circulated by means of information
gadgetry such as the cellular phone, digitized billboards, interactive TV, computer
resources etc.. Not only does it address a need, it creates the the feeling of a need
without which would not exist. The association of symbolic values with artificially
created status then gives a chance to the advertisement industry to create different
modes of desire in the individual consumer. The production of desire is now the
dynamo of consumer culture. Individuals search for new kind of tastes, which represent
their identity in the consumption object that is to satisfy their difference in status in
consumer culture. Advertisement industry becomes diversified in itself in order to
respond to these diversification and differentiation desires through creating collective
identity samples. Marketing companies use largely western or globalized models,
discourses, and images to promote new projects.

. What about architecture? The fundamental conclusion which came out of this
study is that according to the interviews conducted with the marketing agencies/
departments of the selected firms, reveal that the cost of marketing surpasses that
architecture due to the enormous difference in terms of budget, that is marketing stands
far above in the hierarchy in comparison to architecture.

362 Harvey, David. ibid. 1987/1994: 375.

Chaney, David. Lifestyles. London and New York: Routledge,1996: 56-70.

Bourdieu, Pierre. Distinction: A Social Critique of the Judgement of Taste. (Translated by Richard
Nice). London: Routledge, 1979/1989.
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Table 6.1. A comparative analysis of the selected firms about their marketing costs and
architectural budgets.(Source: Author)

Marketing Cost

Architectural Budget

Varyap- Teknik Yapi

20 million TL.

2.5 million TL.
(For UpHill Court)

% 3.5 of the overall

600.000 TL. for a 3
hundred villa typed housing

Eston Yap investment value of the
project. 3.5 millionTL. project.
(For 2008)10 million TL.. | zero cost that the firm has a
Tasyapt (For 2007) contact with architectural

25-30 million TL:

firm, M & M Project.(For
Mashattan case

1 million TL which

Asc¢toglu Construction 3 million §. includes the architects and

all the consultancy services
KKG Group Undisclosed Undisclosed
Sinpas GYO (For 2009) 22 million TL. Undisclosed
Dumankaya Undisclosed Undisclosed

Saros Construction No Budget They have their own

department.

o In terms of their consumption patterns, as David Chaney mentions, the selected

projects in this dissertation are the perfect physical forms for the citizens of mass
consumerism.’®” Living in villas, investing into decoration and luxury cars, high level of
spending in recreational and leisure activities are accepted to be major upper middle
class preferences for a life-style of distinction which also display their economic,
cultural and social capital in accordance with the theory of Pierre Bourdieu. Therefore
marketing is the first level that this display starts, it is display without possession, or the
illusion that the desired display will be possible after marketing achieves its objectives.

. Marketing does not only create the pretense of a full representation of the

architecture (housing units, landscaping, comfort etc.), but also a concrete reflection of the

*%3 Chaney, David. Lifestyles. London and New York: Routledge,1996: 56-70.
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serious classification process that lurks behind. Marketing directly reflects or is built
upon the classification of the possible body of clients and such classification is integral
to the formulation of the built environment and hence affects the architectural design of
the high-end housing settlements at hand. Therefore this study argues that social
segregation is built-in to marketing which is an indirect component and result of the
economics of this process. In other words social segregation does not only emerge from
the walls, gates or fences of these gated communities, and is not something that is post-
facto and physical. The walls are already built in the beginning of the marketing
process.

o This study might offer a few speculations on how marketing strategies effect the
product, that is product in terms of space that is socially and architecturally constructed.

Suburbanization, gentrification and the emergence of gated communities are
processes that have come to redefine urban growth and development in the post 1990s. The
residential suburbanization process in Tiirkiye tied to the flourishing and strengthening
of the middle class, as a spatial representation of social segregation, is one of the
significant aspects of urban spatial transformation.

In contrast to the relatively mixed character of the post 1970s and post 1980
cooperative-based settlements and the social urban spatializations developed as a result,
this new form spatialization, where the juxtaposition of shantytowns and upper-middle
class suburban settlements on the urban peripheral areas are maintained by razorwire
fences, walls, and monitoring technologies, leads to the loss of any kind of public
interaction between the new suburbanites and the rest of the urban society as it also adds
to the tension that exists between these classes.

This study can open a niche for future studies about the relationship between
architectural offices and marketing firms. In order to understand the relationship that
exists between the two important actors of this researchers can explore how this
relationship affects the architectural design process and find out whether architectural
production is directly affected by this relationship or not. There is no doubt that
Istanbul is a rapidly globalizing metropolis, which duplicates trends and transformations
manifested in similar world cities. The analysis of marketing media in this context
provides an interesting glimpse at the process by which similar architectural imagery are
localized. Despite the claim for originality imagery that circulate in other markets might
easily make a stop in our neighbourhood in the name of high-flying lifestyles,

sometimes shamelessly copied and remarketed. What is of value here, for the marketer
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is the memorial power of the image and its quick translation into currency as
“originality” is a simple catalyst in marketing terminology. In this dazzling speed of
global image circulation, originality expires the fastest, while the upper middle classes

consume one “distinct” life style after another.

Figure 6.3. The picture on the left is-The Jewels from Dubai Marina, RMJM Group. The
picture on the right is Royal Towers by Dumankaya depicting a life in Dragos,
Istanbul.(Source:From the website of Arkitera Forum, www.arkitera.com, 2009)
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APPENDIX A

DATA RELATIVE TO CHAPTER 5

Istanbul’daki Kapali Yerleskelerin (Giivenlikli Liiks Konut

Sitelerinin) Uretim ve Pazarlama Siirecine Ait Goriisme Metni

Oncelikli olarak burada vereceginiz cevaplari kaydetmek igin sizden izin istiyorum.
Calismamizda hi¢bir sekilde isminizi kullanmayacagimizi da belirtmek isterim.

Tesekkiirler ...
Yiiklenici Firma Hakkinda...

) Firmanmn adi:
o Adresi:
o Telefonu:
o Web Adresi:
. Hukuki Ortakhik Tiiri:(Holding, A.S. Ltd.vs.)
o Sermaye Ortaklik Tiirii: (Yabanci ortakli / yerli)
o Hizmet verdigi diger sektorler:
. Firmanin Konut sektoriine giris yili:

Firmamn Giivenlikli Liiks Konut Sitesi Degerlendirmesi
o Firmamzin giivenlikli liiks konut siteleri anlayisi nedir? Firmaniz tarif edilen ‘liiks

konutlar’dan ne anlamaktadir?

. Firmanizin giivenlikli liiks konut sitelerine yatirim yapma nedeni nedir?

210



. Firmanizin iirettigi giivenlikli liiks konut site projelerinin ozellikleri nelerdir?

o Pazarlama  siirecinizin  maliyeti ne kadardw? ( Bunu diger projelerinizile

karsilastirdiginizda projenin genelinde nasil bir oranda bulunmaktadir?)

. Firmaniz yasam kalitesi kriterleri hakkinda neler soyleyebilir?

. GUVERIIK ... ..o ev e e e e e et et e e e et e e e et e e e et e e e et e e te e e s
] KONSOF ... v oot e e e e e e e e e e et et e e et e e e et e e e e e e e aen e
] SOSYAL YPAFAM ... ... oo ot ee et et it e e e et e e e et et e e et et e e et e e e e e s
] SPOFLL fAQIIYEIIET ... ... ... oviov ittt e e et e e et et et et e et e e e et e e e e e e e
] Araba park QlAnIAry... ..........c..c.coc oo iis e et et et e e et e e e et e e e e s e e ven e
= YOSTl QLAN ... ... ...oooev e e e e e e e e e e e e e e e e e e
] Varsa Diger BeliFtiNiz... ... ... oo .oeveeiiu e es e et et ee e et et ee e een et ve e 2en en re e ven een eees

. Bu tiir liiks konut sitelerine yatirim yapmanizin ana nedeni nedir?

o Firmamzin  bugiine kadar yapmis oldugu baska giivenlikli liiks konut siteleri

hangileridir?

. Bir konut sitesinin satig basarisina etki eden faktorleri onem sirasina gore swralayiniz;

. GUVERIIK ... ..o et et e e e e et et e e et et et e e et e e e et e e e e e e e ee e
= ULGSIM.... ... ..o cooee i e e e e e e et e et et e et et e e e e e e e e e e e e
] DIOGAL CEVIC... oo it e e et e e e e e e e e et e e e e e e e et e e e e e e e
] MO ..o oe oot e e e e e e et e e e e e e e e e e e et e e e et e e ae
. PFOSHIJ ..o oo vt e e e e

] SURAUGU TMKGIIAT ... ... ..o ittt e et e e et e e e et e e e et e e e e e e e
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Diger Varsa BelIFHiNIzZ . .. ... ... cc.ceu vt et et et et et et et e e ee vee vee vee vee vee tee tee tee vee tae vee aee aens

Bu tiir konut sitelerinin tiretiminde sizce mimarin rolii nedir?

Gelecekte bu tiir liiks konut yerlesimlerine olan talep sizce nasil degisecektir? Neden?

Diiser/ Degismez/ Yiikselir ....

Istanbul’da hemen akliniza gelen ilk 3 giivenlikli liiks konut yerleskesi hangileridir?

Giivenlikli Liiks Konut Sitesi Projesi Hakkinda...

Proje Ad:

Proje Baslangi¢ ve Bitis Tarihi:

Proje Yeri:

Projenin Mimari:

Yiiklenici Firma:

Yatirimct Firma:

Toplam Alan:

Toplam insaat alani:

Su anki durumu: (Insaat halinde, vs.)

Bu pazara girmenizde ne etkili oldu?

TALEP ... ..ot et et it it et et et et e e e e e ee e e e ae tee e tee tae ae tae tae tae aee aee aae aee ae aens

Firmanin @ivenirliligi... ... ... ..o oo oo it e e et et e e et e e e e e e e e e e

Yeni Bir trend OIUSU ... ... ... ... v e eee e e e e e e e e e e e e et e e e e e e

Karly Dir Yatirim OIUSU ... ... ... cc. oo iov ittt e e et e e e et it e e et e e e e e e

CeVFenin @OFSEIlIi. .. ... ... e v s et et et e et et e e e et e e e e e e e e e e e

Varsa Diger BeliFtiNiz... ... ... ooevecr s es e et et e e vt cae ee ven en e ee ve een sas e e een eaes as

Proje olusturulurken, kimlerin fikirleri dikkate alindi?

Pazarlama danismani/ mimarlar/ sehir plancilari/Pazar

analistleri ,(Varsa digerlerini

CRICYITIIZ) ... e e et et et et et et et et s e et vt et e vae bee vee vee bee tee tee tee tee tee e tee tae aae aee aee aee aee ae aen aen aan
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. Proje baslangicinda hangi analizleri uyguladiniz?

Fizibilite/ arz talep analizi/ Pazar analizi...

o Bu proje alaminda konut yatirimi i¢in herhangi bir tegvik veriliyor muydu? Kredi alindi
mi?
. Projenin arazisinin miilkiyeti yapisi nasildwr?

Kamusal/ 6zel/ kamusal-6zel

o Secilen arazinin maliyetini nasil degerlendiriyorsunuz?
Ucuz/ Normal/ Pahali/ Cok Pahali

. Projenin hedef kitlesini kimler olarak éngoriiyorsunuz?

Egitim seviyesine / gelir durumuna / hedef aile tipine gore.

o Komsu konut sitelerindeki gelir seviyesi proje seciminde ne derece etkili olmustur?
Neden?

. Ornek alinan uygulanmis korumalr liiks konut yerlesme Ornekleri var mi? Varsa
hangileridir?

Satis ve Pazarlama Hakkinda...
° Satislarin Baslangic ve Bitis Tarifi: ............ccooo e eseeiet it ee e e cis e e een s e e aeneas
. Projenin Pazarlama slogani nedir? Bu slogani se¢meye iten sebepler nelerdir? Focus

grubu ¢alismast yapilmis midir?

o Projenin pazarlamada vurgulanan bir ayricaligi ya da 6zelligi var mi? Varsa nedir?
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° Bir Pazarlama biriminiz varsa belirtiniz. Yoksa, bir pazarlama sirketi ile ¢caligtiniz mi?

° PR (Halka lliskiler) biriminiz varsa belirtiniz. Yoksa, bir halka iliskiler sirketi ile

calistiniz mi?

. Grivenlikli liiks konut sitesinde oturabilmek icin site sakinlerinin imzaladigi herhangi

bir sozlesme var mi? Varsa belirtiniz.

o Baslangicta belirlenen hedef kitle, satis siireci swrasinda degisti mi? Hedef kitlesinin

degismesi hangi siirece tekabiil etmigtir?

) Satislar;
ongoriilen tarihten once/ éngoriilen tarihte/ 6ngoriilen tarihten sonra tamamlandi.
o Fiyatlar; .........ccccooiiveiiiiiiiiniiiiice 8 e 08

araligindadir.

Tercih ettiginiz reklam pazarlama big¢iminiz hangileridir?

QAZOLE TLANL ... ... ovov s e ee e e e e e e e e e e e e e e e e e e e s s
QAZOLE DFOSTI Ui . vov v v esee e e e e e e e e e e e e e e e e e e et et et et e e s s
Internet(proje web sitesi ya da baska web siteleri iizerinden)... ................c..c.c.......
RAAYO ... oo e e e e e e e e e e e e e e e e e et e e e e e
BIlIDOAEA... ... c..cceev e et e e e e e e et e e e e e e e et e e e et e e 2en e
L 77 1 PSR

] e PSP

LSRN N N N N N

COD MEBSQJ L. et ve et e et it eee et e et e eee et e et it tee et e cee s eee et e eee e eee tan e eee e eeeeas
. Odeme kosullariniz nelerdir? Odeme kosullarimi kolaylastiran secenekleriniz mevcut
mudur?

Banka kredisiyle odeme/ aylik Gdeme... ... .......ccccoviviiiii i
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. Bu projenin pazarlama maliyeti ne kadardir? Projenin toplam biitiiniine olan orani

nedir?

Vakit aywrip, sorularimizi ictenlikle cevaplandirdiginiz icin tesekkiir ederiz.
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Istanbul’daki Kapali Yerleskelerin (Giivenlikli Liiks Konut Siteleri) Uretim
ve Pazarlama Siirecine Ait Goriisme Metni: ESTON YAPI

Oncelikli olarak burada vereceginiz cevaplari kaydetmek igin sizden izin istiyorum.
Calismamizda hi¢bir sekilde isminizi kullanmayacagimizi da belirtmek isterim.

Tesekkiirler ...
Yiiklenici Firma Hakkinda...

o Firmamin adi Eston Yapt A.S. / Zeytinoglu Holding
o Adresi: Istiklal Cad. No:142 Odakule Is Merkezi Kat:17 Beyoglu-Istanbul
. Telefonu: 0.212.850 20 20
. Eston Deniz Satig Ofisi: Resitpasa Mevkii, Yakuplu
. Telefonu: 0.212.850 20 20
o Web Adresi: www.estonyapi.com

o Hukuki Ortaklik Tiirii:(Holding, A.S. Ltd. vs.): Holding

. Sermaye Ortaklik Tiirii: (Yabanci ortakly / yerli): Yerli. (aile sirketi)

o Hizmet verdigi diger sektorler: Eskisehir kékenli firma, ilk beton direk fabrikasi.( Konut
sektorti)

o Firmamin Konut sektoriine girig yili: 35 senelik

Firmanin Giivenlikli Liiks Konut Sitesi Degerlendirmesi...
. Firmanizin giivenlikli liiks konut sitelerine yaklasimi nedir? Firmamiz ‘liiks konut’
dendiginde hangi tiir konutlar: tarif etmekte, ya da miisterilerine tarif etmektedir?
Eston Deniz A+, Eston Sehir B+ segmentine hitap eden projeler. Her projede hedef kitle farki
olabiliyor. Liiks tammini kendileri i¢in uygun bulmuyorlar. Daha c¢ok kullamshiik, giivenli
yasam, lokasyon kavramlart tizerinde duruyorlar.
. Firmamzin giivenlikli liiks konut sitelerine yatirim yapma nedenleri nelerdir? Liitfen
oncelik sirasina gore siralayniz.
Sehrin yogun stres ve kargasasindan uzak, kullamsli, yiiksek malzemelerle iiretilmis, depreme
dayanikli, bol yesil alanli yerlesimlere olan talep.
o Firmamzin tirettigi giivenlikli liiks konut site projelerinin olmazsa olmaz ozellikleri
nelerdir?
Kullanishilik 6nemli. Kullanigliligin devami olarak artik standartlasan; yiiksek malzeme kalitesi,

giivenlik ve yesil alan imkana.

. Projenin biiyiikliigii nedir? (satis cirosu olarak séyleyebilirsiniz)
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Belirtilmedi.

o Pazarlama  siirecinizin  maliyeti ne kadardw? ( Bunu diger projelerinizle

karsilastirdiginizda projenin genelinde nasil bir oranda bulunmaktadir?)

Proje lansmanina ¢ok girmediklerini belirttiler. Hedef kitleyi daha once iiretilmis olan
projelerden gelen kitle olusturuyor. Firmanin geleneksellesmis ismi, tavsiye iizerine satislar

gerceklesmis.

. Firmanizca yagsam kalitesi kriterleri olarak gériilen konut ¢evresi ozellikleri nelerdir?
Liitfen oncelik sirasim belirtiniz.

. GUVERIIK ... ... 3 o ittt et e et e e e et et e et e e e et e e e e e e e e e e e
] KONFOF ..o 2o e et e e e et e e e et et e e et s e e e et s e e ees s e e e et s e aas
] SOSYAL PAFAMI ... .. ov e v e et et e e et e e e et e e e et e e e e e e e e et e et e e
] SPOFLf fAQIIYELIEF ... ... 0 .. oo ov e e e e e e e e e e e e e e et s s
. O10PArk QLANIATT... .7 .. cov v e e e e e e e e e e e e e e e e s e
. YOSIL QLAT... ..o oo oo e e e e e et e e e e e e e e e e
] Diger Varsa Belirtiniz...Kullaniglilik... ... 1......... ..o oii oot it es ettt e e et e e ee e
o Firmamzin bugiine kadar yapmis oldugu baska giivenlikli liiks konut siteleri var midir,
varsa liitfen belirtiniz.?

Eston Ardich Evler, Ardicl Evler ,Eston Deniz

. Bir konut sitesinin satig basarisina etki eden faktorleri onem sirasina gore swralayiniz;

. GUVERIIK ... .2 oo et e e et e et e e et e et e e e e e e e e e e e e e e
. ULGSIM... .4 oo oo e e e e e et e e e e e et e e et e et e et e e e e e e e
] DOZAL COVIC... 5. oo oo oo e e e e e e e e e e e s s s s s e e e e e e e e e e
. MO ... ...7 ooceee e e e e et e e e et e e et et et e et e e e et e e 2e e e e e e e
. PrOSHI ... ccil oot et e et et e e et e e e e e e e e e e e e e e e e e e
. SURAUGU TMKANIAT .. 6 ... .ot ces e et et e e et e e e e e e e e e e e e e e e e
. FUpat... .. 3 ettt e e e
] Varsa Diger Belirtiniz... ...

Sirket ismi ve giivenilirligi 6nemli................cccoovevvesveeen e

. Bu tiir konut sitelerinin iiretiminde sizce mimarin rolii nedir?

Mimar her siirecte etkin bir role sahiptir. Ilk énce proje asamasinda hayalgiiciiyle projede
farkliliklar yaratarak, 6nemli bir etkinlige sahiptir. Konut tiretiminde denetim, uygulama gérevi
vardir. Konut tesliminden sonra da mimarin rolii artik olasi sorunlara ve sorulara karsi ¢oziim
tiretmesi olarak gelisir.

o Gelecekte bu tiir liiks konut yerlesimlerine olan talep sizce nasil degisecektir? Neden?
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Diiser/ Degismez/ Yiikselir....,SAT-YAP seklinde proje satiglar: ger¢eklestigi icin (projeler énce
satilip sonra tiretildigi icin alim giictiniin diismesi, bu iiretimlerde ciddi diigiiglerin yagsanacagini
gasteriyor.Belli bagli biiyiik firmalarin ayakta kalacag diigtiniiliiyor.

. Istanbul’da hemen akliniza gelen ilk 3 giivenlikli liiks konut yerleskesi hangileridir?

SIIPAF LAGEUT ... cooov oo e e e e e e et et et et et et e e e e e e e et e e e e e e vee e

Giivenlikli Liiks Konut Sitesi Projesi Hakkinda...

. Proje Adi: Eston Sehir

. Proje Baslangi¢ ve Bitig Tarihi: 2005 Ekim-2015 (satig hizina bagli)

. Proje Yeri: Bahgesehir

o Projenin Mimari: MAR Mimarlik

. Yiiklenici Firma: Eston Yapi

. Yatirimci Firma: Eston Yapi

° Toplam Alan: 2000 doniim arsa, 2000 konut

° Toplam insaat alani: 600,000 m?

. Su anki durumu: (Insaat halinde, vs.) Insaat halinde. 140 hane oturumda.

o Bu pazara girmenizde ne etkili oldu?

] TALEP ... e e et [ e e e e e e et e e e e e e e e e e e et e e e
. Firmanin @iivenirliligi... ] ... ... cc it coe e oot et e e et e e e et e e e et e e e e e e
= Yeni bir trend olusu... ... L et et eee e e e e e e e e e e e e e e e e et e e vae e
] Karlt Dir YAtirim OIUSU ... ... ... c..ooeeet ot s es e et it e e et et ee e e et e e een et e e ve aen e
] CeVIENIN GOFSEIIII. .. ..o e v s es e et et ee e et et et e een et e e ves s s e e een et e aeen e
] Varsa Diger BeliFtiNiz... ... ... oo voevece s es e et et e e et vt ee ven en e ee ve een sas ve e een saes eas
o Proje olusturulurken, kimlerin fikirleri dikkate alindi?

Pazarlama damsmani/ mimarlar/ sehir plancilari/Pazar analistleri(Varsa digerlerini
ekleyiniz)....
o Proje baslangicinda hangi analizleri uyguladiniz?

Fizibilite/ arz talep analizi/ Pazar analizi...

Analiz yapiimamis.
. Bu proje alaminda konut yatirimi igin herhangi bir tesvik veriliyor muydu? Kredi alindi
mi?

Kredi alinmadi, oz sermayesi ile.ama sonradan alindl. .................. ... oo oo ieeveevee e,
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. Projenin arazisinin miilkiyeti yapist nasiddwr? ( biliyorsaniz liitfen yiizde olarak
belirtiniz)

Kamusal/ 6zel/ kamusal ve ozel

o Secilen arazinin maliyetini nasil degerlendiriyorsunuz?

Ucuz/ Normal/ Pahali/ Cok Pahali

. Projenin hedef kitlesini kimler olarak éngoriiyorsunuz?

Egitim seviyesine / gelir durumuna / hedef aile tipine gére

Genelde gelen miisteri portfoyii aile ve yiiksek gelir durumuna gore.

o Komsu konut sitelerindeki ortalama gelir seviyesi proje segiminde ne derece etkili
olmugstur? Neden?

Bélgenin Bahgesehir olmast projenin gelismesinde ve taminmasinda énemli bir pay sahibi

olmustur.
. Ornek _alinan uygulanmis korumali liiks konut yerlesme Ornekleri var mi? Varsa
hangileridir?
Yoktur.

Satis ve Pazarlama Hakkinda...
° Satislarin Baslangig ve Bitig Tarihi: 2005 Ekim- satislar devam etmektedir.
o Projenin Pazarlama sloganmi nedir? Bu slogani segmeye iten sebepler nelerdir? Focus

grubu ¢alismast yapilmis midir?

‘Yeni Nesil, Yeni Sehir, Eston Sehir’ Pazarlama boliimii bu slogant se¢mistir.

. Projenin pazarlamada vurgulanan bir ayricaligi ya da ézelligi var mi? Varsa nedir?
Pazarlamada sirketin giivenilirligi, yiiksek kalitede malzemenin ve bahgeli konutun apartman
dairesi fiyatina satilmast vurgulaniyor.

o Sirketinize ait bir pazarlama biriminiz varsa belirtiniz. Yoksa, bir pazarlama sirketi ile
calistiniz mi?

Pazarlama birimi var.

. PR (Halka lliskiler) biriminiz varsa belirtiniz. Yoksa, bir halka iliskiler sirketi ile
calistiniz mi?

PR var ve OPS Tanitim ile calisild.

o Giivenlikli liiks konut sitesinde oturabilmek icin site sakinlerinin imzaladigi herhangi
bir sozlesme var mi? Varsa belirtiniz.

Genel satis vaadi sozlesmesi imzalanmaktadir. (teknik sartname niteliginde)

. Baslangicta belirlenen hedef kitle, satig siireci sirasinda degisti mi? Degistiyse, Hedef
kitlesinin degismesi hangi siirece tekabiil etmigtir?

Belirlenen hedef kitlede az olsa degisme olmustur.

° Satislar, devam ediyor.
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ongoriilen tarihten dnce/ éngoriilen tarihte/ 6ngoriilen tarihten sonra tamamlandi.
ongoriilen tarihten dnce/ ongoriilen tarihte/ 6ngoriilen tarihten sonra tamamlanacak gibi.

o Fiyatlar;...121 bin... ..... YTL /$/Euroile... ... ... 850 bin...... YTL/$/Euro araligindadir.
Metrekare birim fiyati : ......

Tercih ettiginiz reklam pazarlama bigiminiz hangileridir?
Dizi mekanlar

gazete ilan]

gazete brogiiriil| Nadiren

4N

Internet(proje web sitesi ya da baska web siteleri iizerinden) !
Radyo-

Billboard

e-mail

telefon] Ozellikle cep mesaji ve telefon tercih ediliyor.

cep mesaji [ Ozellikle cep mesaji ve telefon tercih ediliyor.

Sponsorluk

SN N N N N A U N N NN

Ayrica site sakinlerine posta gonderilerek ilk davetli olarak avantajlar sunarak proje
pazarlantyor.

° Odeme kosullariniz nelerdir? Odeme kosullarimi kolaylastiran secenekleriniz mevcut
mudur?

Banka kredisiyle odeme/ aylik 6deme mevcut.

Sirket biinyesinde Eston Kredi Sistemi ile bor¢landiriiyor.

Min. %30 pesin, 6 ay % 0 faiz.

Min. %30 pegsin, 12 ay % 0.20 faiz

Min. %30 pegsin,24 ay % 0.70 faiz

Banka olarak TEB ile anlasmali, diisiik faizle max. 180 aya kadar kredi kullanilabiliniyor.

Vakit ayirip, sorularimizi igtenlikle cevaplandirdiginiz icin tesekkiir ederiz.
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Istanbul’daki Kapali Yerleskelerin (Giivenlikli Liiks Konut Siteleri) Uretim
ve Pazarlama Siirecine Ait Goriisme Metni: KKG INSAAT

Oncelikli olarak burada vereceginiz cevaplari kaydetmek igin sizden izin istiyorum.
Calismamizda hi¢bir sekilde isminizi kullanmayacagimizi da belirtmek isterim.

Tesekkiirler ...

Yiiklenici Firma Hakkinda...
° Firmann adi: Giil & Kelesoglu & Kameroglu Insaat Ortak Girisimi
o Adresi: Ak¢aburgaz Mevkii Alman Yolu Uzeri 218/4 Biiyiik¢ekmece
. Telefonu: 0.212.663 25 75
° Kelesoglu Insaat Sans Ofisi: Gol Mevkii, Alman Lisesi Yolu Uzeri, 218/4,
Biiyiikcekmece.
o Telefonu: 0.212.886 54 95
o Web Adresi: www.pelicanhillevleri.com

. Hukuki Ortaklik Tiirii:(Holding, A.S. Ltd. vs.): Adi Ortaklik

. Sermaye Ortaklik Tiirii: (Yabanci ortakly / yerli): Yerli.

. Hizmet verdigi diger sektorler: Insaat Sektorii (Alisveris merkezi, Residence ).

Kameroglu: (Ekol Markasi), Kuyumculuk Sektérii

. Firmanin Konut sektoriine giris yili: Giil & Kelesoglu.: 30 yil

Kameroglu: 15 yil

Firmanin Giivenlikli Liiks Konut Sitesi Degerlendirmesi...
. Firmamzin giivenlikli liiks konut sitelerine yaklasimi nedir? Firmamiz ‘liiks konut’
dendiginde hangi tiir konutlart tarif etmekte, ya da miisterilerine tarif etmektedir?
Giil & Kelesoglu Insaat firmalarimn gegcmislerine bakildiginda Florya, Yesilkdy cevrelerinde
liiks konut — apartman — iiretimi yapan firmalar olduklarimi goriiyoruz. Liiksii hissettiren
cephelerin vurgulandigi bu apartmanlardan sonra daha komplike, daha farkll proje anlayist
gelistirmek istediler ve yiikselen trende de uyarak, ozellikle depremden sonra degigen, her gegen
giin yiikselen yasam beklentilerine cevap verecek, giivenlikli liiks konut sektériine girdiler.
o Firmanmizin giivenlikli liiks konut sitelerine yatirnm yapma nedenleri nelerdir? Liitfen
oncelik sirasina gore siralaymniz.
Hedef kitle burada onem tasimaktadir. A+, A, B+ segmenti miisteri portfoyiinde olan

segmenttir. Hedef kitle segmenti diisiiniildiigiinde, beklentilerine cevap verecek fonksiyonlukta,

giivenlikte ve konforda olmasi gerekmektedir.Sonucta talep bu yondedir.

221



. Firmanizin idirettigi giivenlikli liiks konut site projelerinin olmazsa olmaz ozellikleri
nelerdir?

Kalite...Kullanilan malzemenin son teknolojinin tiriinii olmast olduk¢a onemli.

o Projenin biiyiikliigii nedir? (satis cirosu olarak séyleyebilirsiniz)

750 Milyon $ lik yatirim sermayesi ile 1.2 milyar dolarlik toplam satis hedefi.

o Pazarlama  siirecinizin  maliyeti ne kadardw? ( Bunu diger projelerinizle

karsilastirdiginizda projenin genelinde nasil bir oranda bulunmaktadir?)

Yillik 3 milyon $. (ancak reklam harcamalarinda son zamanlarda geriye doniislerde ciddi
azalma sézkonusu olmus. Rakiplerin ¢ogalmast ve reklam konusunda, biiyiiklii kiigiiklii tiim
firmalarin hassas davranmasi, her firmanin neredeyse reklam yapmasit da bu geri doniislerin

azalmasinda bir paya sahip)

. Firmanizca yagam kalitesi kriterleri olarak gériilen konut ¢evresi ozellikleri nelerdir?
Liitfen oncelik sirasini belirtiniz.

. GUVERIIK ... .. 6 e ittt et e e e e et et e et et et e e e et e e e e e e e e e e aen

] KORSOT .. oo 3 ettt et et et et et s et e e e e e ee ee vee bee ee tee e e tae tee tee e tee tae aae aaaan
] SOSYAL PAFAMI ... .2 oo o ov e s et et e et e e e et e e e et e e e e e e e e et e et e e

= Sportif faaliyetler... ... 1 ... ...Saglk merkezi projenin ana konseptini olusturuyor... .....

] O1oPark AlAnIATL... .5 ... ... oo oot s e et e e et e e e et e e e e e e et e e e

= YeSil QLan... ... ... oo e e e e e e e e e e e e e e e e

] Diger Varsa BeliFtiliz .. ... c...ccvcucoe s ces e et et e e et e e e et et e e et e e een e e s

o Firmamizin bugiine kadar yapmis oldugu baska giivenlikli liiks konut siteleri var midir,
varsa liitfen belirtiniz.?

Kameroglu, Kelesoglu ve Giil Insaat sirketlerinin ortak girisimi olan KKG ingaat, bugiine
kadar, ozellikle alisveris merkezi ve residance projelerine imza atmis. Grubun onemli projeleri
arasinda, Bakirkéy Fly Inn Algveris Merkezi, Fly Inn Residance I, Fly Inn Residance I,
Bakirkoy Alisveris ve Yasam Merkezi, Bahgelievier Metro Aligveris Merkezi ve Haznedar Maxi
Shopping Center,Rose Marine bulunuyor.

o Bir konut sitesinin satig basarisina etki eden faktorleri onem swrasina gore siralayiniz;

= GUIVONITK .. 1o.3 et i et e e e e e et e et e et e et e et e et e et e e e e
= ULGSINU... .5 oo oo e e e e e e e e e e e et e e e e e e e e e e s
] DOGAL CEVIC...4 ... v ee e et e e e e et e e e et e e e et e e e e et e e e e s e e 2een s
. MO .. .0 ie ot e e e e e et e e e e e e e e e e et e e e e
. P OSHI oo ool e o e e e et et et et et e e e e e e e e e e e e e tee e e tee tee tae tee aee aee aeas

. SUndugu imKGRIAE...2 ... ... ... c. oo cee e e e e e e e e
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= FEPQE .. 7 e oo e e e e e e et et e e e e e e e e e e et e e e e ae e e e eee tee tae e e

. Varsa Diger BeliFtiliz... ... ... ... oo ooeies e e e e e et et et et st et e et as as s s eee e e e e

o Bu tiir konut sitelerinin tiretiminde sizce mimarin rolii nedir?

Mimar genel konseptin yaratilmasinda 6nemli role sahiptir.

Bu projede Tiirkiye'de daha once hi¢ denenmemis bu yontemle her bir mimar farkll tip bir
villanin tiim i¢ dekorasyonunu kendi tarzina gére yapti.

Eren Talu, Mustafa Toner, Hasan Mingii, Eren Yorulmazer, Mahmut Anlar, Dara
Kirmizitoprak, Hakan Helvacioglu ve Hiilya Doser'in bulustugu projede, her bir mimar evin dis
cephesi hari¢ tiim i¢ dekorasyonunu; perdesinden, yer disemelerine kadar istedigi gibi
tasarladi. Bu sekiz villa ayni tipteki diger villara gére daha farkl bir fiyattan satisa ¢ikti.

. Gelecekte bu tiir liiks konut yerlesimlerine olan talep sizce nasil degisecektir? Neden?
Diiser/ Degismez/ Yiikselir ...,

° Istanbul’da hemen akliniza gelen ilk 3 giivenlikli liiks konut yerleskesi hangileridir?
ALRENE 20000.... ... .. ooce e et e et e et e et e et e et e et e e e e et e een e e s e s e

ROSE MATINE(KKG) ... oot et es et et et et e et et e e e et et et e een et et e e et e e e een e

Giivenlikli Liiks Konut Sitesi Projesi Hakkinda...

. Proje Adi: Pelikan Hill Malikaneleri ve Residence

. Proje Baslangi¢ ve Bitig Tarihi: 2005, 2008 sonu. 2007-2009 Eyliil
) Proje Yeri: Biiyiikcekmece

o Projenin Mimari1: Konsept RNM Architect, Peyzaj: Paolo Spaziani

I¢c mimarlar: Hakan Helvacioglu, Eren Talu, Hasan Mingii, Dara Kirmizitoprak, Y.mimar

Dilek Kubilay

o Yiiklenici Firma: KKG

. Yatirimer Firma: KKG

° Toplam Alan: Malikane: 2000 doniim alan, Residence: 100.000 m2.

° Toplam insaat alani: 2/3 ‘i yesil alan.1/3 i ingaat alan.

° Su anki durumu: (Insaat halinde, vs.) Insaat halinde.

. Bu pazara girmenizde ne etkili oldu?

] 7 7 I PP
] Firmanin @iivenirliligi...[] ... ....cccc oot oot cor ot ot e cas cve ae ae vae vae vee vee vee vee vee vee vee vee tae vae aaens
. Yeni bir trend olusu... ... L et oot eee et et e et e e e et e eee e et et e e ee et e eee aae ee e
] Karlt bir Yatirim OIUSU ... [ ... .o oo cencen et et et et et et cas vs ve v ve vae vae vae vee vee vee vee vee vee vee vens
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. Cevrenin gorselligi... ... ... D et et et e e e e e e e et et et et et e et e e e ae e ae ae reaeas

. Varsa Diger BeliFtiliz... ... ... ... oo oeeoee oo oo oo e e et et et et et s s s e e e e e see see aeee ean

. Proje olusturulurken, kimlerin fikirleri dikkate alindr?

Pazarlama damsmani/  mimarlar/ sehir plancilari/Pazar analistleri(Varsa digerlerini
ekleyiniz)....

Oykii Reklam Ajanst

o Proje baslangicinda hangi analizleri uyguladiniz?

Fizibilite/ arz talep analizi/ Pazar analizi...

Analiz yapilmamis ama bunun zorluklarint ¢ekmisler.

. Bu proje alanminda konut yatirimi igin herhangi bir tegvik veriliyor muydu? Kredi alind:
mi?

Kredi alinmadi, 6z Sermayesi ile. ... ... ... .. ooi it cos et et it s e ettt e e e e e

o Projenin arazisinin miilkiyeti yapist nasiddir? ( biliyorsamiz liitfen yiizde olarak
belirtiniz)

Kamusal/ ozel/ kamusal ve ozel

. Sec¢ilen arazinin maliyetini nasil degerlendiriyorsunuz?

Ucuz/ Normal/ Pahali/ Cok Pahali (1/3)

arsa sahiplerine pay verilerek. (1/3 oraninda)

o Projenin hedef kitlesini kimler olarak ongoriiyorsunuz?

Egitim seviyesine / gelir durumuna / hedef aile tipine gére

Gelir durumu ¢ok onemli ,homojen bir ¢evre yaratmaya ¢alisildi.

. Komsu konut sitelerindeki ortalama gelir seviyesi proje segiminde ne derece etkili
olmugstur? Neden?

Alkent 2000 Projesi bolgenin bir Villa kent olarak gelismesinde ve taninmasinda onemli bir pay
sahibi olmustur.

° Ornek alman uyeulanmis korumali liks konut yerlesme oOrnekleri var mi? Varsa

hangileridir?
Yurtdisindan ornek alinan uygulanmig uygulamalar: Amerikan Evleri

Yurtiginden érnek alinan uygulanmis uygulamalar: I Aviulu Anadolu- Amerikan mimarisi

Satis ve Pazarlama Hakkinda...
° Satiglarin Baslangi¢ ve Bitis Tarihi: 2005 sonunda, satislar devam etmektedir. 2006 °da
residenceler-2009 Eyliil
o Projenin Pazarlama sloganit nedir? Bu slogani segcmeye iten sebepler nelerdir? Focus

grubu ¢alismasi yapilmig midwr?
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Yasaminiza yatirim yapin’. ‘Baska Bir Diinya’ ile yola ¢ikildi ancak bu slogandan varzgecildi.
Bu slogani se¢meye iten sebep, konfor & keyif & hayata dair bir slogan. Kendinize yatirim
yapin mesaji da i¢eriyor. Sayfiye yeri gibi de oldugu i¢in. Slogani secen sirket patronudur.

. Projenin pazarlamada vurgulanan bir ayricaligi ya da 6zelligi var mi? Varsa nedir?

I¢ mekan tasarimi vurgusu (8 ayri ic mimari 6rnegi), sosyal tesislerin ve saglik merkezinin
biiyiikliigii ve konsepti, evlerin biiyiik olusu, Amerikan & Anadolu & Italyan mimarisinin
kaynasmis ozellikleri. Pelican Hill'in cevre diizenlemesinin, Italyan peyzaj mimar: Paolo
Spaziani tarafindan yapilmasi.

Ozellikle konseptin Amerikan mimarisindan alindigi vurgunlaniyor. Bunun icin 1 aylik bir
Amerika seyahati ile oradaki liiks konut siteleri incelenmis ve konsept projesi ortaya ¢rkmistir.
Projenin ismi bile Amerika daki bir liiks konut sitesinden esinlenilmistir.

Bu projede Tiirkiye'de daha once hi¢ denenmemis bu yontemle her bir mimar farkll tip bir
villanin tiim i¢ dekorasyonunu kendi tarzina gére yapti.

Eren Talu, Mustafa Toner, Hasan Mingii, Eren Yorulmazer, Mahmut Anlar, Dara
Kirmizitoprak, Hakan Helvacioglu ve Hiilya Doser'in bulustugu projede, her bir mimar evin dig
cephesi hari¢ tiim i¢ dekorasyonunu; perdesinden, yer dosemelerine kadar istedigi gibi
tasarladi. Bu sekiz villa ayni tipteki diger villara gére daha farkl bir fiyattan satisa ¢ikt.
Isteyen miisteriler satin aldiklart evleri, tasarimini begendikleri farkli mimarlara da dekore
ettirebilecekler.

o Sirketinize ait bir pazarlama biriminiz varsa belirtiniz. Yoksa, bir pazarlama sirketi ile
calistiniz mi?

Pazarlama birimi var. Ayrica Reklam ajansi olarak, Orkun Erten Creative Works ile de
calisildl.

. PR (Halka Iliskiler) biriminiz varsa belirtiniz. Yoksa, bir halka iliskiler sirketi ile
calistiniz mi?

3C PR.

o Giivenlikli liiks konut sitesinde oturabilmek icin site sakinlerinin imzaladigi herhangi
bir sozlesme var mi? Varsa belirtiniz.

Genel satis sozlesmesi imzalanmaktadir. (teknik sartname niteliginde)

. Baslangicta belirlenen hedef kitle, satis siireci sirasinda degigti mi? Degistiyse, Hedef
kitlesinin degismesi hangi siirece tekabiil etmigstir?

Belirlenen hedef kitle degismemigtir. A+, A Segmenti.

° Satislar, devam ediyor.

ongoriilen tarihten once/ ongériilen tarihte/ ongoriilen tarihten sonra tamamlandi.

ongoriilen tarihten once/ ongoriilen tarihte/ 6ngoriilen tarihten sonra tamamlanacak gibi.

Mailkanenin satig siireci en az 1-2 ay.
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. Fiyatlar,...1.5 milyon + dekorasyon bedeli........ YTL /$/FEuro ile......... 3 milyon +
dekorasyon bedeli... ... YTL/$/Euro araligindadir. (Kaba fiyatlar)

Metrekare birim fiyati : ......

Residence ,: 150 bin $ ile 500 bin $ arasindadir.(Anahtar teslim)

o Tercih ettiginiz reklam pazarlama bigiminiz hangileridir?

Dizi mekanlaril]Binbir Gece, Elif, Selena, Sila...

gazete ilami[1Hiirriyet Emlak : en ¢ok kullandiklari mecra ve gazete.

gazete brosiiriil]

TV

Internet(proje web sitesi ya da baska web siteleri iizerinden) Cok tercih edilmedi.

Radyo-

NN NN NI

Billboard[ézellikle havalimanlarinda ve havalimanm dergilerinde kullanildi. (Skylife
dergisi, diger havayollarinin dergileri, digiboard)

4 e-mail ozellikle kullanmaktan ka¢iniyorlar. Baskici ve rahatsiz edici buluyorlar.
4 telefon ozellikle kullanmaktan kagintyorlar. Baskici ve rahatsiz edici buluyorlar.
4 cep mesaji ozellikle kullanmaktan kaciniyorlar. Baskict ve rahatsiz edici buluyorlar.

v Sponsorluk Agwlikly olarak sponsorluk ve VIP partileri seklinde reklam bigimi tercih
edildi.

Alem dergisinin VIP etkinligi- Sponsor

Binbir Gece dizisi Canli Finali —Sponsor

Bodrum’daki beachler Ship A Hoy vs. - gorseller

Gece Kuliipleri: Sortie, Reina, Long Table Restaurant

Sinemalar: Istinye Park, Kanyon, Capacity

Alisveris Merkezlerinin kullanimi

° Odeme kosullariniz nelerdir? Odeme kosullarimi kolaylastiran secenekleriniz mevcut
mudur?

Banka kredisiyle odeme/ aylik 6deme mevcut.

Nakit 6demede % 7 indirim. Banka kredisiyle 6demede %30 pesin, bankadan kredi kullaniliyor.

Vakit aywrip, sorularimizi ictenlikle cevaplandirdiginiz icin tesekkiir ederiz.

226



Istanbul’daki Kapali Yerleskelerin (Giivenlikli Liiks Konut Siteleri) Uretim
ve Pazarlama Siirecine Ait Goriisme Metni: ASCIOGLU INSAAT

Oncelikli olarak burada vereceginiz cevaplari kaydetmek igin sizden izin istiyorum.
Calismamizda hi¢bir sekilde isminizi kullanmayacagimizi da belirtmek isterim.

Tesekkiirler ...

Yiiklenici Firma Hakkinda...
° Firmann adi: Ascioglu Insaat
o Adresi: Hakki Yeten Cad. As¢ioglu Plaza No: 10 D:22 Fulya Tesvikiye —Istanbul
. Telefonu: 0.212.291 53 13
o Web Adresi: www.ascioglu.com, www.selenium34.com
o Hukuki Ortaklik Tiirii:(Holding, A.S. Ltd. vs.): A.S.
o Sermaye Ortaklik Tiirii: (Yabanci ortakli / yerli): Yerli.
o Hizmet verdigi diger sektorler: Araba Galericiligi ve Konut tiretimi
. Firmamin Konut sektériine giris yili: 40 senelik firma (60’°larin sonunda apartman

insaatlaryla baglayan projeler daha sonra is merkezleri, ¢arsi, fabrika ingaatlariyla devam

etmistir. Residence agwrlikli devam etmekteler.

Firmamin Giivenlikli Liiks Konut Sitesi Degerlendirmesi...
o Firmanmizin giivenlikli liks konut sitelerine yaklasimi nedir? Firmaniz ‘liiks konut’

dendiginde hangi tiir konutlar: tarif etmekte, ya da miisterilerine tarif etmektedir?

Hizmet burada anahtar kavram olarak karsimiza ¢tkmakta. Liiks konut dedigimizde zaten hedef
kitleleri belli, A+. Tamamen ozel istekleri olan miisteri grubu. Ve projelere bakildiginda, diger
pivasadaki projelerle karsilagtirildiginda konut fiyatlarinin daha yiiksek oldugunu goriiriiz.
Bunun nedenlerinden biri de hi¢ kuskusuz arazinin lokasyon olarak merkezde yeralmasi ve
sehrin icerisinde ¢ok az sayida arazinin kalmasindan dolayr arazinin pahali olmasi ve yiiksek

kalitedeki iscilik ve malzeme.

. Firmamzin giivenlikli liiks konut sitelerine yatirim yapma nedenleri nelerdir? Liitfen

oncelik sirasina gore siralayniz.

Sirketin ge¢cmisine baktigimizda hali hazirda konut iiretimi sektoriinde oldugunu goriiyoruz.
Talep zamanla gelismis, liiks apartman iiretiminin yerini liiks konut site ve residence tiretimi

almustir.

o Firmamizin iirettigi giivenlikli liiks konut site projelerinin olmazsa olmaz ozellikleri
nelerdir?

Kalite , yiiksek miisteri profili ve yasam tarzi...
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Amag: kaybolmakta olan komsuluk degerini giindeme getirmek ve kullanicilarin ozel olduklarin
hissettirmek. Bunun icin de, ornegin Selenium Twins kullanicilari, disaridan iiyelik kabul
etmeden sadece kendi biinyesinde iiyelik sistemine dahil olarak, her tiirlii hizmetten

faydalanabiliyorlar.

o Projenin biiyiikliigii nedir? (satis cirosu olarak séyleyebilirsiniz)
70 milyon dolarlik proje.

o Pazarlama  siirecinizin  maliyeti ne kadardwr? ( Bunu diger projelerinizle
karsilastirdiginizda projenin genelinde nasil bir oranda bulunmaktadir?)

Pazarlama siireci ¢ok fazla reklam vermeden, basinda haber niteligi tasiyan bilgileri
icermektedir. Projenin bulundugu mevkiiden ve kullanicilarinin da taninmis onemli kisilerden
olustugu gozoniine alimirsa, yiiksek satig grafigi ¢izdigi goriilmektedir. Haftasonlar: seyrek de
olsa Hiirriyet gazetesine verilen reklamlar ve daha da énemlisi Rahmi Kog¢ un bu projeden 6-7
ay once konut almis olmasi, bir nevi hem haber hem de reklam yaratarak, geri doniisleri —
satislart arttirnuistir.

. Firmanizca yagsam kalitesi kriterleri olarak gériilen konut ¢evresi ozellikleri nelerdir?

Liitfen oncelik sirasini belirtiniz.

. GUIVENLTK .. cod et ee et et e et et e et e et e et e e e et e et e e e e et e e e
] KOROT .. oLttt et et et et it et e s e e e e e e e vee vee vee ee e e tee tee e e tee tae aae aaeaan
] SOSYAL YPAFAM ... ... 2o oosoe oot e e et et e e e et e e e et e e e et e e et e e e
] SPOFLL fAQIIYEIIET ... ... 3 o et ee e e s e e e et e e et e e e et e e e e e e e s
] Otopark Alanlary... .5 ... ....cocc e iit i it cs e e e e e et e e e e e e e e e e s
= YeSil QLan... ... ... ... cc.ccBuueceiii e e e e e e e e et e e e e e e e e e e e
] Diger Varsa Belirtiniz... ... ... gtivenlik zaten olmazsa olmaz bir kriter. Ancak Yesil alana

residence olma ozelliginden ve gsehir icindeki arazi sikisikligindan dolayr ¢ok fazla yer
ayramadiklaring SOVIEdIler. ... ... ... ... ... oo oo ot s e e et e e et e e e e e e e e e e

. Firmanizin bugiine kadar yapmis oldugu baska giivenlikli liiks konut siteleri var midir,
varsa liitfen belirtiniz.?

Selenium Panorama, Selenium City, Selenium Twins.

o Bir konut sitesinin satig basarisina etki eden faktorleri onem swrasina gore swralayiniz;

. GUVERITK ... .5 oo it et it et et et et et e e e e e
= ULGSIMU... .4 oo eoe e e e e e e e e e e e e et e e e e et e e e e e e e

] DIOGAL COVIC... 7 .. cevee e et et e e e et et e e et e ee e et et e e een et e e ves s s e e een e

. MOGG... .3 .ottt et e e et et e e et e e e e e e e e e e e e e
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. Prestij......1......(insanlar kendilerini farkh hissetmek
A7 e
= Sundugu imkanlar...2...(her tirlii hizmet; Acibadem Hastanesi, is merkezi, foodcourt,
SPOT TETKEZI, KOMUL VS ... .. et et et et et et vt et et ee ee vee vee vee vee ee tee tee tee tee tee tee tee vee aee vee aes aen aen senns
= 1+ T PP
] DiGer Varsa BelIFLiNIzZ . .. ... ... cc.coucev et et ees et vt et ve e ae vee vee ves vee tee vee tee tee tae vae aae aee aeee e
. Varsa Diger Belirtiniz... ... 1. Giivenlik zaten olmazsa olmaz

2.Manzara
o Bu tiir konut sitelerinin tiretiminde sizce mimarin rolii nedir?
Oncelikle Tiirk mimarlarla calistiklarini vurguluyorlar. Diinya ile yarisan, diinya iilkelerinin
konforunu reddetmeyip, bunu daha da iist seviyeye tasiyan, sehrin siluetine de estetik kaygilarla

vaklagan Tiirk mimarlariyla ¢calisiyorlar. Tiirk halkimin yagam stili burada 6nem arzediyor.

. Gelecekte bu tiir liiks konut yerlesimlerine olan talep sizce nasil degisecektir? Neden?
Diiser/ Degismez/ Yiikselir ...,

° Istanbul’da hemen akliniza gelen ilk 3 giivenlikli liiks konut yerleskesi hangileridir?

Y772 7 17 SRR

SCLEIIUM TWITLS ... ..o cee e oo e et e et e e e et et e e et e et e e et e eee e e et e eee e eee e

Giivenlikli Liiks Konut Sitesi Projesi Hakkinda...

o Proje Adi: Selenium Twins

° Proje Baslangi¢ ve Bitis Tarihi: 2006, 2008

o Proje Yeri: Fulya

o Projenin Mimari: Serdar Sipahioglu (As¢ioglu insaat Projeler koordinatorii)

° Yiiklenici Firma: Ascioglu Insaat

° Yatirimer Firma: As¢ioglu Insaat

o Toplam Alan: 246 doniim

° Toplam insaat alani: 30 doniim arazide 175 bin m2 insaat

. Su anki durumu: (Insaat halinde, vs.) Teslim edildi. Eyliil 2008.

o Bu pazara girmenizde ne etkili oldu?

] TALEP ... 2 .o oo et e e e et et e e e et et e e et e e e een et bt e e et et ae e tes et ae e e eeas
] Firmanin giivenivliligi... ] ... ... ... oo e et oot it iee ee e et it ee e et et e e een et e e e e e e s
= Yeni Bir trend OIUSU ... ...3 .. ..o oe e e e e e e e e et e e e e e e e e

. Karlt Bir Yatirim OlUSU ... ... ... ... ooe oo e e e e e e e e e e et et et et et e e e et e s s
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. CeVIenin @OFSEILIZi. .. ... .. cvvvueee e e e e e e e e e e e e e e e e e e e e s
. Varsa Diger BeliFtiliz... ... ... ... ooeooeiee e e e e et et et et et s s as e e e e e see see vee aee e

. Proje olusturulurken, kimlerin fikirleri dikkate alindr?

Pazarlama damsmani/  mimarlar/ sehir plancilari/Pazar analistleri(Varsa digerlerini
ekleyiniz)....Kendi pazarlama danigmanlarinin fikri alind:.

o Proje baslangicinda hangi analizleri uyguladiniz?

Fizibilite/ arz talep analizi/ Pazar analizi...

. Bu proje alanminda konut yatirimi igin herhangi bir tegvik veriliyor muydu? Kredi alind:
mi?

BIlINIEYOT .. cov e e e e e e e e e e e e e ettt s s s s

o Projenin arazisinin miilkiyeti yapist nasiddir? ( biliyorsaniz liitfen yiizde olarak
belirtiniz)

Kamusal/ ozel/ kamusal ve ozel

BJK- Besiktas Spor Klubii arazisi.

. Secgilen arazinin maliyetini nasil degerlendiriyorsunuz?

Ucuz/ Normal/ Pahali/ Cok Pahall

o Projenin hedef kitlesini kimler olarak ongoriiyorsunuz?

Egitim seviyesine / gelir durumuna / hedef aile tipine gore.

A+ segment hedef kitle grubu.

. Komsu konut sitelerindeki ortalama gelir seviyesi proje segiminde ne derece etkili
olmugstur? Neden?

Onemli bir etken olmamistir.

° Ornek alman uyeulanmus korumali liiks konut yerlesme oOrnekleri var mi? Varsa

hangileridir?

Trump ornek alinmistir.

Satis ve Pazarlama Hakkinda...
. Satiglarin Baslangi¢ ve Bitis Tarihi: 2006, satislar devam etmektedir.
. Projenin Pazarlama slogani nedir? Bu slogani secmeye iten sebepler nelerdir? Focus
grubu ¢alismasi yapilmig midwr?
Yasaminiza daha fazla ayricalik getirecek seckin bir yagam bigcimi: Selenium Twins’
Yeni bir hayat sizi bekliyor’
Yasaminizin her dakikasi degerli ise, Selenium dan size degerli bir proje: Panorama’
. Projenin pazarlamada vurgulanan bir ayricaligi ya da ézelligi var mi? Varsa nedir?
Rahmi Kog, Tansu Ciller, Mesut Yilmaz, Sabanci Ailesi, Boyner Ailesi, Ulusoy Ailesi, vs. gibi

tinliileri Selenium Twins den konut alanlar olarak tanitarak, pazarlamada vurguluyorlar.
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Ayrica bir farklhiiklar: da daire alanlara anahtar teslimini dekorasyonu yapilmis olarak
vermeleri.

. Sirketinize ait bir pazarlama biriminiz varsa belirtiniz. Yoksa, bir pazarlama sirketi ile
calistiniz mi?

Pazarlama birimi var.

° PR (Halka lliskiler) biriminiz varsa belirtiniz. Yoksa, bir halka iliskiler sirketi ile
calistiniz mi?

Halka Iliskiler birimi var.

. Giivenlikli liiks konut sitesinde oturabilmek igin site sakinlerinin imzaladigi herhangi
bir sozlesme var mi? Varsa belirtiniz.

Genel satis vadesi sozlesmesi imzalanmaktadir.

o Baslangicta belirlenen hedef kitle, satis siireci sirasinda degisti mi? Degistiyse, Hedef
kitlesinin degismesi hangi siirece tekabiil etmistir?

Belirlenen hedef kitle degismemistir.

) Satiglar; devam ediyor.

ongoriilen tarihten once/ ongériilen tarihte/ ongériilen tarihten sonra tamamlandi.

ongoriilen tarihten once/ ongoriilen tarihte/ ongoriilen tarihten sonra tamamlanacak
gibi.(hedef)

o Fiyatlar; ......cccccocovvveioiii e e aeeveeeee SSJEUPO Gle i e
/8/Euro araligindadir.

Metrekare birim fiyati : 3000 §

Tercih ettiginiz reklam pazarlama bigiminiz hangileridir?

4 gazete ilani ) Hiirriyet Emlak:en ¢ok kullandiklart mecra ve gazete./Sadece haftasonlart
4 gazete brostirii

v TV

4 Internet(proje web sitesi ya da baska web siteleri iizerinden)

v Radyo-

v Billboard

v e-mailll Agwrlikli olarak kullanild.

v telefon ozellikle kullanmaktan kaginiyorlar. Baskict ve rahatsiz edici buluyorlar.

v cep mesaji ozellikle kullanmaktan kaginiyorlar. Baskici ve rahatsiz edici buluyorlar.

. Odeme kosullariniz nelerdir? Odeme kosullarimi kolaylastiran secenekleriniz mevcut
mudur?

Banka kredisiyle odeme/ aylik 6deme mevcut.

Vakit ayirip, sorularimizi igtenlikle cevaplandirdiginiz icin tesekkiir ederiz.
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Istanbul’daki Kapali Yerleskelerin (Giivenlikli Liiks Konut Siteleri) Uretim
ve Pazarlama Siirecine Ait Goriisme Metni: VARYAP & TEKNIK YAPI

Oncelikli olarak burada vereceginiz cevaplari kaydetmek igin sizden izin istiyorum.
Calismamizda hi¢bir sekilde isminizi kullanmayacagimizi da belirtmek isterim.

Tesekkiirler ...

Yiiklenici Firma Hakkinda...
o Firmamin adi: Varyap Varlibaslar & Teknik Yapt
. Adresi: Isparta Mevkii Kuleleri, Firat Cad. Uphill Court Bahgesehir Santiyesi,
Bahcesehir
o Telefonu: 0.212.669 94 94
. Web Adresi: www.uphilcourt.com
. Hukuki Ortakhk Tiiri:(Holding, A.S. Ltd. vs.): A.S.
o Sermaye Ortaklik Tiirii: (Yabanci ortakly / yerli): Yerli
. Hizmet verdigi diger sektorler: Varyap: Okul, Hastane, Adliye Sarayivs. devlet
ihaleleri
Teknik Yapi: Konut Sektorii
o Firmanin Konut sektoriine girig yili: 35 yil

Firmanin Giivenlikli Liiks Konut Sitesi Degerlendirmesi...
. Firmamzin giivenlikli liiks konut sitelerine yaklasimi nedir? Firmamz ‘liiks konut’
dendiginde hangi tiir konutlari tarif etmekte, ya da miisterilerine tarif etmektedir?
Giivenlikli liiks konut sitelerine bakildiginda gelir seviyesinin yiiksek olmasmmin yaninda
kiiltiiriin de iist diizeyde oldugunu gormekteyiz. Kullanilan iist kalite malzemenin yine kaliteli
iscilikle miisterilere sunulmasi sozkonusudur.
o Firmanmizin giivenlikli liiks konut sitelerine yatirnm yapma nedenleri nelerdir? Liitfen
oncelik sirasina gore siralaymniz.
Her iki firma da 35 yillik deneyime sahip. Varyap 'dan ziyade Teknik Yapi'min liiks konut site
tiretiminde oldukca deneyimli bir ge¢mise sahip olmast dolayisiyla, portfoyiinii genisletmek
istemesi.
. Firmamzin idirettigi giivenlikli liiks konut site projelerinin olmazsa olmaz ozellikleri
nelerdir?
Depreme dayanikli olmast (California(ABD),Avrupa, 1998 Tiirkive Deprem Yonetmeligine
uygun), Yesil alanlarin  biyiikligii ve ingaat alamina olan  oram (% 75-

80) e e et e e ettt et e et et et et et ettt et
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S0SYAl teSIS, YUZIME NAVUZU ... ... oo ev v eses eeee ee aee e e eee eee e e ees e e eee e e e e e e

Iscilik kalitesi, kullanilan malzemeler ... ... .................c.ccoe oo oo osee e e e e,

o Projenin biiyiikliigii nedir? (satis cirosu olarak séyleyebilirsiniz)

Satislar tam olarak bitmedigi i¢cin bir sey soylenemedi.

. Pazarlama  siirecinizin  maliyeti ne kadardir? ( Bunu diger projelerinizle
karsuastirdiginizda projenin genelinde nasil bir oranda bulunmaktadir?)

Satislarin devam etmesi nedeniyle pazarlama maliyeti konusunda bilgi verilemedi. %2-3 arasi
oldugunu tahmin ediyorlar.

o Firmanizca yasam kalitesi kriterleri olarak gériilen konut ¢evresi ozellikleri nelerdir?
Liitfen oncelik sirasim belirtiniz.

. GUVENLTK .. e 2 it et e e e et e et et e et e et e e e e e e e e e e e e et e e e
] 7 2 S L
] SOSYAL YPAFAM ... 3 ..o is e e et it e e et et e e e et et e een ettt ee ves een s ae e 2en s re e ven e
= SPOFLL fAQIIYEHICT ... ... ... ot e e et it e e et et e e et et vt e ees et s e ve ees s e e aen e
. O10Park QLANIATT...4 ... ... oo cov e e e e e e e e e e e e e e e e s s s
= YOSTI QLAT... 5. ov e e e e e e e e e e e e e e e e e e e e e e e e
. Varsa Diger BeliFtiNuiz... ... ... ... oo ooeies oo e e e e et oot et et et et e et s s s s e eee aae e e
. Firmanizin bugiine kadar yapmis oldugu baska giivenlikli liiks konut siteleri var midir,
varsa liitfen belirtiniz.?

Ata§ehir UPRIll COUTE... ... .. cce ot iee et et e e et et ee e e et et e e et et ee 2es ettt e e een et ee e eenn
o Bir konut sitesinin satig basarisina etki eden faktorleri onem swrasina gore swralayiniz;

. GUVERIIK ... .. 7 oo it e e e et et e et et e e et e et e e e e e e e e e e e e e
. ULGSIM ... .0 v e e e e et e e e e et et eee e et e et een eee e et e et e e et et e s
. DOGAL QOVIC......d oo oo e e e e e e e e e e e et et e e s s e e e e e e e e e ee aeen s
. MO ... .5ttt e e et e et et e e e e e e e e e e e e e e
= ) A 7 T SRS
] Sundugu imKGRIAE...3 ... ... .. co v e e e e
= FEPQE..cc .2t e e e e e et e et e e e e e e e e ee et e e e e et e e e vee vee bae s e
] Diger Varsa BelIFHiNIz. .. ... ... cc.ceceu et et cer et cat ve cae ae ae e vae vee ves vee vee vee vee vee vee vae vae aae aaeas
o Bu tiir konut sitelerinin iiretiminde sizce mimarin rolii nedir?

Mimar genel konseptin yaratilmasinda, beklentilere cevap verecek, kullamsl daire planlariyla
mevcut diger projelerden farkliigini ortaya ¢ikarmasinda ¢ok biiyiik role sahiptir. Kullamghilik
ve farklilik, yesil alanlara verilen onem burada yetkili tarafindan sik¢a vurgulanmustir.

. Gelecekte bu tiir liiks konut yerlesimlerine olan talep sizce nasil degisecektir? Neden?
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Diiser/ Degismez/ Yiikselir....,

Ekonomiyle iliskili bir durum oldugu icin talepte ve iiretimde bir yiikselme olmayacag

diistiliintiyor.
. Istanbul’da hemen akliniza gelen ilk 3 giivenlikli liiks konut yerleskesi hangileridir?
Atasehir Uphill Court
Sinpas Aqua City
Metrocity

Giivenlikli Liiks Konut Sitesi Projesi Hakkinda...
. Proje Adi: Bahgesehir Uphill Court
. Proje Baslangi¢ ve Bitis Tarihi: Haziran 2006, erken teslim Ekim 2007 (Mart 2008)
° Proje Yeri: Bahcgesehir, Istanbul
. Projenin Mimari:
. Yiiklenici Firma: Varyap Valibaslar & Teknik Yap1 & Toki
. Yatirimeir Firma: Varyap Valibaslar & Teknik Yapt
. Toplam Alan: 65.000 m2
o Toplam insaat alani:
. Su anki durumu: (Insaat halinde, vs.) Insaat bitti. Ekim 2007 'de oturum baslad.
o Bu pazara girmenizde ne etkili oldu?
] TALEP .. L. ev oo et e e e et et e e et e e e et e e e e et e e te et e e 2es et e e e
. Firmanin @iivenirliligi...2 ... ... .c.cco oo ot it it et e et e e et e e e e e e et e e
= Yeni Bir trend OIUSU ... ... ... ... ..o e aee et e e e et e e e e et e e et e e e e e e e
] Karly bir yatirim OlUSU ... 3 .. ... cocceu e e ees e et et e e et e e e et e e e e et e e e e s
] CeVIENIN GOFSEIIII. .. ... ... e v et es e et et ee e et et e e een et e e ves s s e e een et e e aeeeans
] Varsa Diger BeliFtiNiz... ... ... oo .oevee vt ces es e et et ee e et et ee e een st ve e 2en st re e ven een eees
. Proje olusturulurken, kimlerin fikirleri dikkate alindi?

Pazarlama damsmani/ mimarlar/ sehir plancilari/Pazar analistleri(Varsa digerlerini
€KIEYINIZ) ... BIIINIIYOF ... ... o\ et et et et et et et et v cas vt v e ae vae see vee vee bee bee bee tee tee tee tee tee aae aae aee aens
o Proje baslangicinda hangi analizleri uyguladiniz?

Fizibilite/ arz talep analizi/ Pazar analizi... Bilinmiyor.

. Bu proje alaminda konut yatirimi igin herhangi bir tesvik veriliyor muydu? Kredi alindi
mi?

Kredi linmadl... ... ... ... oottt e et e e e e e e e e e e e e e
o Projenin arazisinin miilkiyeti yapist nasuddir? ( biliyorsaniz liitfen yiizde olarak

belirtiniz)
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Kamusal/ 6zel/ kamusal ve ézel

TOKI QFAZISi... ... c..o. oo e oot e e e et e e et e et e e et e et e et e e e e et e e e
. Sec¢ilen arazinin maliyetini nasil degerlendiriyorsunuz?

Ucuz/ Normal/ Pahali/ Cok Pahall

%353 ile arsa alinmus.

o Projenin hedef kitlesini kimler olarak ongoriiyorsunuz?

Egitim seviyesine / gelir durumuna / hedef aile tipine gore.

Gelir durumu onplanda, Egitim seviyesi ve hedef aile tipi daha sonra geliyor.

. Komsu konut sitelerindeki ortalama gelir seviyesi proje se¢iminde ne derece etkili
olmugstur? Neden?

Bahgesehir yiiksek gelir grubuna hitap ettigi icin secilmistir. Bahgesehir’'de hem gelir seviyesi,
hem de egitim seviyesi oldukca yiiksektir.

o Ornek _alinan uygulanmis korumali liiks konut yerlesme Ornekleri var mi? Varsa

hangileridir?

Uphill Court Atasehir ornek alimmustir. Pazarlama taktigi bu projeyle benzerlikler

gostermektedir.

Satis ve Pazarlama Hakkinda ...
° Satiglarin Baslangi¢ ve Bitis Tarihi: Mayis 2006, satigslar devam etmektedir.
o Projenin Pazarlama sloganmi nedir? Bu slogani segmeye iten sebepler nelerdir? Focus

grubu ¢alismasi yapilmis midwr?

Yiikseklerde yerinizi alin’, ‘Bahgesehir’in yiikselen degeri’

. Projenin pazarlamada vurgulanan bir ayricaligi ya da ézelligi var mi? Varsa nedir?
Atasehir Uphill Court Projesinde kullanilan slogan burada da aynen uygulanmustir. Sirket
sahipleriyle reklam sirketinin ortak olarak belirledigi bir slogandir.

Pazarlamada vurgulanan, projenin Bahgesehir’in en giizel mevkiinde oldugu ve B. Cekmece
Golii ile Bahgesehir manzarasina sahip olmasidir. %85’in yesil alanlara ayrilidigi projede,
banyodan mutfaga yiiksek kalitede malzemelerin kullanilmasi ve  projenin farklig
vurgulanmaktadir.

o Sirketinize ait bir pazarlama biriminiz varsa belirtiniz. Yoksa, bir pazarlama sirketi ile
calistiniz mi?

Pazarlama birimi var.

° PR (Halka lliskiler) biriminiz varsa belirtiniz. Yoksa, bir halka iliskiler sirketi ile
calistiniz mi?

Halkla iliskiler sirketiyle ¢calisildi. (Message PR)
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. Giivenlikli liiks konut sitesinde oturabilmek icin site sakinlerinin imzaladigi herhangi
bir sozlesme var mi? Varsa belirtiniz.

Genel satis sozlesmesi imzalanmaktadwr. (Kullanilacak malzemeler, bitis tarihleri..)

o Baslangicta belirlenen hedef kitle, satis siireci sirasinda degisti mi? Degistiyse, Hedef
kitlesinin degismesi hangi siirece tekabiil etmistir?

Belirlenen hedef kitle, satis siireci sirasinda degismemistir. A+ tipi hedef kitledir.

. Satiglar; devam ediyor.

ongoriilen tarihten dnce/ ongériilen tarihte/ 6ngériilen tarihten sonra tamamlanacak gibi.

o Fiyatlar; 146.900 YTL/$/Euro ile 569.800 YTL/$/Euro araligindadur.

Metrekare birim fiyati : 2300- 2600 YTL

Tercih ettiginiz reklam pazarlama big¢iminiz hangileridir?
gazete ilani]

gazete brosiiriil]

4N

Internet(proje web sitesi ya da baska web siteleri iizerinden)
Radyo-

Billboard!]

e-majll]

telefon(

SN N N O N RN

cep mesajil]

Agirlikly olarak gazete ilant (insert), brosiir ve internet kullanildl.

° Odeme kosullariniz nelerdir? Odeme kosullarini kolaylastiran secenekleriniz mevcut
mudur?

Banka kredisiyle odeme/ aylik 6deme mevcut.

Liste fiyatlarinda ,

%20 Pesin, 36 ay vade, %0 faiz olanakl.

%40 Pesin, 48 ay vade, %0 faiz olanakl.

%50 Pesin, 60 ay vade, %0 faiz olanakli.

Pesin ddemelerde indirimler s6zkonusu.

Vakit ayirip, sorularimizi igtenlikle cevaplandirdiginiz icin tesekkiir ederiz.
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Istanbul’daki Kapali Yerleskelerin (Giivenlikli Liiks Konut Siteleri) Uretim
ve Pazarlama Siirecine Ait Goriisme Metni: SINPAS GYO.

Oncelikli olarak burada vereceginiz cevaplari kaydetmek igin sizden izin istiyorum.
Calismamizda hi¢bir sekilde isminizi kullanmayacagimizi da belirtmek isterim.

Tesekkiirler ...

Yiiklenici Firma Hakkinda...
. Firmamn adi: Sinpas GYO
o Adresi: Sinpas Plaza, Meliha Avni Sozen (Ortaklar Cad. no:40 34394 Mecidiyekoy
. Telefonu: 0.212.288 68 68
. Web Adresi: www.sinpas.com.tr
o Hukuki Ortaklik Tiirii:(Holding, A.S. Ltd. vs.): A.S.
o Sermaye Ortaklik Tiirii: (Yabanci ortakl / yerli): %49 borsada, yabanci yatirimcilar da
mevcut.
. Hizmet verdigi diger sektorler: Sinpas GYO nun yok. Sinpas Grup olarak, Yapi Sektorii,

fnwat Yan Kuruluslart ,Maden, Site Yoneticiligi, Aligveris Merkezi, 2.El Sektorii, Asansér
Imalati, Dekorasyon, Mutfak /Decors)

. Firmanin Konut sektoriine girig yili: 1974

Firmanin Giivenlikli Liiks Konut Sitesi Degerlendirmesi...
. Firmamzin giivenlikli liiks konut sitelerine yaklasimi nedir? Firmamiz ‘liiks konut’
dendiginde hangi tiir konutlart tarif etmekte, ya da miisterilerine tarif etmektedir?
Giivenlikli liiks konut sitelerine bakildiginda konseptin on plana ¢iktigini goriiyoruz. Uzun
ugraslar sonucu ortaya c¢ikan konsept projeler iizerine c¢alisiyorlar. Sinpas Bosphorus
projesinde 6rnegin bogaz konsepti ve buna gore sandallarla gezilen, vs . uygun sosyal hayat ve
yasam tarzi sunuluyor.
Lagtiin Projesinde ise konsept Phuket adasindan esinlenerek ortaya ¢ikmis. Tamamen dogayla
bas basa olma ve birbirine bagl irili ufakli géllerle konseptin ana semasini olusturuyor. Liiks
konutta konsept mutlaka olmalidir. Bu farkliigi saglayan bir unsurdur.
o Firmamzin giivenlikli liiks konut sitelerine yatirnm yapma nedenleri nelerdir? Liitfen
oncelik sirasina gore siralayniz.
Hedef kitle burada 6nem tagimaktadir. Hedef kitleyi belirlemek onemli. Bosphorus ta A+, A, B+

segmenti hedeflenmistir. Hedef kitle segmenti diigiiniildiigiinde, 6zgiin olmak kaginilmazdir.
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. Firmanizin idirettigi giivenlikli liiks konut site projelerinin olmazsa olmaz ozellikleri
nelerdir?

Konsept, Kalite ve yasam tarzi...

Biitiinliigii olan ama birbirinden farkl binalar yapmak

Amag: Insanlarin zamamn ¢ok degerli oldugu giiniimiizde, eve geldiklerinde yiiksek bir hayat

tarzi sirstinler ...

. Projenin biiyiikliigii nedir? (satis cirosu olarak soyleyebilirsiniz)

Satislar heniiz yeni basladigi bitmedigi icin net bir sey séylenemedi.(200 milyon $ gibi)

Lagiin Projesi 150 milyon $.

o Pazarlama  siirecinizin  maliyeti ne  kadardir?  (Bunu diger projelerinizle
karsilastirdiginizda projenin genelinde nasil bir oranda bulunmaktadir?)

Pazarlama ve reklam biitcelerinin her projeye baslamadan once ayrildigi ve bu biitcenin proje
biiyiikliiklerine gore belirlendigi soylendi. Cironun %2 sini teskil ediyor.

. Firmanizca yagsam kalitesi kriterleri olarak gériilen konut ¢evresi ozellikleri nelerdir?
Liitfen oncelik sirasini belirtiniz.

. GUVERIIK ... .. 0 e ittt e e et et e et et et et e e et e e et e e e e e e e e e een

] KORSOT .. oo 2ttt et et et et et et e e e et e vt e e e vee bee bee bee e tee tee e e e tee tae aae aaaan
] Yo 2T R e

] SPOFLL fAQIIYEHIET ... .4 oo oot e e et e e et e et e e et e e e et e e e e e e e aee

] O1oPark Alanlary... ... 5 ... ....cccco e ot i it ce e e e e e e et e e e e e e e e e e s
= Yo il Qlan... ... ......cc....3 e oo e e e e e e e e e e e e e e e e

] Diger Varsa BeliFtiliz .. ... c..cccccuce cee et et et e e e et et e e et et ee e et e e e et e e

o Firmamzin bugiine kadar yapmis oldugu baska giivenlikli liiks konut siteleri var midir,
varsa liitfen belirtiniz.?

Lagiin, Avangarden, Aqua Minors, Sealybria, Marenegro, Central Life....

. Bir konut sitesinin satig basarisina etki eden faktorleri onem sirasina gore swralayiniz;

. GUVERITK .. ..o ot e e et e e et e et e e et e e e et e e e et e e 2o et e e aen e

= Ulasim... ... 7 e et e e e e e e e e e e e e e e e e e e e e e

. Prestij... ... B e e e e e e e et et et e e e e e e ae ee ee ee ee ee ee ee tee ee tee tee tee tee tee aee eenn
] SURAUGU TMKANIAT .. 5 ... oo oo ce s e et et e e et et e e et e e ees et e e ven et e e een e
- £ 7 PP PP
] Diger Varsa Belirtiniz...... ... .........1.Pazarlama/Reklam

2.Konsept
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3.Konum

o Bu tiir konut sitelerinin tiretiminde sizce mimarin rolii nedir?

Mimar genel konseptin yaratilmasinda onemli role sahiptir. Yaratict olmalidir.

o Gelecekte bu tiir liiks konut yerlesimlerine olan talep sizce nasil degisecektir? Neden?
Diiser/ Degismez/ Yiikselir ...,

. Istanbul’da hemen akliniza gelen ilk 3 giivenlikli liiks konut yerleskesi hangileridir?

B0 4 7 SO
MAYA VEFA PFOJESI... ... oeeiee it et et aee eee e et e e e eee eee et et e ees aee vee et et een eee tee tee et e ee aaea aens

MAFEREZGIO ... ... e eee e et e e e eee et et et ee e tee et e e ees eee tee at eae een ee vee et e s e e tee s e e aeas

Giivenlikli Liiks Konut Sitesi Projesi Hakkinda...
. Proje Adi: Bosphorus City

° Proje Baglangi¢ ve Bitis Tarihi: 2006, 2008

o Proje Yeri: Halkali

. Projenin Mimari: Mehpare & Alp Evrenol

. Yiiklenici Firma: Belli Degil

. Yatirimer Firma: Sinpas GYO

o Toplam Alan: 246 doniim

. Toplam insaat alani:

° Su anki durumu: (Insaat halinde, vs.) Ihale siirecinde ,satista.

. Bu pazara girmenizde ne etkili oldu?

] 7 7 RS
] Firmanin @iivenirliligi... ] ..........c.cccie et iee et et ee ee e ee eee tee tee eeeeee eee aee aee e e e
= Yeni Bir trend OIUSU ... ...2 ... ... ... oo ee i eee e e e e et e e et e e e e e e e e e
. Karly Dir YAtirim OLUSU ... ... ... co.oov et it et e e et et e e et et et e et e e e e e e e e
] CeVIenin @OFSEIlIi. .. ... ... oo cov e is e et et e et et et e e e et e e e e e e e et e e e
. Varsa Diger BeliFtifiz... ... ... cc.ouveiou e es e et e ee e et e e e e et et e e et e e e e e
. Proje olusturulurken, kimlerin fikirleri dikkate alindi?

Pazarlama danismani/  mimarlar/  sehir  plancilari/Pazar analistleri(Varsa — digerlerini
ekleyiniz)....Kendi pazarlama damgmanlarinin fikri alind.

Colliers Danismanlik analizleri.

o Proje baslangicinda hangi analizleri uyguladiniz?

Fizibilite/ arz talep analizi/ Pazar analizi...
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. Bu proje alanminda konut yatirimi igin herhangi bir tegvik veriliyor muydu? Kredi alind:
mi?

Kredi alinmadl... ... ... oo e e e et e e e e e e e e e e e e e e

o Projenin arazisinin miilkiyeti yapist nasuddir? ( biliyorsaniz liitfen yiizde olarak
belirtiniz)

Kamusal/ ozel/ kamusal ve ozel

Parg¢all arazi. Bosphorus igin tek tek birlestirildi.

. Sec¢ilen arazinin maliyetini nasil degerlendiriyorsunuz?

Ucuz/ Normal/ Pahali/ Cok Pahal

%353 ile arsa alinmus.

o Projenin hedef kitlesini kimler olarak éngoriiyorsunuz?

Egitim seviyesine / gelir durumuna / hedef aile tipine gore.

B+ segment hedef kitle grubu.

. Komsu konut sitelerindeki ortalama gelir seviyesi proje segiminde ne derece etkili
olmugstur? Neden?

Onemli bir etken olmamuistir. Cevreden herhangi bir beklentileri yoktur. Onemli olan konsepttir.

° Ornek aliman uyeulanmus korumali liiks konut yerlesme oOrnekleri var mi? Varsa

hangileridir?

Yok.” Genelde ornek alinuriz’ diyerek de bu iste kendilerine ne kadar giivendiklerini belli

ediyorlar.
o Lagiin : Adnan Kazmaoglu
o Avangarden: Mimarlar Ltd. (Mehpare & Alp Evrenol + Kendi mimarlari)
o Sealybria: Mimarlar Ltd. (Mehpare & Alp Evrenol + Kendi mimarlary)
. Stirpriz Proje: Emre Arolat (ecovillage projesi ancak iptal edilmis)
Satis ve Pazarlama Hakkinda...
° Satislarin Baslangig ve Bitig Tarihi: Mayis 2008, satiglar devam etmektedir.
o Projenin Pazarlama slogani nedir? Bu slogani segmeye iten sebepler nelerdir? Focus

grubu ¢alismast yapilmis midir?

‘Istanbul’un 2. Bogazi’

. Projenin pazarlamada vurgulanan bir ayricaligi ya da 6zelligi var mi? Varsa nedir?
Bogaz Konsepti.
o Sirketinize ait bir pazarlama biriminiz varsa belirtiniz. Yoksa, bir pazarlama sirketi ile

calistiniz mi?

Pazarlama birimi var. Ayrica M.A.R.K.A reklam ajansi ile de ¢alisildl.
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° PR (Halka lliskiler) biriminiz varsa belirtiniz. Yoksa, bir halka iliskiler sirketi ile
calistiniz mi?

Halka [liskiler birimi var.

o Giivenlikli liiks konut sitesinde oturabilmek icin site sakinlerinin imzaladigi herhangi
bir sozlesme var mi? Varsa belirtiniz.

Genel satis vadesi sozlesmesi imzalanmaktadir. (Kullanilacak malzemeler, bitis tarihleri..)

. Baslangicta belirlenen hedef kitle, satis siireci sirasinda degigti mi? Degistiyse, Hedef
kitlesinin degismesi hangi siirece tekabiil etmigtir?

Belirlenen hedef kitle degismemistir. Aksine daha da tist segmente ¢ikmuistir.

° Satislar, devam ediyor.

ongoriilen tarihten once/ éngoriilen tarihte/ 6ngoriilen tarihten sonra tamamlandi.

ongoriilen tarihten once/ ongériilen tarihte/ oOngériilen tarihten sonra tamamlanacak
gibi.(hedef)

° Fiyatlar; ......cc.ccccoovevevie v viviiinee e SS/Euro e nae oo /8/Euro
araligindadir.

Metrekare birim fiyati : 1900 §

Tercih ettiginiz reklam pazarlama bigiminiz hangileridir?

gazete ilami[] Hiirriyet Emlak : en ¢ok kullandiklart mecra ve gazete.
gazete brogiiriil]

TV

Internet(proje web sitesi ya da baska web siteleri iizerinden)
Radyo-

Billboard!’]

e-maill]

telefon: dzellikle kullanmaktan kagumiyorlar. Baskici ve rahatsiz edici buluyorlar.

SN N N N N R

cep mesaj. ozellikle kullanmaktan kaginiyorlar. Baskict ve rahatsiz edici buluyorlar.
Agwrlikli olarak gazete ilani (insert), brogiir kullanild.

° Odeme kosullarimiz nelerdir? Odeme kosullarimi kolaylastiran secenekleriniz mevcut
mudur?

Banka kredisiyle 6deme/ aylik 6deme mevcut.

Kendi biinyesinde senetle bor¢landiriyor. 60 ay vade. Yillik Tiife oranu ile ilgili olarak %11 faiz.

Vakit aywrip, sorularimizi ictenlikle cevaplandwrdiginiz icin tesekkiir ederiz.
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Istanbul daki Kapal: Yerleskelerin (Giivenlikli Liiks Konut Sitelerinin)
Uretim ve Pazarlama Siirecine Ait Goriisme Metni: DUMANKAYA

Oncelikli olarak burada vereceSiniz cevaplari kaydetmek icin sizden izin istiyorum.
Calismamizda hi¢hir sekilde isminizi kullanmayacagimizi da belirtmek isterim.

Tesekkiirler...
Yiiklenici Firma Hakkinda...
. Firmanin adi: Dumankaya
. Adresi:Dumankaya Plaza, Ankara Yolu Pendik Kavsagi, Kat:4, Pendik.
. Telefonu:0.216.379 86 00
o Web Adresi:www.dumankaya.com

. Hukuki Ortaklik Tiirii:(Holding, A.S. Ltd.vs.)

. Sermaye Ortaklik Tiirii: (Yabanci ortakl / yerli): Yerli
o Hizmet verdigi diger sektorler: insaat, otomotiv, yapi malzemeleri sektorii, sigortacilik
. Firmanin Konut sektoriine giris yili: 1963

Firmanin Giivenlikli Liiks Konut Sitesi Degerlendirmesi
o Firmamzin giivenlikli liiks konut siteleri anlayisi nedir? Firmaniz tarif edilen ‘liiks
konutlar’dan ne anlamaktadir?
Kente kimlik kazandiran yasam alanlari kazandirmak firmanin misyonu. Uretilen konutlar da
giivenli, modern yasamin getirdigi olanaklart sunan, dogayla i¢ ice yasamu tarifler.
. Firmanizin giivenlikli liiks konut sitelerine yatirim yapma nedeni nedir?
Firma zaten insaat kékenli bir firma, dolayisiyla da mevcut miisteri portfoyii var. Liiks konut
tiretimine olan talep de yatirim yapma nedenlerimizden.
o Firmamzin iirvettigi giivenlikli liiks konut site projelerinin ozellikleri nelerdir?
Uretilen konut projelerinde modast hi¢ gecmeyen tasarim kriterleri goz oniinde bulunduruluyor.
Modern ama dogayla uwyumlu bir yapilagsma tercih ediliyor. Her proje kendi i¢cinde zengin
sosyal donatilara sahip.
. Pazarlama  siirecinizin  maliyeti ne kadardir? ( Bunu diger projelerinizle

karsuastirdiginizda projenin genelinde nasil bir oranda bulunmaktadir?)

Belirtilmedi.

o Firmaniz yagam kalitesi kriterleri hakkinda neler séyleyebilir?

n GUIVENITK ... 3 oot et e e e e et e et e et e e e e et e et e e e e et e e e e e e e
] e 7 2 S
] SOSYAL YPAFAM ... ] ... v osee e et it es e et et s e e et et ee een et te ee ven een s e e een s re e ven e
= SPOFHL fAQIIYEHICT ... 4 .. ... o cov e e e et e e e et e e e et et e e ees et e e 2es et as e ve een e
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. Araba park Alanlarr... 4 ... ... ..cccco e i it it e e e e e e e e e e e

= YOSTI QLAT...2 ... oo oo e e e e e e e e e e e e e e e e e e e e e e e
. Varsa Diger BeliFtiliz... ... ... ... oo ooeies oo e oo e e et et et et et et et et s as s s ae e e e e
= Ozellikle bahge ile maksimum diizeyde iliski kurulmaya calisiliyor. Yiiksek katlilarda

bitkilendirme teraslari, ¢ati bahgeleri olusturuluyor.

o Bu tiir liiks konut sitelerine yatirim yapmanizin ana nedeni nedir?

Firmanin konut alaninda bir giivenililirliginin olmasi ve talep................ccccoce v vve e e

o Firmamzin  bugiine kadar yapmis oldugu baska giivenlikli liiks konut siteleri
hangileridir?

Gizli Bahg¢e Konaklari, Manzara Konaklar:, Cekmekéy Evieri, Giimiis Vadi Villalari, Dragos
Drive, Dragos Drive 34, Kelebek Vadisi Evieri, Trend ve Gizli Bahge Akdeniz Evleri, Konsept

Istanbul ve Trend Ekstra Dumankaya, Dumankaya Vizyon.

o Bir konut sitesinin satig basarisina etki eden faktorleri onem swrasina gore siralayiniz;

. Giivenlik...3... ... (zaten olmazsa olmaz bir fAktOr) ... ... ....c.cco e vevvee i iie e et e e
. Ulasim...4...(Minimal Projesi ile Sabiha Gék¢en havalimani)...................ccccce ...

] DOGAL CEVIC...2 .. covee e et et ee e e et e e ee et e e e e e e e e et e e e e s e e een e
. MO ... ..o ooiie e et e e et et e e e e e e e e e e e e e e e e s
. P OSHI ... Lo oo e e e et et et et e e e e e e e e e e e e e e e e e e tae tee aee aee aeas
] SURAUGU TMKANIAT .. 5 ... oo oot is e et e e e et et e e et e e e een et e e ven et e e ven e
. Diger Varsa BelIFHiNIzZ. .. ... ... ccceu vt ot et et et et e v e e e ee vee vee vee vee vee vee vee vee vee vee vee aeeas
o Bu tiir konut sitelerinin tiretiminde sizce mimarin rolii nedir?

Mimar, estetikle islevselligi birlestirir, projenin konsepti yaratilirken onemli bir goreve sahiptir.
o Gelecekte bu tiir liiks konut yerlesimlerine olan talep sizce nasil degisecektir? Neden?
Diiser/ Degismez/ Yiikselir....

. Istanbul’da hemen akliniza gelen ilk 3 giivenlikli liiks konut yerleskesi hangileridir?

Dumankaya Trend, Kemer Country, Sinpas Lagiin.

Giivenlikli Liiks Konut Sitesi Projesi Hakkinda...

. Proje Adi: Dumankaya Minimal

° Proje Baslangi¢ ve Bitis Tarihi: 2008

. Proje Yeri:Kurtkoy- Pendik

. Projenin Mimari: Y. Mim. Biinyamin Derman
o Yiiklenici Firma: Dumankaya Insaat
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. Yatirimer Firma: Dumankaya Insaat

o Toplam Alan:19 bin metrekare

. Toplam insaat alani: 175 daire

° Su anki durumu: (Insaat halinde, vs.) . Insaat halinde.

o Bu pazara girmenizde ne etkili oldu?

. 77 7 P
. Firmanin @iivenirliligi...2 ... ... ... cc.cc v e e s et et et ee ee tee ee tee tee tee tee aee aee e e e e e
= Yeni bir trend OIUSU ... ...3 .. ... oo oot e e e e e e e e et e e e e e e e e e e e
. Karlt Bir YAtirim OLUSU .4 ... ... e oo e et et et et et et et et et e v e e e see vee ee ee e e e e as
. CeVIenin @OFSEIIIGI .. ... 5 e coece e e e et et et et et et et s s s s s e e e e bae bae e e bee b
] Varsa Diger BelirtiNiz... ... ... ... ... oo ios oo e e e e et oot et et et et et et s et s vs oas eve v aae e
o Proje olusturulurken, kimlerin fikirleri dikkate alindi?

Pazarlama damsmani/ mimarlar/ sehir plancilari/Pazar analistleri ,(Varsa digerlerini
CKLEYINMIZ) ... cuvov e e et et e e et et e e een et et ee e et e e e een et ae e ten en ae ee te een s re e een en re bee
Yiik. Mimar Biinyamin Derman ile ¢alisild.

. Proje baslangicinda hangi analizleri uyguladiniz?

Fizibilite/ arz talep analizi/ Pazar analizi...

o Bu proje alaminda konut yatirimi i¢in herhangi bir tegvik veriliyor muydu? Kredi alindi
mi?

Kredi alinmadh.

. Projenin arazisinin miilkiyeti yapisi nasidwr?

Kamusal/ ézel/ kamusal-ozel

. Sec¢ilen arazinin maliyetini nasil degerlendiriyorsunuz?

Ucuz/ Normal/ Pahali/ Cok Pahali

o Projenin hedef kitlesini kimler olarak éngoriiyorsunuz?

Egitim seviyesine / gelir durumuna / hedef aile tipine gore.

. Komsu konut sitelerindeki gelir seviyesi proje segciminde ne derece etkili olmustur?
Neden?

Anadolu yakasindaki projeler etkili oldu. Anadolu yakasinin Pendik bolgesinde korunakly liiks
sitelere ihtiya¢ mevcuttu.

o Ornek alinan uygulanmis korumali liiks konut yerlesme Ornekleri var mi? Varsa
hangileridir?

Dumankaya Trend, Gizli Bahge Evleri...
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Satis ve Pazarlama Hakkinda. ..
° Satiglarin Baslangi¢ ve Bitis Tarihi: 2008-devam ediyor.
o Projenin Pazarlama slogant nedir? Bu slogani segmeye iten sebepler nelerdir? Focus
grubu ¢alismasi yapilmis midwr?
Devir Minimal Devri, Dumankaya’dan mimariye minimal bir yaklagim. Projenin isim
konseptine uygun bir slogan se¢ildi.
. Projenin pazarlamada vurgulanan bir ayricaligi ya da ézelligi var mi? Varsa nedir?
Dumankaya Minimal projesinin dogaya ve insana sayguli kimligi ve ozgiin mimarisiyle Kurtkoéy-
Pendik bélgesinde fark yaratacak, 6zgiin bir proje olarak vurgulaniyor.
° Bir Pazarlama biriminiz varsa belirtiniz. Yoksa, bir pazarlama sirketi ile ¢calistiniz mi?
Pazarlama departmanlar: mevcut.
. PR (Halka Iliskiler) biriminiz varsa belirtiniz. Yoksa, bir halka iliskiler sirketi ile
calistiniz mi?
Halka iligkiler birimi mevcut.
o Giivenlikli liiks konut sitesinde oturabilmek icin site sakinlerinin imzaladigi herhangi
bir sozlesme var mi? Varsa belirtiniz.
Teknik SAUINAME. .. ... ... ... ... ceiiee e e e e e e e e e e e e e e e e e e e e e
. Baslangicta belirlenen hedef kitle, satis stireci swrasinda degisti mi? Hedef kitlesinin
degismesi hangi siirece tekabiil etmigtir?
Belirlenen hedef kitleye ulagildl.
) Satislar;
ongoriilen tarihten once/ ongériilen tarihte/ éngériilen tarihten sonra tamamland.

Fiyatlar; ..............1.2008/sqm... ... ... ile......1.4508sqm... ........ 8 araligindadir.

Tercih ettiginiz reklam pazarlama big¢iminiz hangileridir?

QAZELE TIANL... L ... ... oo oo e e e e et et et et et et et et et et s s s s e ae ae e bae bae e bee bee beeaas
QAZELE DFOSUITI... 2 ... oo coecee e et et et et et et et et et et ettt as as as ve ve sae sae see bae bee bee vee bee aee
Internet(proje web sitesi ya da baska web siteleri iizerinden)...3.............c.cc.cc.ce... ..
RAAYO ... oo oo ie e e e e e e e e e e e e e e e e et e e e et e e e e s
BIlIDOAEA... ... ...cc.e e e s e e et e e et e e e e e e e et e e e et e e aen e
L 7 O PSP

FRLEIOM .. oo et et et e e e e e e et e et e e et e e e e e e e et e e e et e e e een e

A N N N O N N

COD TMEBSQJL.. e e ve et e et it e et e eee et ee et e eee et eee tee e eee an eee tee s eee ae ee eee s eee an e e

Odeme kosullariniz nelerdir? Odeme kosullarimi kolaylastiran secenekleriniz mevcut

mudur?
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Banka kredisiyle odeme/ aylik odeme.
Sifir Pesinat, %0,93 ile 60 Ay Vadeli Kredi imkani

. Bu projenin pazarlama maliyeti ne kadardir? Projenin toplam biitiiniine olan orani

nedir?

Belirtilmedi.

Vakit ayirip, sorularimizi igtenlikle cevaplandirdiginiz icin tesekkiir ederiz.
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Istanbul daki Kapal: Yerleskelerin (Giivenlikli Liiks Konut Sitelerinin)
Uretim ve Pazarlama Siirecine Ait Goriisme Metni: SAROS INSAAT

Oncelikli olarak burada vereceSiniz cevaplari kaydetmek icin sizden izin istiyorum.
Calismamizda hi¢hir sekilde isminizi kullanmayacagimizi da belirtmek isterim.

Tesekkiirler...

Yiiklenici Firma Hakkinda...
. Firmamn adi: Saros Insaat
o Adresi: : Okul Yolu, Saros Cad. 2.Etap, no:8 Kumburgaz
o Telefonu: 0.212. 884 17 23
o Web Adresi: www.sarosinsaat.com
. Hukuki Ortaklik Tiirii:(Holding, A.S. Ltd.vs.): LTD. Stl.
o Sermaye Ortaklik Tiirii: (Yabanci ortakli / yerli): Yerli
. Hizmet verdigi diger sektorler: Farkll sektorden piyasa kogullar: nedeniyle Celik konst.
Konut iiretimine gecgis.
. Firmanin Konut sektoriine giris yili: 14 sene.(1994)

Firmamin Giivenlikli Liiks Konut Sitesi Degerlendirmesi

o Firmamizin giivenlikli liiks konut siteleri anlayisi nedir? Firmaniz tarif edilen ‘liiks
konutlar’dan ne anlamaktadir?

Ashnda firmamn iirettigi konutlara liiks konut diyemeyiz. B+ segmenti hedef kitleyi

olusturuyor. Giivenli, rahat yasama dair unsurlar onplanda.
. Firmanizin giivenlikli liiks konut sitelerine yatirim yapma nedeni nedir?

e Giivenlik, yasam kalitesi acisindan arttirici unsurlar onplanda.

o Firmamzin iirvettigi giivenlikli liiks konut site projelerinin ozellikleri nelerdir?
Piyasada olduk¢a fazla konut iiretimi var. Pazardan pay alabilmek icin de farkliliklar sunmak
gerekiyor. Firma olarak farkl konstriiksiyonlara agirlik veriyoruz. Zeytinsuyu Tepesi Evierinde
celik konstriiksiyon kullanildi. Bundan sonraki projede kiitiik ev konsepti olacak.
. Pazarlama siirecinizin  maliyeti ne kadardir? ( Bunu diger projelerinizle
karsilastirdiginizda projenin genelinde nasil bir oranda bulunmaktadir?)
Reklam igin herhangi bir biitce ayirmiyoruz. 2006-2007 senesi icerisinde haber olarak ¢ikan

firmalar arasinda 9. Siradalar. Dolayisiyla da sifir maliyet denebilir.

o Firmaniz yagam kalitesi kriterleri hakkinda neler séyleyebilir?

. (€A 1 T O O O S PPP
= KONFOF .. cccdve oo e e e e e et e e e et e e e et s e e ees et e e 2en et e e e een s re beeens
. Yo T R e T
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] SPOFHL fAQIIYEHICT ... 5 ... oo s is e e et et e e et e e et et vt e ees et s e 2e een s e e aen e

. Araba park @lanlari......0... ... ... cc.cc. v v e s et et e e e e e e e e e e e e e e e e
= YOSl QLATI...2 ... ... oo ooi e e e e e e e e e e e e e e e et e e e et et e e e s
. Varsa Diger Belirtiniz...Komguluk iliskileri, Sosyal aktiviteler, dogal ¢evre ve ucuz

THQLIYOL. .. o et et et et et et et et ettt evs vt ve ve ve ae bee bee bee bee bee bee bee tee bee tee tee tae tae tee aeeaee aeeaee aen aen aeaans
o Bu tiir liiks konut sitelerine yatirim yapmanizin ana nedeni nedir?

Depremden sonra giivenli konutlara olan ihtiyacin artmasi, doga ile icice yasama yénelik talep
olmasi.

. Firmanmizin  bugiine kadar yapmis oldugu baska giivenlikli liiks konut siteleri
hangileridir?

Giizelbayir, KorukoyTayf Evleri, Emka- Kent, Saros Korfezi Ozanlar, Zeytinsuyu Tepesi Evleri
5. Etap.

o Bir konut sitesinin satig basarisina etki eden faktorleri onem swrasina gore swralayiniz;

. GUVERITK ... .. Lo it e e e e e e e et et e e et e e e et e e e e e e e ten et e e e
= ULGSIM.... ... oo covoee e e e e e e e e e et e e et et e e e et e e e e e e e e
] DIOGAL COVFC... oo it e e et e e et e et e e e et e e e e e e e et e e e e e e e
. MO ... ..o ioie i et et s e e et e e e e e e e e e e e e e e e e s
- P OSIIT . cov et e e e et e e et et e e e e e e e e e e e e e e e teeeee eee e
] Sundugu imkanlar...2 sosyal icerikli UnSUrIar... ............ .. cco oo ieees et e e e et e e e
] Diger Varsa Belirtiniz...Fiyat Ortak Giderlerin minimum oldugu... ......... ... ccc v ve v
o Bu tiir konut sitelerinin tiretiminde sizce mimarin rolii nedir?

Mimarlart Sebnem Yilmaz ile projenin basindan sonuna kadar ¢alisilmis. Projeyi Amerika’dan
ithal etmisler. Buraya uygun hale getiriyorlar.

o Gelecekte bu tiir liiks konut yerlesimlerine olan talep sizce nasil degisecektir? Neden?
Diiser/ Degismez/ Yiikselir.... Bilmiyor. Ekonomik degerler belirleyici unsur.

. Istanbul’da hemen akliniza gelen ilk 3 giivenlikli liiks konut yerleskesi hangileridir?
Pelican Hill (KKG Grup), Alkent 2000, Beyazlar, Demir Ingaat.

Giivenlikli Liiks Konut Sitesi Projesi Hakkinda...
o Proje Adi: Zeytinsuyu Tepesi Evieri

° Proje Baslangi¢ ve Bitig Tarihi:

. Proje Yeri: Kumburgaz

o Projenin Mimari: Sebnem Yilmaz
° Yiiklenici Firma: Saros Insaat

. Yatinmet Firma: Saros Insaat
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o Toplam Alan: 11 bin déniim

. Toplam insaat alani: %15 imar, 1650 m2 insaat alani, 9350 m2 yesil alan.

. Su anki durumu: (Insaat halinde, vs.)

Insaat halinde.

. Bu pazara girmenizde ne etkili oldu?

] TALEP ... ..ot et et et it et et et et et e e e e ee e e ee e tae e tee tae ae tae tae tae aee aee aae e ae aens
] Firmanin giivenirliligi................coooeooe oo e e e e et et et et et et et et et s s s s s s s
. Yeni Dir trend OIUSU ... ... ..o oo on e e e et e e e e e e e e e e e e e e e
] Karlt bir Yatirim OIUSU ... ... ... ..o cov e e e e e e e e e e e e e e e e s
] CeVIenin @OFSEIIII. .. ... ... ocu v ces et et et e e et e e e et e e e e e e et e e e e
] Varsa Diger Belirtiniz......Deprem etkili oldu. Celik konstriiksiyona agirlik verildi... .....
o Proje olusturulurken, kimlerin fikirleri dikkate alindi?

Pazarlama damismany/ mimarlar/ sehir plancilari/Pazar analistleri ,(Varsa digerlerini
ekleyiniz)
. Proje baslangicinda hangi analizleri uyguladiniz?
Fizibilite/ arz talep analizi/ Pazar analizi...
o Bu proje alaminda konut yatirimi i¢in herhangi bir tegvik veriliyor muydu? Kredi alindi
mi?
Tesvik alinmadl.
. Projenin arazisinin miilkiyeti yapisi nasidwr?
Kamusal/ ézel/ kamusal-ézel
o Secilen arazinin maliyetini nasil degerlendiriyorsunuz?
Ucuz/ Normal/ Pahali/ Cok Pahali
. Projenin hedef kitlesini kimler olarak éngoriiyorsunuz?
Egitim seviyesine / gelir durumuna / hedef aile tipine gére.
. Komsu konut sitelerindeki gelir seviyesi proje segciminde ne derece etkili olmustur?
Neden?
Etkili olmad.
o Ornek alinan uygulanmis korumali liiks konut yerlesme Ornekleri var mi? Varsa
hangileridir?
Tiirkiye den yoktur. Amerika’daki ornekleri dikkate alryoruz.
Satis ve Pazarlama Hakkinda...
. Satiglarin Baslangi¢ ve Bitis Tarihi: Proje 5 etaptan olusuyor.Degisik etaplar icin farkl
tarihler mevcut. 5.etap icin; 2007- 2008 tarihinde satiglar devam ediyordu.
o Projenin Pazarlama sloganmt nedir? Bu slogani segmeye iten sebepler nelerdir? Focus

grubu ¢alismasi yapilmis midwr?
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Ana slogan , giivenlikli yasam sloganidur.

. Projenin pazarlamada vurgulanan bir ayricaligi ya da ézelligi var mi? Varsa nedir?
Depreme dayanikli, giivenlikli konutlar.

° Bir Pazarlama biriminiz varsa belirtiniz. Yoksa, bir pazarlama sirketi ile ¢calistiniz mi?
Pazarlama birimi var.

. PR (Halka lliskiler) biriminiz varsa belirtiniz. Yoksa, bir halka iliskiler sirketi ile
calistiniz mi?

Zamaninda bir ajansla ile ¢alisilmis ama su anda yok.

o Giivenlikli liiks konut sitesinde oturabilmek icin site sakinlerinin imzaladigi herhangi
bir sozlesme var mi? Varsa belirtiniz.

Protokol mevcut.

. Baslangicta belirlenen hedef kitle, satis stireci swrasinda degisti mi? Hedef kitlesinin
degismesi hangi siirece tekabiil etmigtir?

Biraz degisti. Planlanan hedefler ger¢eklesmedi.

° Satislar;

ongoriilen tarihten once/ ongériilen tarihte/ 6ngoriilen tarihten sonra tamamlandi.

Degisebilir.

o Fiyatlar, ...... ... 320 bin...TL ile......... 360 bin ...... TL. araligindadir.

Tercih ettiginiz reklam pazarlama bi¢iminiz hangileridir?

QAZOLE TLANL... ... ovoves s ee e e e e e e e e e e e e e e e e e e ettt s
GAZOLE DFOSUITi o oo vovevesee e e e e e e e e e e e e e e e e et et et et et et et s s e
TV...ATV ana haber biilteninde 9 dakikalik haber ... ................ccccocc v iiiiiiis e e,
Internet(proje web sitesi ya da baska web siteleri izerinden)... ................c............
RAAYO ... oo e e e e e e e e e e e e e e e e e et e e e e e
BIlIDOAEA... ... ..o v e e et e e e e e e e et e e e e e e e e e e e et e e 2en e

L Y1/ PN

N NN

telefon...5000 telefon goriismesi yapildi. Bankaci, doktor, eczaci, pilot, Ko¢ Allianz

sigorta sirketi ¢alisanlarindan olugan bir data bank kullanild.

v cep mesaji goriintiilii mesaj kullanildi... ... ................c.ccooiieiieiie et e e et et e
. Odeme kosullariniz nelerdir? Odeme kosullarimi kolaylastiran secenekleriniz mevcut
mudur?

Banka kredisiyle odeme/ aylik Odeme... ... ..........c..coouviiiiii i e et e e e,
100 milyara 24 ay %0 faizli kampanyalar: var.

o Bu projenin pazarlama maliyeti ne kadardir? Projenin toplam biitiiniine olan orani
nedir?

Pazarlama maliyeti yoktur.
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Vakit aywrip, sorularimizi ictenlikle cevaplandwrdiginiz icin tesekkiir ederiz.

Istanbul’daki Kapali Yerleskelerin (Giivenlikli Liiks Konut Sitelerinin)
Uretim ve Pazarlama Siirecine Ait Gériisme Metni: TASYAPI

Oncelikli olarak burada vereceginiz cevaplar kaydetmek igin sizden izin istiyorum.
Calismamizda hi¢bir sekilde isminizi kullanmayacagimizi da belirtmek isterim.

Tesekkiirler ...
Yiiklenici Firma Hakkinda...
o Firmann adi: Tasyapi Insaat Taahhiit Sanayii ve Ticaret A.S.
o Adresi: Kisikli Caddesi No:106 34662 Altunizade - Uskiidar
. Telefonu: 0.216 339 65 70
. Web Adresi: www.tasyapi.com
o Hukuki Ortaklik Tiirii:(Holding, A.S. Ltd.vs.): Anonim Sirket
o Sermaye Ortaklik Tiirii: (Yabanci ortakl / yerli): Yerli
. Hizmet verdigi diger sektorler: Turizm, enerji.
o Firmanmin Konut sektoriine girig yili: 15 yil
Firmamn Giivenlikli Liiks Konut Sitesi Degerlendirmesi
. Firmanmizin giivenlikli liiks konut siteleri anlayisi nedir? Firmamz tarif edilen ‘liiks

konutlar’dan ne anlamaktadr?
Genelde liiks konut projelerinin olmasi ve sehir merkezine yakin arazilerde yapilmis
olmalart

o Firmamzin giivenlikli liiks konut sitelerine yatirim yapma nedeni nedir?
Sehrin cazibe merkezlerine yakin olmalari ve kolay ulasilabilir olmalar

. Firmanizin iirettigi giivenlikli liiks konut site projelerinin ozellikleri nelerdir?

Genelde liiks konut projelerinin olmast ve sehir merkezine yakin arazilerde yapilmis olmalar

o Pazarlama  siirecinizin  maliyeti ne kadardw? ( Bunu diger projelerinizle

karsilastirdiginizda projenin genelinde nasil bir oranda bulunmaktadir?)

Belirtilmedi.

. Firmaniz yasam kalitesi kriterleri hakkinda neler soyleyebilir?

. GUVERIIK .. L oo oo it et e e e e e et et et e et e et e et e e e e e e e e e e e e
. KOROT .. .2 ettt et et et et e et et e et e e ee e ee tee e ee ae ae ae tee tae aae aee e e ae een e
. SOSYAL PAFAM ... 3 .. v v e et es e e et e e e e e e et e e e e e e e e e ettt e s
. SPOTLf fAQIIYELIEr ... 0. .. oo ov oo e e e e e e e e e e e et s s

Araba park Alanlari...d............cccco e iie e e e
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= YOSTI QLATI... S ..o oot e e e e e e e e e e e e e e e e et et e eae e s
. Varsa Diger BeliFtiliz... ... ... ... oo ooeies e e e e e et et et et st et e et as as s s eee e e e e
. Bu tiir liiks konut sitelerine yatirim yapmanizin ana nedeni nedir?

Sehrin cazibe merkezlerine yakin olmalart ve kolay ulasilabilir olmalar

o Firmamzin  bugiine kadar yapmis oldugu baska giivenlikli liiks konut siteleri
hangileridir?

AlmondHill, Mashattan, Novus Residence

. Bir konut sitesinin satig basarisina etki eden faktorleri onem sirasina gore swralayiniz;

. GUVERIIK ... 3 oo oottt e e et et et e et e e et e e e e e e e e e e e e e e e
. ULGSIMU... L ... oo et e e e e e e e e et e et et e e e et et e e e e e e e e e s
] DOZAL COVIC... 5. oo oo oo e e e e e e e e e et s s s s s e e e e e e e e taaan s
] 7 Lo 7 PRSP
. PreSti] .. 2 .. e e e e e et e e e e e e e e e e e e e e e e e e teeean e
] SURAUGU TMKANIAT .4 ... oo oot is e et e e e et e e e et e e e e et e e e et e e e e e
] Dier Varsa BeliFtiliz .. ... ... .ocveucov s ies ettt ee e et et e e et et e e et e e e e e aeas
o Bu tiir konut sitelerinin iiretiminde sizce mimarin rolii nedir?

Projenin ilk olusturulma asamasinda énemli bir rol oynar.

. Gelecekte bu tiir liiks konut yerlesimlerine olan talep sizce nasil degisecektir? Neden?
Diiser/ Degismez/ Yiikselir....
o Istanbul’da hemen akliniza gelen ilk 3 giivenlikli liiks konut yerleskesi hangileridir?

AlmondHill, Novus Residence ve Mashattan.

Giivenlikli Liiks Konut Sitesi Projesi Hakkinda...
o Proje Adi: Mashattan

° Proje Baslangi¢ ve Bitig Tarihi: 30.08.2005- 2009.

o Proje Yeri: Maslak

. Projenin Mimari: MM Proje

° Yiiklenici Firma: Tasyapt Insaat Taahhiit San. Ve Tic. A.S

° Yatirimer Firma: Tasyapt Insaat Taahhiit San. Ve Tic. A.S

. Toplam Alan: 140.000 m2

. Toplam insaat alani: 160.000 m2

. Su anki durumu: (Insaat halinde, vs.)
Insaat halinde
o Bu pazara girmenizde ne etkili oldu?

] 0727 RS
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. Firmanin giivenirliligi................co oo oee oo e e e e e et et et et et et et s s s s e s s

= Yeni Div trend OIUSU ... 2 ... ... ... ccooeiiie e e e e e e e e e e e e e e e
. Karlt bir yatirim OIUSU ... ... ... ... ccc oo e e e et et et et et et et s s e e e e e e e e e e
. CeVIenin @OFSEIlIGi .. ... c..covvveee e e e e e e e e e e e e e e e et e e e e e s s e
] Varsa Diger BelirtiNiz... ... ... .....coeioeoee oo oo oo e et et et et et et et et as s ae ve ave vee vee e aeas
o Proje olusturulurken, kimlerin fikirleri dikkate alindi?

Pazarlama damsmany/ mimarlar/ sehir plancilari/Pazar analistleri ,(Varsa digerlerini
ekleyiniz)
. Proje baslangicinda hangi analizleri uyguladiniz?

Fizibilite/ arz talep analizi/ Pazar analizi...

. Bu proje alanminda konut yatirimi igin herhangi bir tegvik veriliyor muydu? Kredi alind:
mi?

Bilinmiyor.

o Projenin arazisinin miilkiyeti yapisi nasildir?

Kamusal/ ozel/ kamusal-ézel (Proje oncesinde arazi miilkiyeti S.S. Taksim Yedek Parcacilar
Kooperatifine aitti.)

. Sec¢ilen arazinin maliyetini nasil degerlendiriyorsunuz?

Ucuz/ Normal/ Pahali/ Cok Pahali. Pahali maliyeti olan bir arsa. Buna gére de bina kalitesiyle
dogru orantili olarak proje fiyatlandirild.

o Projenin hedef kitlesini kimler olarak éngoriiyorsunuz?

Egitim seviyesine / gelir durumuna / hedef aile tipine gére.

. Komsu konut sitelerindeki gelir seviyesi proje seg¢iminde ne derece etkili olmustur?
Neden?

Komsu projeler mutlaka fiyat calismalarnda kistas olusturur.

o Ornek aliman uygulanmis korumali liiks konut yerlesme ornekleri var mi? Varsa
hangileridir?

Amerika’daki ¢esitli ornekler, Tiirkiye 'de yaptiklar: uygulamalar.

Satis ve Pazarlama Hakkinda...
. Satiglarin Baslangi¢ ve Bitis Tarihi: Haziran 2005- devam ediyor.
o Projenin Pazarlama slogant nedir? Bu slogani segcmeye iten sebepler nelerdir? Focus
grubu ¢alismasi yapiimig midwr?
Insan yasamina yapilan en degerli yatirim.
. Projenin pazarlamada vurgulanan bir ayricaligi ya da ézelligi var mi? Varsa nedir?
Geliri olan bir proje olmast ve bunun sonucu olarak da daire aidatlarinin metrekare basina 1-

1.5 dolara diisiiriilmesi.
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° Bir Pazarlama biriminiz varsa belirtiniz. Yoksa, bir pazarlama sirketi ile ¢caligtiniz mi?
Pazarlama birimi yoktur. Pazarlama iiretim stirecine, projenin baslamasiyla dahil olmustur.

. PR (Halka Iliskiler) biriminiz varsa belirtiniz. Yoksa, bir halka iliskiler sirketi ile
calistiniz mi?

PR sirketi ile calisild.

. Giivenlikli liiks konut sitesinde oturabilmek igin site sakinlerinin imzaladigi herhangi
bir sozlesme var mi? Varsa belirtiniz.

Teknik Sartname mevcuttur.

o Baslangicta belirlenen hedef kitle, satis siireci sirasinda degisti mi? Hedef kitlesinin
degismesi hangi siirece tekabiil etmistir?

Cok degismedi.

° Satislar;

ongoriilen tarihten dnce/ éngoriilen tarihte/ 6ngoriilen tarihten sonra tamamlandi.

° Fiyatlar; ......cccccocoovvvviiiiiiiiiiiiennd® e 8
araligindadir.
o Tercih ettiginiz reklam pazarlama bigiminiz hangileridir?

v GAZEIE ILANL...3 .. .. oo oo cee et e e e et et e e e et et e e e et e e e e et e e e et e s
v GAZCIE DFOSUTTE...2 .. .. o e oo e e e e e et et e e et et e e e et et e e et et e e eae e e

v V... 1 (0zellikle VurguIUYOTIQr) ... ... ... .. cov v v v et et et e e et e e e e e aee e e e
v Internet(proje web sitesi ya da baska web siteleri iizerinden)...4................c..............

v RAGYO ... ... .o e e e e e e e et e e e et et e e et e e e et e e e e
v BIlDOAIA... ... ... oot et e et et et et et et et et et et et e e e e e e e e s
v CoTTAEL. .. o oot et et e e et et et e e et et e e e et s et e et e e eae et s et e et ben e e
4 FRLESOM ... ... .o e e e e et e e e e et e e et e et e e e e e e e et e e e e e e
4 COP MCSAJL... ..o e e e et e et e e et e et e eee et e et e ete 2ot e et e eae 2ot e et e eae eenee e e
. Odeme kosullarimz nelerdir? Odeme kosullarini kolaylastiran secenekleriniz mevcut
mudur?

Banka kredisiyle 6deme/ aylik ddeme......

% 30 Pesin,% 70°i 18 ay vade(Vade farki alinmaksizin Amerikan Dolari iizerinden)

. Bu projenin pazarlama maliyeti ne kadardir? Projenin toplam biitiiniine olan orani
nedir?

Yaklasik 250.000.000.-USD — 300.000.000.-USD aras1

Vakit ayirip, sorularimizi igtenlikle cevaplandirdiginiz igin tesekkiir ederiz.
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APPENDIX B

GATED COMMUNITIES IN ISTANBUL

Bagkasehir Evl.

Triad Park

Nilifer Konaklari

Royal Park > Res.

Resit Pasa Evleri

Eston Sehir

Ayazma Evleri Beyaz Residence Beyazkent Evleri

Bis Evleri Camder Prestij Crystalpark Evleri
Cesmeler Vadisi Evidea Evleri Flora Residence
Giil Istanbul Istanblue Evleri Istanbul-Istanbul

IstHanbul Evleri Ka Green Kemer Corner
Kempinski Res. Lale Sehir Meritlife
Milleniumpark Mira Tower Miyansera Evleri
Optimum Evleri Omerli Park Palmiye Evleri

Pera Konaklari

Rapsodi Evleri

Rumeli Konaklari

Riiya Evleri Riiyakent Evleri Sapphire Istanbul
Serrapark Evleri Skyport Res. Sunflower Evleri
Sunrise Res. Sile Koru Evleri Tarabya Evleri

Topkap1 Evleri Toskana Vadisi Yakut Evler
Myworld Kent Plus Misstanbul
Selin Evleri Alkent AtakoyKonaklari
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[kebana Evleri

Banu Evleri

Uphill Court
PetekKonutlar1 BilgenKonutlar1 Narcity
KemerCountry Kemer Evleri My Country
Bahar Evleri Akkent AvanGarden
Giines Park Armina Evleri Ardigh Gol Evleri
Aktel Res. Almond Hill Hasbahge Evleri
YakacikCountry Tepekent Olimpiakent
AvrupaKonutlar Artell Forum Recep Aga
Akdeniz Evleri Metrocity Beyaz Vadi
Arte Verde Alibey Evleri Alice Village
Atakent Yesil Vadi Sealybria
Camlica Evleri Greenium

Gizli Bahge

Leoland Thlamur Evleri Fibalife
Eston Sehir Polat Sisli Bautek Kugu
Eltes Giinesi Is1l Konutlar1 Mimarsinan
Yank1 Evleri Green Hill Bogaz Evleri
Bizimevler Court Levent Loft Pelican Hill
Park Orman Chantua Evleri Lidya Flats

Main Towers

Atlantis Evleri

Sartyer Evleri

Kozal Evleri

Antrium Res.

Taksim Res.

Teras Evler

Selale Space

Sardunya Evleri
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Mashattan Kon.

Ekinoks Res.

Otag Evler

Zeytinsuyu Evleri. Yeshill Evleri Yasemen Evleri
Mutluhome Vil La Vie Atasel Konutlari
Eltes Gold My City My Dream
My Home My Town My Village
Sar1 Koy Flyinn Residence Basinkdy Konut.
Tulip Princess Tulip Queen Teta Villalar
Manolya Evleri Kemer Park Soyak Evreka
Sinpas Lagiin Modernist Evleri Novus Residence
Spradon Evleri Fi-yaka Evleri Mor Ada Evleri
Rapsodi Evleri Portia Evleri Esttanbul
Life Istanbul Galatown Evleri Greenpark Villalari
Parkcity Hobi Evleri Beylerbeyi Konak.
Cumbba Home Kilia Sile Mia Park Evleri
Sample City Story Residence Trend Extra
Twins Res. Elite Life Elit Yasam Konak.
Validesuyu Kon. Blox Hali¢ Evleri Starland Evleri
Merter Park Meva Evleri Bizim Evler
Selvice Evler Yasemin Evler Akik Evleri
Yonca Evleri Beyaz Evler Sar1 Evler
Spor City Maksimum Evler Idealistanbul
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Erguvan Evleri Terrace Hill Orkide Evleri

Aqua Manors Ardenia Park Bahgesehir Evleri

Cap. Courtyard Giizelsehir Esenbahc¢e Kon.
Inci Park Mahalle Istanbul

Hillpark Istinye

Meritlife Bulvar

Meritlife Park

Saban Cengelkdy

Simge Evleri

Saban Res. Shile Garden
White Life Elit Park Evleri F2 Evleri
Ispanyol Evleri Modern Birkent Resadiye Villalar

Little Life Evleri

Studio Life Evl.

Suadiye Konak.

Terrace Fulya

Selenium Pan.

Elysium Cool

Middleist Evleri

Selenium City

Narin Park

Giuinbatimi Konut.

Saragoglu Evleri

Sariyer Park

Centrofutura

Emirgan Evleri

Steelife Park

(Source: From the website of Hiirriyet Emlak, www.hurriyetemlak.com, June 2008)
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