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ABSTRACT

EFFECTS OF MARKETING STRATEGIES ON PRESTIGIOUS HOUSING
IDENTITY: A STUDY ON MASS-HOUSING EXAMPLES IN IZMIR
CITY CENTER

KURU, Oguzcan Nazmi
MSc in Architecture Thesis, Department of Architecture
Advisor: Assist. Prof. (PhD) Fatma Ipek EK
June 2021

Marketing and promotion strategies have become a component of architectural design.
This situation affects both the architect and the user as well as the architectural identity.
The architect may put the marketability of the residence at the forefront of the design
criteria in especially the cases addressing the high-income level and lose freedom and
flexibility in design due to the preference of sale-guaranteed template solutions.
Housing projects designed under sales- and marketing pressure may often ignore the
possibilities of alternative solutions or alternative expectations of the users and even
may not need to search for them. As a result, the promotions and the architectural
design in the housing sector converge on a template having a sale guarantee. Therefore,
the major aim of this study is to examine the transformative effects of marketing and
promotional strategies and architectural reactions to these strategies in prestigious

mass-housing projects within the framework of the dynamics of consumer society.

In the literature review part, the study focused on a retrospective reading of Izmir’s
housing history as well as the meanings of housing, mass-housing, and social housing
in conceptual respect. Furthermore, the review of the effects of consumer society,
consumption culture, and marketing perception also paved the way for handling the
issue in an integrated and interdisciplinary lens covering the historical and theoretical
perspectives of both housing and consumption concepts. The literature reviews based
on the concepts of housing and consumption constituted the theoretical framework of
analysis in the form of a case study undertaking the 44 current prestigious mass-
housing projects on a similar scale in terms of the capacity, built-in Izmir city center,

and peripheries since 2015. The first part of the analyses comprised the examination






of electronic sources (e-catalogs and websites) of the cases and undertook the verbal
and visual contents of the promotions in advertisements of the cases. The verbal
analyses proceeded via the slogans and promotional descriptions, and the visual
analyses were based on the architectural images (3D modeling, photographs) and logos
of the cases. Furthermore, in the second analytical part, the findings of the archive
analysis were also supported and extended by the help of the interviews conducted

with the architects and sales representatives of some of the cases.

The influences of marketing and promotion strategies on prestigious mass-housing
typology in Izmir were tried to be figured out and evaluated comprehensively to be
able to understand the identity of this typology, at the end of the research and analyses:
it was interpreted as the current dispositions in mass-housing design create a hybrid
identity, which is composed of both consumption- and architecture-based genes. It
would not be wrong to refer to this identity as a sort of “store housing” that tries to
serve all needs of users under the same roof and is created by overlapping architectural
and promotional strategies on a sale-guaranteed template framed by the perception of
the consumed architecture. In this respect, the study can be seen as an attempt to

comprehend the basic attitudes toward the construction of this identity.

Key Words: mass-housing, store housing, promotional strategies, architectural

identity, consumption
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PAZARLAMA STRATEJILERININ PRESTIJLi KONUT KiMLIiGi
UZERINE ETKILERI: iZMIiR KENT MERKEZi TOPLU KONUT
ORNEKLERI UZERINDEN BIiR INCELEME

KURU, Oguzcan Nazmi
Yiksek Lisans Tezi, Mimarlik Fakiiltesi

Danisman: Dr. Ogr. Uyesi Fatma Ipek EK
Haziran 2021

Pazarlama ve tamitim stratejileri, mimari tasarimin bir parcasi haline gelmis
durumdadir. S6z konusu durum hem mimar1 hem de kullaniciy etkiledigi gibi mimari
kimligi de etkilemektedir. Mimar, konutun pazarlanabilirligini, 6zellikle ytliksek gelir
diizeyine hitap eden Orneklerde tasarim kriterlerinin 6niine koyabilmekte ve satig
garantili sablon ¢oOziimlerinin tercih edilmesi nedeniyle tasarimda Ozgiirliik ve
esnekligini yitirebilmektedir. Satis ve pazarlama baskisi altinda tasarlanan konut
projeleri, ¢ogu zaman alternatif ¢éziimlerin var olma veya kullanicilarin alternatif
beklentilerinin olma olasiligin1 géz ardi edebilmekte, hatta onlar1 aramaya dahi gerek
duymayabilmektedir. Sonu¢ olarak, konut sektdriindeki promosyonlar ve mimari
tasarim, satig garantili bir sablon {izerinde birlesmis olmaktadir. Bu sebeple,
caligmanin temel amaci, prestijli toplu konut projelerinde pazarlama ve tanitim
stratejilerinin doniistiiriicii etkilerini ve bu stratejilere verilen mimari tepkileri tiikketim

toplumu dinamikleri ¢ergevesinde incelemektir.

Literatiir taramas1 boliimiinde, ¢alisma, Izmir konut tarihine dair geriye déniik bir
okuma ile birlikte, konut, toplu konut ve sosyal konutun kavramsal a¢idan anlamlarina
odaklanmustir. Ayrica tiiketim toplumu, tiiketim kiiltiirii ve pazarlama algisinin etkileri
lizerine yapilan incelemeler de konunun hem konut hem de tiiketim kavramlarinin,
tarihsel ve kuramsal perspektiflerini kapsayan biitlinlesik ve disiplinler aras1 bir bakis
acisiyla ele alinmasmin yolunu agmistir. Konut ve tiiketim kavramlarina dayanan

literatiir taramalar1, 2015 yilindan itibaren Izmir kent merkezi ve geperinde insa edilen,
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kapasite bakimindan benzer 6l¢ekteki mevcut 44 prestijli toplu konut projesini ele alan
bir vaka ¢alismasi seklinde kurgulanmis analizin, kuramsal ¢ergevesini olusturmustur.
Analizlerin ilk kismi, 6rnek projelerin elektronik kaynaklarmin (e-katalog ve web
sitesi) incelenmesini kapsamakta ve reklamlarinda yer alan tanitimlarin sozlii ve gorsel
igeriklerini ele almaktadir. So6zlii analizler, sloganlar ve tanitim agiklamalar1 iizerinden
ilerlemis, gorsel analizler ise drnek projelerin mimari gorselleri (3D modellemeler,
fotograflar) ve logolar1 iizerinden gergeklestirilmistir. Ayrica analizin ikinci kisminda,
secilen bazi projelerin mimarlar1 ve satis temsilcileriyle yapilan goriismelerle de arsiv

analizinin bulgular1 desteklenmis ve genisletilmistir.

Pazarlama ve tanitim stratejilerinin Izmir’deki prestijli toplu konut tipolojisi {izerine
etkileri, bu tipolojinin kimligini anlayabilmek icin, arastirma ve analizler sonucunda
belirlenmeye ¢alisilmis ve kapsamli bir sekilde degerlendirilmistir: Toplu konut
tasarimina dair glincel egilimlerin hem tiiketim hem de mimari odakli genlerden olusan
melez bir kimligi yaratmakta oldugu seklinde yorumlanmistir. Bu kimligi, ayn1 cati
altinda tiim kullanic ihtiyaglarin1 sunmaya ¢aligan ve tiiketilen mimarliga dair alginin
cerceveledigi mimarlik ve tamitim stratejilerinin satis garantili sablon {izerinde
ortiistiiriilmesiyle olusturulan bir tiir “magaza konut” olarak ifade etmek yanlis olmaz.
Bu yoniiyle calisma, s6z konusu kimligin insasina dair temel tutumlarn kavramaya

yonelik bir girisim olarak goriilebilir.

Anahtar Kelimeler: konut tipolojisi, toplu konut, promosyon stratejileri,

mimari kimlik, tiiketim
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The happiest quote;
-Yes. (KIZILORENLI, 2021)
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CHAPTER 1
INTRODUCTION

1.1. Framework of the Study

Housing projects constitute the most dynamic, intense, and controversial area of design
in architecture, and are always in demand naturally. The meaning of housing is formed
by the images, associations, and influences that take place in our personal or social
memory (Giir, 2000). Architectural typologies, design qualities, constructional
solutions, affordability problems, and urban considerations as well as the social
interactions continuously shape and/or transform the identity of local housing, and in
turn, are shaped by those ever-transforming housing identities. This almost organic
reflection between housing and society keeps the discussions on the agenda of
architecture, urban design, politics, and economics of countries, and redefines the roles
of the parties. Therefore, different disciplines take an active role in shaping the identity

of housing, at each period and geography, regarding the zeitgeist and genius loci.

Changing expectations of the inhabitants are effective as strong as the regulations
designed by the local governments (Bilgin 1996). It is majorly the inhabitants’
tendencies to set the rules in housing design, which converts the inhabitants into
indirect designers of their housing. The role of the architect becomes limited by the
ready-made designs of the housing templates which are frequently applied in almost
every typology to fulfill the inhabitants’ expectations, without risking the sales
guarantee (Bilgin, 1994). Accordingly, housing becomes a product/commodity, the
inhabitant becomes the consumer/buyer, and the architect turns into a
producer/merchant in the mechanized understanding of the housing production
(Oziierken, 1996; Bilgin, 2002). In this framework, concerns about selling and making
the promotion of housing transform the act of housing design into a mechanism

working with marketing strategies.



By focusing on the current mass-housing cases in [zmir, this dissertation examines the
relationships between the “architectural design” and “promotional strategies” of the
so-called “prestigious” or “luxurious” projects addressing the high-income level, and
thus, how the modern housing identity changes in line with the changing demands as
reflected by the slogans. In other words, it focuses on the effects of the marketing and
promotion strategies shaping the housing identity by the way of design language,
through which we will also read the crystallized template adopted by both the
promotional and architectural identities. Therefore, the study tries to take attention to
the invisible bridges between the architect, sales manager, and user, which correspond
to the structural elements of housing identity. In the following parts of the text, you
will find the details about the problem statement and importance of the study, aims and
scope, methodology, and proposals for further studies as well as the structure of the

dissertation.
1.1.1. Problem Statement and Importance

Marketing strategies have become a component of architectural design. This situation
may negatively affect both the architect and user. The architect puts the marketability
of the residence at the forefront of the design criteria and loses freedom and flexibility
in design due to the preference of sale-guaranteed template solutions. In other words,
the templates produced by the sale-guaranteed promotional strategies are reflected
directly on the templates produced by the sale-guaranteed architectural strategies, and
vice versa. This situation leads us to question the real demands of the users, and
whether these demands also shape another template having psychological and social
aspects. However, although the common feature of the promotional and architectural
strategies is being produced by a template, these two templates may have some non-
overlapping qualities, as well. For example, the end product may be far from the
promised one in the promotion catalog, and the resulting services and architectural
design quality may differ from the promises given during the promotion process. The
marketing and trade pressure, which plays an important role in shaping the residential
identity, generally focuses on promotion rather than searching for and meeting the real

demands of the user.

By focusing on the residential cases produced after 2015 in Izmir, the dissertation

examines the relationships between the architectural design principles and promotional



strategies of the so-called “prestigious” or “luxurious” mass-housing projects
addressing the high-income group, and how the prestigious identity of the current
mass-housing projects can be read in line with the identity provided by the promotional
strategies. Through the study, the template of promotional strategies used in the
marketing activities of the prestigious mass-housing projects is mainly examined by
referring to their influences in shaping the architectural identities. Therefore, the
dissertation analyzes the architectural design tendencies as given in the related
promotional housing advertisements, which constructs and re-shapes the current

identities of the high-income mass-housing projects in Izmir city-center and periphery.

In this way, in housing literature, the research compensates for a lack related to the
relationships between the architectural design tendencies and promotional strategies,
proposes a new basis for the architectural readings of housing studies in Turkey, and
manifests the current design agenda regarding the contemporary dispositions in the
high-income mass-housing projects for the architectural offices. Therefore, the study
may serve as an updated architectural guide for the professionals in both the practical
and academic milieus. That in which direction and under which effects the prestigious
residential identity has been developed, changed, and progressed was also examined
and evaluated comparatively by the help of the slogans and project visuals representing
the sale-guaranteed architectural tendencies. The salability of an architectural tendency
or packaging of an architectural facility constitutes half of the problematic background
based on consumerism and its consequences, while the other half points out the gap
between the real and imposed needs by the way of the architectural and settlement
characteristics of the prestigious mass-housing typologies in Izmir, Turkey. Therefore,
in the end, it is also seen that the promotional and architectural strategies overlap on
the same template creating the new prestigious mass-housing identity in the form of a

“store housing” promising to provide all needs of users under the same roof.
1.1.2. Aims and Scope

This dissertation mainly aims to examine the relationships between the architectural
design tendencies and promotional strategies of the recently produced mass-housing
projects addressing the high-income group and representing the prestigious or luxury
qualities in the current residential architecture of Izmir. In other words, the main

factors that shape the residential identity and their relationships with the architectural



design tendencies of the prestigious mass-housing projects in Izmir city center and
peripheries are investigated regarding the promotional approaches of the construction
firms and architectural design offices. The great parallelism seen in the promotional
and architectural tendencies led the other aim based on deciphering the probable
templates. The backbone of the examination, therefore, resides in figuring out these
templates with their qualities representing prestige or luxury in both the promotional
and architectural faces of the mass-housing projects of the high-income level. A
comprehensive comparison based on these template qualities for the recent mass-
housing cases is also provided to denote the different and similar dispositions in the
designs of the promotional and architectural representations as well as to reveal the

existence of the templates.

In the scope of the dissertation, the method of the case study was determined as the
main tool allowing the aimed comparisons, and accordingly, the 44 mass-housing
cases built and/or under construction from 2015 until the current day, in Izmir city-
center and peripheries were selected. Chronologically, the cases were chosen in a
backward order by beginning from the current day. This chronological content was
determined as covering 6 years, by regarding the number of the high-income mass-
housing projects produced or under construction, in Izmir city-center and peripheries.
Therefore, in terms of the geographical limitation, the cases comprise the examples
produced in Izmir city-center and the peripheries of the city-center, again, to conduct
a more focused and in-depth study. On the other hand, again to collect further data and
to support the archive research, the interviews with the promotion representatives and
architects/design representatives of the cases were planned. However, for only a
limited number of the cases it could be possible to make such interviews due to the
pandemic occurred during the research and writing processes this thesis; therefore, the

interviews were quantitatively limited.

Furthermore, while deciding on the case selection, the isolated, in other words, the
gated sites were preferred to narrow the scope of the research. All cases are multi-story
and comprise apartment-block or condominium typologies serving for residential use;
however, in the mixed-use projects, only the parts having residential use were
examined. In terms of the architectural scale, the projects with independent sections of
more than 50 households were chosen. And finally, the cases built by the construction

firms and designed by the architectural offices mainly and actively produced in Izmir

4



were preferred to provide another limitation in terms of the constructional and

promotional scales.

How the designing, constructing, promoting, and living manners in the consumer
society change the residential identity fundamentally by the way of the sale-guaranteed
template strategies constitutes the critical base at the theoretical background of the
study. The observations of the promotional tendencies constitute half this theoretical
perspective based on consumerism and its consequences in the modern age, while the
other half tries to give another perspective about the architectural characteristics of the
prestigious mass-housing typology in Turkey, as evolved in the very near history.
Hence, the research questions focused and considered in line with the aims and scope

of the dissertation are as follows:

1. What are the main layers of the promotional strategies that are planned to meet the
luxury demands of the target user group?
l.a. Can the architectural qualities and settlement facilities/services imposed

by the promotions correspond to the real needs of the inhabitants?

1.b. Is it possible to meet all the needs of the inhabitants living in the
prestigious and gated mass-housing projects where the relationship with the

urban context is intentionally limited?

2. How do designing, constructing, promoting, and living manners in the consumer

society change the residential identity?

3. What are the common promotional strategies shaping the architectural identity of
the “prestigious” mass-housing projects in Izmir since 2015?
3.a. What are the architectural layers of “prestige” or “luxury” for a mass-
housing project? How were they reflected in the promotional strategies?
3.b. Is there any consistency between the slogans (the verbal context) and
promotional images (visual context covering the 3D renders, drawings,
photographs) to produce the spatial atmosphere of the prestigious mass-
housing projects?
3.c. When the practices of marketing and architecture intersect on a template,

is it possible for this intersection to shape the residential identity?



1.1.3. Methodology

Within the framework of the research, in the first place, the data collection techniques
of the literature review and archive research were conducted synchronically to
understand the components of housing identity in Turkey by regarding the
contemporary architectural principles and promotional tendencies. However, in
methodological respect, the case study is utilized to examine and reveal comparatively
the current relationships between the architectural and promotional strategies. The

reasons for preferring the case-study method can be ranged as that

- it provides a comparative base and objective analyses for the equal-scale
samples by manifesting the promotional and design tendencies as well as the
impositions in terms of the inhabitants’ needs, within the parallel evaluation
frames,

- it provides an in-depth look toward the inhabitants’ experiences by revealing
the different layers of analyses comprehensively regarding two different
disciplines, that is, architecture and marketing,

- itallows generalizations from a specific situation to a more general perspective,

- it facilitates the procedures to collect, analyze, and evaluate the Spatio-
temporal data sources from which further analyses can be done, and can be

archived for future studies.

In other words, the case study provided a methodological framework for this
dissertation to narrow a wide range of research perspectives into an area that can be
easily examined, analyzed, compared, classified, and evaluated in the limited duration
of a master thesis process. When using the case-study method, it is often and easily
seen that the connections between the different events, variables, and results are
closely related to each other qualitatively, though they are numerous and manifold in
quantity. In terms of the focus of the dissertation, especially, the qualitative links

should be displayed objectively, and not overlooked.

The case study was majorly conducted regarding the data-collection technique of the
electronic-archive study focused and based on the online catalogs and promotional
websites of the cases to figure out the promotional and architectural qualities

represented through the media channels for the users. On the other hand, again to



collect further data and to support the archive research, the interviews with the
promotion representatives and architects/design representatives of the cases were
planned; however, for only a limited number of the cases, it could be possible to make
such interviews. Nevertheless, the interview technique seminally supported the
evaluation of the findings in a way to facilitate the comparison between the
promotional and architectural strategies by also including the intentions, perceptions,
and approaches of the representatives. Therefore, both the objective qualifications (by
the archive research) and subjective interpretations of these objective qualifications
(by the interviews with the representatives) about the current promotional and

architectural tendencies in the mass-housing identity could be revealed comparatively.

To summarize the methodological procedures, the three data-collection axes can be

referred to as follows:

1. Literature review of the primary and secondary sources: works of the leading
sociologists, urban theorists, and scholars on housing and settlement principles were
undertaken to figure out the relationships between the consumer society and the
tendencies in architectural design. Furthermore, the secondary sources based on the
criticism of the architectural and promotional activities in the housing sector were also
examined to reveal the general dispositions and lacks in the current housing literature
in Turkey.

2. Promotional online archives of the high-income mass-housing projects in Izmir
since 2015: these archives constitute the primary material for research within the scope
of the dissertation. The main factors shaping the promotional strategies in both verbal
(the slogans) and visual (the 3D renders, drawings, photographs) contexts are
examined comparatively to reveal the manipulative approaches to convince the
inhabitants that they will have a different and prestigious life by the way of the
architectural projects. The electronic catalogs and the websites were undertaken in this
examination.

3. Interviews with the promotion and architectural design representatives of the
construction/design firms/offices of the cases: the 21 and 26 interview questions were
prepared to support the archival research as well as providing answers for the research
questions of the dissertation. A pilot interview was also conducted to reshape the
interview questions and maximize the efficiency—but the changes were on a minor

scale, and only limited with an increase in the number of the questions. (In addition,



just before the interviews, it was also decided to mutually sign a form indicating that
the data recorded in the interviews would be used in the current thesis and the further
academic research based on the thesis.) The consecutive interviews were conducted to
compare the objective findings of the archive research with the subjective
interpretations and perceptions of the representatives, to learn about the background
of the promotional and architectural activities, and to check whether there are

similarities or conflicts between the objective and subjective data.

In the data analysis and evaluation procedures, the multidisciplinary literary studies
that explain the relationships between the consumer culture and housing design, the
promotional and architectural information of the cases, and the interviews with the
representatives could be analyzed and evaluated within a wider critical perspective: In
the literature-review phase, the primary and secondary sources related to the
consumerism, marketing, and housing studies in Turkey were examined to construct
the theoretical background. In the archival phase, the prestigious or luxurious mass-
housing projects built during the last six years in Izmir city-center and the peripheries
were determined as the focus of the analysis. The information of these cases was listed,
classified, and compared regarding the verbal and visual promotions as well as the
architectural and settlement services. In the interview phase, the collected data were
transcribed and analyzed regarding the answers of the interviewees as structured
within the question of the parallel table by question to facilitate the comparative

reading.
1.1.4. Further Studies

In terms of the time and scope limitations of this dissertation, although they could not
be realized, some further research may also be conducted to compensate for the
different lacks in the contemporary housing literature of Turkey. First of all, in a more
parallel perspective with this thesis, it can be examined whether the promised
architectural and settlement facilities/services in the mass-housing projects are
provided in reality, and to which extent they are provided to the users after the
promotional phase. This examination may show us whether the users can trust the
promotions. Furthermore, the data obtained by this dissertation can be extended to
include some other in-depth analyses focused on the housing projects addressing

different income groups. Especially the social housing projects in Turkey require



detailed analyses regarding the architectural qualities and the manner utilized in their
promotions. This kind of examination may also lead us to understand the effects and

consequences of consumerism on different social contexts.

Besides, various housing typologies can be examined to enlarge the analytical
perspective, and see what changes in promotional respect when the typology is
different. An evaluation can be made with the surveys conducted with the inhabitants,
or a review can be prepared by making interviews with the representatives of the local
government to understand the roles of the different parties involved in the decision and
living processes. At the same time, after the pandemic, a deeper analysis can be made
by increasing the number of interviews. Moreover, what kind of results can be obtained
in promotional and architectural respects through the examination of the housing
typologies in different geographies and different cities can also be researched to
enhance the comparative scheme (for a scheme for Istanbul cases see Ulkii, 2010).
Focusing on the urban identity would help us comprehend the role of the urban
characteristics in shaping the promotional identity of the prestigious housing
projects—like Esma Ince (2017) investigated in her Ph.D. dissertation. Making an in-
depth analysis by utilizing the lens provided by the different fields of advertising media
in the Izmir scale may also help to provide some further perspectives of the relationship
between architecture and marketing—like Gézde Kan Ulkii (2010) focused on in her
Ph.D. dissertation in the Istanbul scale. Finally, deeper research on the transformation
of the role of the architect regarding the new character of housing design may be useful

for understanding the future dispositions of the profession.
1.2. Structure of the Dissertation

Regarding the framework of this master thesis, as stated above, the following chapter
(Chapter 2) titled “Retrospective Reading of Housing in Izmir with the Meanings of
Housing and Prestige” undertakes the evolution of this typology by beginning from
the 19th century, and reveals the changing definitions of the housing, mass-housing,
social housing, and luxurious housing. Furthermore, the layers of prestige in residential
architecture are also examined regarding the contemporary tendencies as well as the

descriptions given in the literary sources.



Chapter 3, “Consumption in Architecture,” addresses the perspectives to consumption,
and the creation of the consumer society by referring to the basic consumption axes in
economic, sociological, and psychological respects. The meanings and interpretations
of the consumption and consumer society are undertaken comparatively by mainly
focusing on the primary sources. Moreover, the place of the prestige concept in the
marketing sector is also evaluated regarding the housing aspects. The approach called
the “marketing mix” or the “4P” (Product, Price, Place, and Promotion) is undertaken
with a special emphasis to suggest the addition of the fifth “P” into the quadripartite
scheme by referring to the concept of Prestige, especially for the products addressing

high-income level.

Chapter 4, based on “Examination of the Current Prestigious Housing regarding the
Promotional Strategies in Izmir” proceeds to describe and analyze the 44 gated and
multi-story mass-housing cases implemented or under construction between 2015-
2021 in Izmir city-center and peripheries. This chapter examines the cases in two
techniques: the archive research (electronic sources), and the interviews (with the
representatives of the architecture offices and promotional departments of the
construction firms). It begins with the framework of the analyses and the selection
criteria of the cases and continues with the description of the pilot study conducted to
structure and check the legibility of the interview questions. Then, the architectural
and promotional identifications of the 44 mass-housing cases are given in detail to
facilitate the comparative evaluations. The interviews with the architects and
promoters are transcribed and analyzed comparatively, question by question, by
referring to the answers. An evaluative section is also included to finalize the analyses

and compare the collected data in a holistic sense.

In Chapter 5, the “Conclusion” takes place to complete the analytical structure. The
original findings and outcomes of the research are undertaken by considering the
theoretical background. The approaches toward the ever-transforming meanings of
housing and consumption in the contemporary understanding, in Turkey, are
overlapped in this chapter within a frame intertwining the results and evaluations of
the analyses. The research questions of the dissertation are answered in detail
regarding, again, this frame. The “References,” and “Appendices” follow these final

evaluations to reveal the theoretical and archival bases of the thesis, and provide the
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researchers conducting parallel studies with more details about the subject of the

current research.

As a final word, this dissertation aims to analyze and understand the reflection of the
conception of “prestige” in the recently built mass-housing cases for the high-income
level, in Izmir, by utilizing the verbal and visual promotional data. The majority of the
parallelism between the architectural and promotional reflexes paved the way to a
conclusion that the expectations and proposals about prestige constitute a template for
both the disciplines of architecture and marketing. Though it also points out a
consensus, and the existence of the templates generally results in an increase in the
total quality of the products, the outcomes of the current research also imply that the
quality provided by the possibility of the alternative living manners embracing all
inhabitants from different cultures is excluded from these architectural and

promotional schemes.
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CHAPTER 2
RETROSPECTIVE READING OF HOUSING IN IZMIR WITH THE
MEANINGS OF HOUSING AND PRESTIGE

In the second chapter titled “Retrospective Reading of Housing in Izmir with the
Meanings of Housing and Prestige,” the evolution process of the concepts of housing
and prestigious housing via the projects implemented in Izmir were undertaken, the
meanings and definitions of housing and prestigious housing were examined, and the
conditions creating the identity of prestige were analyzed. Furthermore, the concepts
of mass-housing and social housing were also investigated as the terms that are
produced to meet different housing needs of the inhabitants, and therefore, correspond
to the typological and economical layers of the housing inventory in Turkey. However,
to comprehend the causes and effects in the evolution story of prestigious housing in
a city, we should, first of all, look at the evolution of housing in general in that very
city, as an identity per se to represent the Modern face of the new Republic. Thus, the
evolution story of housing in Izmir also paved the way for the introduction of the
concepts of prestige (and luxury) into the housing sector. The following section tries
to attempt an examination of the backstage of prestige as a housing identity, and as a

consequence of the consumerist perspectives in the housing story of Izmir.

2.1. Backstage of Prestige: Evolution of Housing in Izmir since the 19"

Century

The current housing inventory in Izmir constitutes different typologies rooting in the
consecutive periods in history, in terms of the production manners (privately, by
companies, by state), subvention ways (lodgings, cooperatives), accessibility degrees
(gated, non-gated), and architectural-design formations (mass, single, block, tower).
By beginning from the Early Republican period, the high-income housing typologies
can be observed contiguously, and provide a mirror to read the changing housing
tendencies through the periods. The social, cultural, political, and economical

situations of Izmir have also played active roles in shaping these tendencies. While
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Izmir was a small coastal town in the 16™ century, it became the second-largest city of
the Ottoman Empire after Istanbul, with the changes and transformations experienced
in the region since the early 19" century (Ballice, 2004). Izmir’s relatively remote
location from the central government (in Istanbul)—and therefore, from the religious
authority—allowed the city to have a more liberal identity in trade, economy, and

social life (Ballice, 2004).

In the 19™ century, the population diversity of Izmir consisted of the Greek, Armenian,
and Jewish minority groups of the Ottoman Empire, and the Levantine merchant
communities of European origin as well as the Turkish community (Andersen, 1846).
The differences in the lifestyles of these communities were also observed in the
districts they lived in and the formations of the houses. The Levantine society, whose
houses and workplaces were located along the coast, corresponded to the wealthiest
group of the time in the city, although they were the least in the population (Figure
2.1). The Greeks and Armenians, as the citizens of the Ottoman Empire, lived in the
neighborhoods just behind the Levantines, while the Jews and Turks lived on the
slopes of Kadifekale extending towards the bay (Arslanoglu, 1980). With this view,
the coastal part of the city displayed a European and Occidental image, while towards
inland, this view was replaced by an Anatolian and Oriental texture with the domes

and minarets of the Muslim community’s religious spaces (Ballice, 2004).

b AR raddes]

Figure 2.1. Atatiirk Street (1. Kordon), 1940’s (C. Onaran archive) (Ballice, 2004)

The houses produced in Izmir in the last quarter of the 19 century have remarkably
common characteristics (Tekeli, 1987). The Izmir residence of that period was
generally designed in a two-story row-house layout, often with asymmetrical facades

and wooden bay windows (Figure 2.2). These houses with orthogonal arrangements in
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terms of plan and facade organization generally consisted of two axes, one narrow and
the other wide. On the ground floor, the entrance hall was located on the narrow axis,
and there were living spaces on the wide axis (Figure 2.3). Some of the bedrooms on
the upper floor were located on the street facade, and some of them faced the back

courtyard. These rooms were generally arranged around a central hall (Kuban, 2001).

Figure 2.2. A typical residence with an asymmetrical plan and fagade setup,

Kiigtikyal1 (Cikis, 2009)

]

Figure 2.3. Architectural plan and fagade view of a typical 19th century Izmir house
(Cikis, 2009)
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Even though Izmir has been enlarging in size to form a metropolitan city in terms of
population, it has shown a very limited change regarding the architectural quality
during the period from 1922 (Izmir Fire) until today (Giiner, 2006). The morphology
of the two- or four-story buildings with wide eaves and hipped roofs, which had been
widely accepted in Izmir from the end of the 1930s to the end of the 1940s, has been
gradually replaced by the terrace roofs since the 1950s (Giiner, 2006). Instead of the
solid and massive construction, horizontal floor slabs and planar fagade with vertical
striped surfaces were preferred. The number of the facades designed in the Modern
language with mosaic panels substituted for the plastered facades. Despite the
transformative movements by the economic and political dynamics that gradually
expanded to the foreign countries since the beginning of the 1950s, the building sector
in [zmir and throughout the country was still weak enough to rival these changes. The
development after the un-industrialized and underdeveloped period of the building
sector in Izmir could only be achieved toward the end of the 1960s, when the problem

of finding cement and rebar was solved (Giiner, 2006).

The most important dynamic that transformed the urban morphology of Izmir was
created by the changes in the zoning regulations. Until the second half of the 1950s,
the urban formation of Izmir, which consisted of the two- or three-story detached
buildings in a garden, within a separate order, was rapidly transformed into the housing
environments consisting of family apartments with five floors as a result of the increase
in the number of floors in the zoning plan (Ballice, 2004). Izmir, as a coastal city that
has been flourished around the gulf for many years, extended beyond the plan forecasts
along the transportation axes in four directions, starting from the 1960s until the 1980s,
firstly by the shanty houses, then by the property developers, and mass-housing
projects (Altun, 2012).

In these years, while the housing problem increased its effect, the new actors started
to enter the housing market. Until the mid-1950s, the law of building a single house
on a single lot was valid. In this case, the parcel owner could build a house on that
parcel for his use. This made it difficult for the entrepreneur who wanted to build a
house for commercial purposes to enter the housing market, considering the exchange
value of the house. With the arrangement made in the Land Registry Law on January
6, 1954, it was ensured that easement rights were established to benefit from one floor

or flat of a building (Cantiirk, 2016). Thus, the phenomenon of contracting arose when
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more than one person was allowed to establish easement rights on the building in a

single parcel.

The enactment of the Law of Property Ownership (No. 634) in 1965 to provide a legal
framework for apartment ownership also accelerated the construction process.
Generally, the contractors who bought apartments, via the buildings they constructed
in return for their work, put pressure on the relevant ministries to increase their
development rights to increase their profit margins and had a large share in increasing
the density of settlement. In addition, the acceleration of the process of demolishing
the single-story buildings before completing their lives, and building high-rise
apartments in their places, caused waste of resources, and also resulted in some
environmental problems such as the pollution in residential areas due to the increasing
density (Keles, 2020). The contractors trying to make the highest profit in their
construction activities in the shortest time could ignore important deficiencies in the
infrastructure, and social service of the buildings they produced. These caused
problems with the qualitative aspects of housing. The act of contracting, over time,
could not produce an option in solving the housing problem, as it has been focused on
the production of houses that only appealed to high-income groups, and had a price

above market conditions (Tekeli, 1987).

The most important factor affecting the 1970s and beyond was the Izmir Master Plan
prepared in 1973, which determined the extension tendency of the city around the gulf
in the north-south and east-west axes. The axis of Semikler-Aliaga in the north and the
axis of Karabaglar-Cumaovasi in the south were planned as the new industrial zones
of the city (Gtiner, 2006). With the establishment of the Aliaga Refinery in 1969, the
organized industry was established majorly in the northern regions. The Real Estate
Bank’s mass-housing applications, which continued until the end of the 1980s, also

settled on the same north-south axis (Giiner, 2006).

In the 1980s, instead of the development trend in the north-south axis suggested by the
previous metropolitan master plan, there was an extension in all directions of the city.
To solve the increasing traffic problem, the Altinyol ring road proposed by the 1955
plan was completed in this period, while the construction of the Konak-Inciralti coastal
road continued. In the same period, as in the Konak-Inciralt1 coastline, the filling works

were carried out on the Bostanli coastline, and mass-housing practices were initiated
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on public lands to stop the proliferation of the slum areas. In the 1980s, the state
initiated the building production process and participated in this process as an actor to
control the informal housing production and urban agglomerations, which were the
biggest actors of the building production activity in Izmir, and to find a solution to the

housing problem that caused the uncontrolled growth of the city since the 1960s.

The turning point corresponds to the Enactment of the Mass-Housing Law (No. 2985),
and the establishment of the Fund of Housing Development Administration (Fund of
TOKI') in 1984. By the Mass-Housing Law, it was aimed to provide new residential
areas of the mass-housing projects with land, technical infrastructure, social facilities,
landscaping, and all urban functions. In this framework, the fundamental aims of this

Law can be summarized as follows (TOKI, 1984):

1. Providing affordable housing for lower- and middle-income groups,

2. Developing and improving the slum areas with the infrastructure and cadastral
activities,

3. Developing the independent resources for housing, and uniting them in one

hand,

Reducing the construction costs,

Reviewing the standards of building materials and constructional elements,

Contributing to the infrastructure services,

Ny Bk

Developing the technology and industrial production techniques for the

implementation of mass-housing projects,

8. Reviewing the urban development plans, offering cheap land, and developing
newly urbanized residential areas,

9. Creating an organizational structure that will ensure public control for housing,

10. Establishing an increasing fund for housing lending, which consists of general
extra-budgetary resources; producing land for housing,

11. Constructing residential areas with technical and social infrastructure,

12. Providing the private sector with the opportunity to build a large number of

houses,

"' TOKI is the abbreviation of the Republic of Turkey Prime Ministry Housing Development
Administration in Turkish (Tiirkiye Cumhuriyeti Basbakanlik Toplu Konut Idaresi).
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13. Converting the housing cooperative practices into the mass-housing
implementations,

14. Providing the individual housing loan application,

15. Supporting the organizations, technology, and research that produce

construction materials for the housing sector.

In the same year with the Mass-Housing Law, the Mass-Housing and Public
Partnership Administration was also established; and in 1990, the Mass-Housing
Administration was founded as a separate unit. While the Law initially focused on
meeting the housing needs of the low-income families; with the amendments made, it
aimed to give loans to individual and collective housing, to develop village
architecture, to transform slum areas, to preserve and renew the historical texture and
local architecture. In this way, the local governments were encouraged to enter the
housing production sector; while the new housing areas were created in the city
periphery, the slums were demolished and transformed into new social housing areas.
In addition to these developments, the Law on Conservation of Cultural and Natural
Assets (No. 2863) enacted in 1983, which brought to the agenda the conservation,
maintenance, repair, restoration, functional transformation processes of immovable
cultural and natural assets, provided a new meaning and dimension with the urban
transformation. This situation not only transformed the position of architects in the
market but also caused major structural transformations in the construction sector and

even in the morphology of the city.

The 1990s can be seen as the years when the demands of the neo-liberal economic
policies and the new capital regime were felt most intensely in [zmir. As a result of the
tight monetary policy adopted in the capital market, the decrease in interest rates, and
the fact that investment in real estate has become the most profitable area, has revived
the construction sector. The opening of the Cesme Highway in 1994 maximized the
accessibility of Cesme and caused the whole peninsula to become a “sub-city”,
especially during the summer months. The first transformations in these regions were
the construction of a small number of parcels open to development, the change of
hands of low-quality old summer houses, and the opening of agricultural lands to

construction.
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The most influential of these transformations were the prestigious and luxurious
residential sites consisting of the detached houses with gardens, which took place in
Sahilevleri, on the periphery of the city, which consisted of agricultural areas, in the
early 1990s. In the next 15 years, it deeply affected not only Narlidere, but also the
housing development of Izmir in general, and became one of the most popular housing
typologies on the west side of the city. In these sites, which were produced for the
high-income level, each project differed from the other in terms of the architectural
language and expression by considering the users’ expectations about difference and
prestige. The demand for the difference in this region has turned into a display of

prestige and luxury in residential spaces.

It is possible to say that the mass-housing projects produced by the state on public
areas in the city periphery between 1980-2005 paved the way for cooperatives and
large-scale housing community practices and formed a base for today’s multi-story
and gated mass-housing projects. However, for the gated mass-housing projects, the
process in the city center started with the decline in the public housing practices
targeting the lower-income families, and the increase in the mass-housing production
for high-income families. Since this period, especially Karsiyaka and Cigli have
witnessed important transformations. These regions have been in demand especially
because of the important innovations for the urbanites and the consumerist attempts
with the opening of shopping centers attracting large masses of consumers (Altun,

2012).

After the second half of the 1990s, the shift of the commercial activities to shopping
malls, hypermarkets, and DIY markets formed on the road network weakened the
traditional commercial centers of the city such as Kemeralti. The relocation of the
Courthouse in Konak to its new center in Salhane caused a decrease in the frequency
of visiting Konak as an administrative center. In the 2000s, the local governments also
tried to respond to the “quality” demands of the new capital accumulation, and new
consumption patterns. The pursuit of quality in urban investments manifested itself in
the renovation of Konak Pier; the landscape design of the Architect Kemalettin Street;
the coastal arrangements of Kordon, Bostanli, Konak Square, and various urban parks;

and the projects to transform the Fair into the Culture Park (Saygin, 2006).
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With the start of the planned housing period, the residential areas have shrunk despite
the increase in the urban population. During this period, the state arranged policies for
and encouraged home ownership. With the policies implemented after 1980, the rate
of urbanization has increased. Although there have been many mass-produced housing
initiatives, these initiatives could not meet the housing needs of different income
groups. The housing typology of the high-rise housing blocks (residences), which
provide hotel services in the city center or periphery, has gained importance as the new

indicator of prestige (Ozsoy & Diilger Tiirkoglu, 2004).

These developments resulted in income-based differences between the social classes
becoming more visible. While the inhabitants acquired housing settlements with the
desire to live together homogeneously with the upper-income group people like
themselves, the social segregation caused by spatial segregation started to manifest
itself, especially with the gated housing settlements. It had the potential to marginalize
others. In these settlements, the religious, ethnic, political, or cultural differences have
become unspeakable, and a new order has emerged in which the housing settlements
have been almost entirely determined according to income. In recent years, especially
with the change in consumption habits, the needs and perspectives toward housing and
housing settlements have also changed; housing has been converted into an object of

consumption.

Edward J. Blakely & Mary Gail Synder (1997) stated that the desire of the users to
acquire housing in the gated, and thus, secured residential settlements are based on
different expectations. These expectations correspond to being a symbol of prestige
and status for some, providing security and privacy for some, and the existence of
clubs and social facilities for spending leisure time, for others. Setha Low (2003)
denoted that the presence of security services and social facilities in the gated-housing
settlements increases both the user satisfaction and the economic value of the housing.
Regardless of the demand, today, all of the high-income housing projects as indicators
of the consumerist desires provide gated residential settlements to the inhabitants,
where they can live safely with the “elite” users like themselves, away from the chaos

of the city, and with a high level of comfort.

Particularly, the demands of the inhabitants, who want to benefit from the socio-

cultural activities, business, and transportation opportunities in the city center, have
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supported the increase of prestigious “residence” supply, which is a relatively new
form of housing presentation. The high-rise apartment blocks since the beginning of
the 21% century have accelerated in the United States and Canada to serve as temporary
stay. However, in Turkey, this typology has formed a new residential identity by
providing permanent stay for the upper-income groups, and it is called the “residence”
(Zengel & Deneri, 2007). The “Rezidans” as the counterpart of “residence,” as used in
Turkish, is defined in the architectural dictionary by Dogan Hasol (2005), as the

“mansion, residential, apart hotel, inn.”

Especially regarding the latter definition of the term, we can claim that the emphasis
on prestige (and luxury) is almost manifested verbally: The Rezidans emerged in
Turkey as one of the mirrors of the consumer society to reflect the high standards in
housing, like the other mirrors called the gated communities with the apartment blocks
or towers. There are housing management systems in these settlements, where
apartments belong to individuals, yet the common spaces to all inhabitants. These
systems include various functions to ensure comfort for the inhabitants. Like a vertical
city, the Rezidans serves the facilities such as 24-hours security, cleaning, valet,
concierge, dining, sports centers, and even restaurant and shopping spaces. However,
all kinds of comfort provided in these settlements are only to increase the number of
preferences of the inhabitants, who are converted into the customers in such a scheme

(Sadikoglu, 2010).

2.2. Housing, Mass-Housing, Social-Housing and Luxurious-Housing as the

Terms Constructing the Current Residential Identity
2.2.1. Perspectives to Housing

From the prehistory to the current day, housing has always been at the top of the
hierarchy of architectural settlements since protection is one of the main instincts. In
the prehistoric ages, people met their needs of protection from the negative
environmental conditions in shelters such as caves and tree holes. Hence, housing is a
shelter for people in a narrow scope. However, with the development of civilization,
the buildings that people use as shelters have also changed. It is possible, therefore, to
come across different definitions for the term “house.” Many scholars from different

disciplines argue that today we are going through a major spatial transformation phase,
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that the age we are in indicates new globalization, and that local integrity and harmony
are lost in a world that can be communicated instantly even between the most distant

places (Harvey, 1989).

The spine of the housing definition remains always the same, though the zeitgeist
necessitates some revisions in this definition especially by the introduction of the new
aspects: that very spine corresponds to the livability, protection, and shelter. Thus,
housing is defined as “the place where people live”? (TLA, 1998). In the Dictionary of
Urbanology Terms, it is expressed as “a shelter built for the living of one or more
households, having facilities in basic needs such as sleeping, cooking, protection from
cold and heat, washing and toilet needs” (Keles, 1998). Therefore, although one of the
main needs that create housing is the need for shelter, today housing means more than
just being a shelter: it is a social phenomenon that is complex and more comprehensive
than being only a “shelter,” with the permanence of its location, its dimensions related
to social relations and status, its close relationship with the social structure, and
property order of the forms of acquisition, the social and daily plurality and diversity

of its usage patterns (Acar, 2008).

Theoretically, the concept of “place,” which first came to the fore in the geography
discipline in the 1970s, has drawn a very useful framework regarding the relationship
between humans and the environment (Easthope 2004). As Hazel Easthope (2004)
states, this concept, which has been of interest to geographers for so long, has been
one that housing researchers have not touched. However, in today’s world of large-
scale migration and increasing urbanization, the phenomenon of “place” should be
included in housing research to understand the effects of people’s perceptions with the
discourses about their own identities and psychological conditions, in shaping housing

spaces (Easthope, 2004).

Housing research mainly deals with housing policy, housing economics, housing
design, and home experience and meaning (Blunt & Dowling, 2006). Criticizing the
recognition of “home” as the absolute starting point in housing research, Alison Blunt
& Robyn Dowling (2006) stated that the phenomenon of “home,” which they describe

as a combination of feelings and sense of belonging formed more conceptually, may

2 The original extended expression is as follows: “Insanlarin iginde yasadiklar1 ev, apartman
vb. yer, mesken, ikametgah.”
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not always point to “housing.” For them, housing as a physical place of
accommodation is just one of the various dimensions of the “home” phenomenon. The
“home” can be handled at various scales with various spatial features, as well as
primarily through the meaning and relationships that enable the space to be valued as
a “place” beyond physical dimensions. For this kind of understanding, research on
“home” should be handled with a multidisciplinary understanding and richness of
methods, without getting caught in the limitations of individual disciplines (Blunt &

Dowling, 2006).

The relationships that people establish with each other and with their daily life spaces
are defined with a dialectical approach through the concept of “accommodating,”
which explains the aforementioned integrity of interpretation and relationships most
simply and effectively beyond the multi-disciplinary discussions (Miller, 2001).
According to Daniel Miller (2001), people “adapt their homes to themselves” in line
with the conditions they live in, and similarly, they have to “fit themselves into their
homes” due to the spatial constraints they are subjected to. Hence, the relationship
between people and their homes includes a double-sided harmony and compliance
with one another. Within the framework of this dynamic fiction, the meaning of the
house is not limited to the boundaries of any local culture, it can vary from person to
person beyond it, as well as at different times for the same person due to its parallelism
with the formation of identity and self. In addition, as Miller (2001) states, “home” can

be perceived as a process that we are constantly in, rather than as an object.

In the article “Appropriating the State on the Council Estate,” again, on the research
of “house,” Miller (1988) emphasized the concept of personalization, based on the
determination that only a very limited number of individuals can have a say in the
production of their dwellings. He discussed what kind of identity- and culture-based
reading can be made through the residential spaces in which he had to live. In the
article, the state’s allocation of social-housing spaces—which are almost identical to
each other—to people from different ethnic origins was considered as a starting point;
the changes and additions made in the spaces in the living phase were read; the
relationship established between the inhabitant and the residence was examined, and
identity and traces of culture were sought. In his study, Miller (1988) focused

especially on the kitchen spaces that were identified in the beginning but revealed the
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creative differences that emerged later, during the usage process, intentionally by the

inhabitants themselves, who act within the limits of the same restrictions.

In some articles, the concept of “house” corresponds to the same context of being a
residence, but the experiences about the house are discussed conceptually with
different methods instead of reading the term through the studies based on its meaning.
In the historical framework, discussing the ideas that come to the fore by the fiction of
women’s left of the house, Didem Kilickiran (2010) examined the relationship of
women with the house in feminist literature. In the article, feminist ideas defending
the necessity of leaving the house for women to emancipate and regain their identity
are discussed together with the counter-arguments highlighting the different meanings
of a house in the same literature. In the article, the concept of home is highlighted with
its different meanings for women. It is seen that life experiences differing in the context

of social variables are emphasized at the center of this diversity.

Another example is Giilsiim Baydar’s (2012) article that relates space production with
gender. Although the scope of the article is wider, the concept of home has also been
mentioned in the text within the scope of different perceptions of domestic space
(Baydar, 2012). Similarly, another article (Giirel, 2009) conceptually undertakes the
approaches, in which the modern Turkish woman figure is constructed, and the
meaning of the house as published in this process. Giirel (2009) examined what kind
of a place the apartment building was for the Turkish woman, who was described as a
“western happy housewife” during the 1950s and 1960s due to the cold war policies,

through the role assigned to this created figure and her experience at home.

In a study by Ipek Yiirekli & Arda Inceoglu (2007), a model was proposed and tested
to explain the variable nature of people’s interpretation of houses. The meaning of
house has been expressed as a phenomenon that moves mentally and physically
between the two axes: the mental axis consists of social and personal meanings, while
the physical axis includes housing and economic meanings. The most important
characteristic of the model is that the network of relationships between the people and
the place they live in creates an “alive” structure due to the variation in inhabitants’
interpretations about the meanings related to home (Yiirekli & Inceoglu, 2007). The
model points out that the perceptions of the inhabitants are the real designers of the

meanings of their habitations, and thus, in this respect, we can also claim that housing
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is also a perception-based phenomenon of which limitations and borders are

determined by its inhabitants.

Therefore, housing is no longer a shelter consisting of four walls to protect life, but a
place that is integrated with its surroundings, where it can meet the daily needs of the
inhabitants in this environment and is suitable for living (Kurt, 1999). Moreover,
today, at the dawn of a new period, we are facing a radical change in the meaning of
housing, too, with the emergence and spread of the pandemic of Covid-19 after
November 2019. The meanings of the concepts of personal space, social space, public
space, border, boundary, territory, and spatial distance have been reset and defined
from scratch by considering the new principles introduced by the rules of hygiene and
health protection. The privacy provided by housing is flexed and extended to cover
almost a semi-publicity especially by the use of the balconies as the new semi-social
spaces. By the intervention of online technologies, housing is also converted into a
working space called “home-office,” by which the act of working returns to take its
place back at home. Although the appropriation of rooms differs concerning the newly
added using manners, the concept of the house continues to refer to a place for
protecting bodily and mental health, and a place open to an ever-transforming
exchange between the private and social lives, in both physical and online

environments.
2.2.2. Perspectives to Mass-Housing

The mass-housing projects have been increasing in “quantity,” in Turkey, since the
enactment of the Mass-Housing Law in 1984; but especially after the 1990s, the “living
quality” could gain importance in the housing sector (Sey, 1994). The qualities like
affordability, minimized duration of construction, and structural safety has resulted in
a gradual increase in users’ demands for this housing typology. The served qualities
have always been manifold in terms of the spatial program—although the architectural
qualities have been limited with the “ordinary” through the mass-housing history (Sey,
1984; Bilgin 1994). The mass-housing projects still correspond to the majority of user-
demands, but currently, those projects are generally planned as the gated communities
in the periphery of the city center equipped with the facilities in the sites to meet the
personal and social needs of the inhabitants (Cikis & Ek, 2009). Especially, the

projects designed for the high-income groups fulfill more needs of the inhabitants,
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which explains the increase in the prices—though these needs are also questionable.
As generally recognized, the non-residential areas should meet the biological, social,
and psychological needs that people cannot fulfill inside the house (Es & Akin, 2008),
which, recently, also become relevant for the mass-housing projects of the high-
income group. Nevertheless, in addition to being a residence, a mass-housing is a
mass-produced product subject to the total-quality perception (Altas, 1994; Diilgeroglu
Yiiksel et al., 1996; Altas & Ozsoy, 1998; Giiltekin 2002). After being a “global-scale
commodity,” the quality of the mass-housing projects, therefore, has always been
related to its capacity to fulfill the needs of its users—Ilike the qualities of other

commodities (Juran, 1988; Feigenbaum 1991; Deming, 1993; Peach, 2003).

Regarding its globally and historically recognized importance, in terms of the basic
identity, the collective housing typology is defined in a wider context by the term

“group housing,” in the Encyclopaedia Britannica (2021), as follows:

“[The other] type of domestic architecture accommodates the group
rather than the unit and is therefore public as well as private. It is familiar
through the widespread development of mass housing in the modern world, in
which individuals or families find living space either in multiple dwellings or
in single units produced in quantity. Group housing is produced by many kinds
of cultures: by communal states to equalize living standards, by tyrants to
assure a docile labor force, and by feudal or caste systems to bring together

members of a class.”

If we look at the dictionary definition of this typology regarding its local identity in
Turkey, “mass-housing” is defined as “the totality of structures created in a pre-
planned settlement area with the loan aids and contributions of the state™ (TLA, 1998).
Besides, Hasol (2005) explains mass-housing as “the term used to describe a large
number of housing units built with social and physical infrastructure.” According to
the Dictionary of Urbanology Terms, “it is a large-scale housing and resettlement
initiative that meets the housing needs of a large number of families, carried out by

public or private organizations such as a housing association, housing development

3 The original expression in Turkish is as follows: “Onceden planlanmis belli bir yerlesim
bolgesinde, vatandasa devletin agtig1 kredi yardimlar: ve katkilariyla olusturulan yapilar biitiinii.”
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partnership or housing banks” (Keles, 1998). ilhan Tekeli et al. (1976) highlights the

“collective” quality of the mass-housing and asserts that:

“Mass-housing has meanings ranging from housing built in large
numbers to new parts of the city that show integrity with social facilities,
workplaces, and housing diversity. But the common feature of all is that they

have planned to produce many houses collectively.”

On the other hand, in the Mass-Housing Law in Turkey, the “mass-housing” is defined

as follows:

“The whole of 750-1000 dwellings to be built in settlements with a land
area of at least 15 hectares, which will be newly opened and at least 200 in
places where the zoning plan was approved and ready for construction before
the date the law came into force, and their common facilities and areas and

workplaces” (Law No. 2487 dated 8.7.1981).

The term “social housing” is also used in the housing literature of Turkey, but there is
always a difference between the uses of the terms of “social housing” and “mass-
housing”: while social housing refers to a production typology addressing the low-
income level by the subsidies of the state, mass-housing refers to a commercial identity
and commodity in the housing market (Tapan, 1996). However, regarding the above
definitions, the most important features distinguishing the mass-housing from other

residential typologies may cover the following items:

it is planned together with its infrastructure,

the duration of its construction is shorter,

it requires the use of advanced technology and capital,

it is economical, affordable, and

- it requires different fulfillment levels in both interiors and exterior spaces to
encompass social lifestyle diversities to address different users living in various

housing units (Aslan, 2007).
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Some of these features are very aged, and root in the nineteenth century (Rowe, 1993).
Thus, the collective settlements had been built even before the Industrial Revolution,
and the “mass-housing” had emerged as a concept to compensate for the housing lack
encountered with the population growth after the industrialization and modern
urbanization (Sey, 1999). However, the new features have been and will be added to
the above scheme through time, by the changes in demands, standards, perception, and

technologies.

Although the features may differ regarding the zeitgeist, designing and constructing
the houses collectively, in large numbers, in clusters, facilitate combining technical,
social, and economic aspects on the same body. These large enterprises obtain
convenience in finding housing loans and cheap land and reduce the cost of housing
units due to the purchase of building materials at the appropriate time, quantity, and
price (Keles, 2020). As a consequence of the consumption culture, by the end of the
twentieth century, the mass-housing typology has been integrated with the conceptions
of social segregation, and the gated communities emerged by this integration as a
frequently applied mass-housing type addressing the homogeneous groups in the

society (Blakely & Snyder, 1997; Blandy & Lister, 2005; Vesselinov et al., 2007).
2.2.3. Perspectives to Social-Housing

Social housing is important as a sub-form of mass-housing. According to the
Dictionary of Turkish Language Association (1998), social housing means “affordable
housing specially built for low-income people and suitable for health.”* Hasol (2005)
defines social housing as “at least in size and quality standardized to meet the housing
needs of poor or low-income families, healthy, cheap housing, public housing.” The
concept of social housing, which emerged as a solution to the housing needs of the
low-income group, can be defined as a housing service that the state offers with low
costs or completely free of charge. In another definition, it is stated that social housing
is a housing type provided by public institutions or non-profit organizations for people

with low income or in certain needs (Soanes & Stevenson, 2003).

4 The original expression in Turkish is as follows: “Dar gelirliler igin 6zel olarak yapilmus,
sagliga uygun ucuz konut.”
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Three important breakdowns draw attention to the emergence of social housing
models. These are considered as the Industrial Revolution, the Second World War and
the post-1970 neoliberal period. Although the concept of social housing mainly
emerged after 1945, when the idea of the social state was formed, it is seen that the
phenomenon was defined in different ways in the context of different actors, economic
conditions, and practices before this date. Some of these definitions are still in use
today. Communal housing, company town, council housing, public housing, rental
housing, and affordable housing can be listed as different nomenclatures for social

housing based on economic components in the historical process.

From an economic point of view, “mass-housing” emerges as a commercial concept
in the market economy, while “social housing” means the housing produced by the
state, local government or some social institutions. Social housing is, on the other
hand, the result of a production organization outside the market economy (Tapan,
1996). In other words, the reason for the emergence of social housing is related to the
aim of the state which covers the elimination of the negative conditions and effects of
slums, providing affordable residences to needy families, and in this way, finding an
alternative solution to slums. However, currently, social housing projects consist of
old residences in the greater cities, and they are generally low-quality buildings that
can be supported by public institutions. Some of the old slum areas have also been
included in these social-housing neighborhoods as a result of the urban transformation
processes (Keles, 2020). Therefore, although social housing has been produced as a
solution for the low-quality living conditions, in the end, it has also become an
indicator of having low-quality living conditions because of the economic measures—
leading to negligence—applied in both processes of the construction and architectural

design.

Nevertheless, social housing is still the answer for improving the poor living
conditions in environments not adequately ventilated, damp, having no electricity but
water problems, and with detached amenities such as toilets and kitchens shared with
other families. Instead of economic measures, social housing projects are equipped
with better shelter conditions, building materials suitable for climatic conditions, with
an independent kitchen, toilet and bathroom, electricity, water, and sewage facilities.
They are designed like apartments with less than six stories, in settlements with better

infrastructures. There are also some housing examples with moderate living
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conditions, and thus, they have only some of these qualities (Keles, 2020). In this
respect, the level of quality of a housing project is generally determined by looking at
the “number of the variety” in the facilities provided by the projects, in Turkey. To
determine luxury housing features, the inhabitants are also looking at the number of

varieties, but not the quality of them.

On the other hand, even if the facilities and services provided in luxury housing
examples are of high quality and attractive, their necessities are questionable. In social
housing, the facilities comprise must-haves and indispensable features. Through time,
when the attractive features are converted into must-have ones, it becomes possible to
see them in social housing examples, too. These qualities generally cover the ones
related to the construction and material qualities, but not to the architectural design.
The fact that one can see the same plan template in both social housing and luxury
housing examples (Cikis & Ek, 2010) results in a conclusion that the overall quality in
luxury housing is not based on the design of alternative living manners but the high-
quality materials and decorations. Thus, there is not an actual difference between the
space syntaxes of these two margins of living. Luxury housing is a variant of social
housing in Turkey; the former has some extra facilities provided in the settlement, but
not in the plan design of the housing unit. To understand these extra facilities providing
the very difference between high- and low-income residences, the concept of luxury

housing should be examined in detail.
2.2.4. Perspectives to Prestigious Housing

The gated communities are defined as a residential typology that is shaped according
to the living manner of people and is one of the important determinants of the urban
environment that continues to be produced in the housing sector with both the aims of
consumption and having spatial quality. They are always at the top of both sales and
housing production in the sector, which indicates the economic conditions of people
by demonstrating the place where they live and their socio-spatial interactions. The
gated communities gave rise to the concept of “prestigious” housing, and in this way,
the concept of housing was converted into a “commodity” providing their buyers with
prestige indicating social status in society (Blakely & Snyder, 1997). It refers to an
identity produced for a homogenous high-income group, and the sustainability of this

identity is guaranteed by the level of luxury.
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Therefore, the phenomenon of luxury has always been at the top of the design criteria
in the housing sector (Nicolae et al., 2009), as it points out the economic conditions of
its buyers, and as the most important criterion constructing the social identity (Lee &
Young, 1996). The luxury providing prestige has become a housing quality per se,
which needs to be examined conceptually, as the middle-income group has reached
the economic freedom to care about the quality of their living manners (Berry, 1994).
The high-income groups in every society have always the opportunity to choose their
lifestyles, therefore, there has always been a quality of living environment and
preference suitable for them. The concept of luxury developing day by day, by gaining
different meanings (Chuon et al., 2017) has turned into an image, and also crystallized
in line with the preferences of middle-income level recently. However, regarding the
current tendencies, it seems that the concept of luxury generally refers to a level that

is minorly higher than the economic flexibilities of income groups.

Luxury residences categorize the opportunities offered in the settlements in terms of
quality and price. In Turkey, these housing projects are also categorized regarding
these opportunities offered in the gated settlement—which, as a housing model
frequently applied abroad, has been firstly implemented in Istanbul, and gone through
an ever-transforming process since then, regarding the formal qualities and design
criteria appealing to the functional expectations of the upper-income group. These
opportunities are mainly shaped by the users’ expectations about their income status
and psycho-social identity (Nicolae et al., 2009). In other words, the factors that ensure
the categorization are formed by the expectations of the house-buyer from the luxury
unit. While the income and social status of the user profile and the rising expectations
enable the position of luxury residences to be shaped concretely in social respect, the
constructional details and materials used in the buildings, as well as the settlements,

appear as the determining factors leading to this social position.

The housing design qualities, in this sense, are also defined by the expectations as
manifested in details and material qualities in the architectural scale, and the
neighborhood design in the urban scale. The facilities and social environment provided
by the concept of luxury, in turn, determine the expectations of the users and make
these expectations reflect on the residential spaces themselves by also shaping the
contemporary housing identity. The spatial characteristics are supported by the

architectural qualities of the projects which are also the indicators of the users’ demand
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for luxury housing and for supporting their psychological and social identities with a
certain level of living standard in the urban environment (Kwan et al., 2004). Since the
targeted user segment in the gated housing settlements, where the luxury phenomenon
is determinant, is generally the upper-income group, the demands of the users of this
segment are the determining factors in the formation of the characteristics of these
residential sites. Thus, all the architectural formations and social activity spaces offer
a certain level of quality, increase the quality value of the projects, and make them
reach the luxury level. In addition to the gated housing settlements, different mass-
housing projects have also been produced to address the middle-income group, with

similar functions but less in number in terms of the provided facilities and services.

To determine whether a dwelling is luxurious or not, it is necessary to look at what
extent social housing differs from its qualities. According to the official definition,
residences larger than 100 square meters are considered as luxury (Keles, 2020). The
luxury residences generally address the user demands above normal standards. The
reason why luxury residences are produced in a wide range of sizes is due to the
different expectations and needs of each individual from the housing. Although there
are 40-50-60 sqm residences in luxury housing applications, it has been stated in some
sources that luxury residences should be in large square meters. The luxury residences
are generally built within the sites and blocks. These sites or the lands on which the
blocks are built can be 10,000-40,000 sqm in size and are built to accommodate several
blocks and hundreds of apartments. Not only for the concept of luxury but also the
identity of current housing design, the sizes are important because the fact that the
dimensions of the site and spaces as well as the number of rooms are also determining
factors in luxury residences has enabled the variety of apartment types in today’s
housing projects. They are also one of the important application areas of smart building
systems, which have been used widely recently. In some of these housing projects, the
hot water needs of the house can be met by using solar energy systems that convert
sunlight into electricity. The service layers can be increased in number. Therefore, to
understand the meaning of the luxurious or prestigious housing in Turkey, we should
analytically review it by referring to its layers in architectural and constructional

respects.
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2.3. On the Layers of “Prestige” in Residential Architecture

The label of “prestigious” for the high-income gated-community projects in Turkey is
not only attached by considering the size of the housing unit, but also by regarding
whether there are additional rooms/spaces/components with special functions, smart
technologies, technical structure, security systems, landscape design, social facilities,
materials, workmanship, and resistance for earthquakes. In terms of serving the
“luxury,” a universally recognized view is that high-income residential sites are
generally designed with a swimming pool of specified size, while the other criteria
comprise the facilities such as tennis courts, terraces, large gardens and specially
designed kitchens in residences (Ozgiiven, 2008). That is, as status indicators when we
examine the architectural features of the gated communities for the high-income group,
the qualities leading to the consumption of the luxury comprise especially the
mentioned functional, technological, and psychological aspects, which can be

summarized in a list as follows:

1. Additional rooms/spaces/components with special functions: a.) parents’
bathroom (although this space continues to be a common spatial property in all
high-income projects as an indicator of the changing lifestyle, they have ceased
to be an attractive feature); b.) laundry room; c.) cellar; d.) Turkish bath; e.)
ironing room; f.) specially designed kitchen; g.) decorated circulation area; h.)
windows up to the ground to enlarge the viewing capacity; i.) ergonomic

quality; j.) aesthetic quality with odor and ambient vibrations.

2. Smart technologies and technical structure to control the apartment facilities
both at home and outside: a.) the hot water service provided by solar energy
systems that convert sunlight into electricity; b.) air conditioning/climatic
infrastructure used with heating and cooling systems; c.) floor-heating systems,
which is also to prevent visual pollution because of the air conditioners under
the windows; d.) shutter systems with different adjustments regarding each
window type; e.) water purification systems; f.) smart lighting; g.) acoustic

quality; h.) technological equipment for energy saving.
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3. 7/24 security systems: a.) high-level security on site with visible-invisible
systems; b.) camera viewing screens; c.) alarm devices; d.) security walls

around the residences; e.) 24-hour security guards.

4. Landscapes designed by landscape architects: a.) the integration between
nature and gated housing units by the way of large terraces and gardens
designed as living flora; b.) water elements and ornamental pools; c.) recreation
areas; d.) urban furniture for recreation and resting; e.) no leftover spaces

between the building blocks.

5. Social facilities: a.) the social spaces functionally designed to support the
social activities; b.) privileges in residential sites to serve facilities in higher
standards; c.) an outdoor swimming pool of specified size; d.) tennis courts; e.)
running and walking tracks; f.) bicycle paths; g.) children’s playgrounds; h.)
sports areas of various sizes and numbers; i.) garage and parking lots; j.) indoor
social facilities in the basements of the housing or in different building masses:
indoor swimming pool, fitness center, Turkish bath, and sauna, etc.; k.) the

gastronomic facilities: cafes and restaurants; 1.) health services.

6. Materials and workmanship: a.) use of high-quality materials in applications;
b.) use of high-quality equipment in interior spaces; c.) the high-quality
workmanship.

7. Resistance for earthquakes (especially after the 1999 earthquake,
constructional problems were given more importance in Turkey, and the
housing projects were designed following the renewed earthquake
regulations): a.) strength of structures; b.) strength of ground with meticulous
ground studies; c.) ground improvement by the method called jet grout or by
piling under the columns in the foundation in case the floor does not have the

desired strength.

The privileges provided by the gated housing sites built with high quality are

determined by considering the concept of “luxury,” which is reflected in the size of

the rooms in the apartments in today’s housing projects as well as the furniture sizes

at a standard that will suit the preference of the upper- and middle-income group that

the project addresses. In residential examples where large rooms are preferred as status
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indicators, the remaining circulation area is aimed to make sense of the space with
elaborate decoration ideas. The fact that the dimensions of the space and the number
of rooms are also determining factors in luxury residences has enabled the variety of

apartment types in today’s housing settlements.

The complexity of the social environment is avoided by keeping the dimensions of the
space in family-oriented luxury housing settlements. In the projects prepared with 1+1
and 2+1 unit-types in many luxury housing settlements in Izmir, the price range is
increased, as sales are aimed at the elite class. Apart from the basic functions such as
living room, kitchen, bedrooms, bathroom, and washbasin-WC, alternative spaces
have also been created in luxury housing settlements. These are the spaces that contain
many technical and service-oriented functions such as parents’ bathroom, laundry
room, cellar, Turkish bath, ironing room. The parent bathroom, which continues to be
a common spatial property in all high-income projects as an indicator of the changing
lifestyle, has ceased to be a plus feature in the projects. Regarding the current
promotional strategies of the luxurious projects, it is the lifestyle, after all, that is
marketed and consumed as an integral part of the design package highlighting the high-

quality residential services and products.

In the luxury housing projects or the high-income residences today, the quality of the
materials and workmanship in the applications are among the primary architectural
qualities of the projects. In addition to space and space dimensions formed with the
concept of luxury in the flat and modern lifestyle, it is widely used in the systems that
provide in-flat technical service. With the technical structure, which is generally
expressed as smart building systems, the user can control the options related to his
apartment both at home and outside. The air conditioning infrastructure used as heating
and cooling systems is designed with the system planned during the construction
period, and an application that will ensure the balance in the unit according to the
climatic conditions, the quality and usefulness of the unit is provided. It is preferred to
prevent visual pollution because of the air conditioners under windows by choosing a
floor heating system in units. In today’s luxury housing type, with the preference of
windows up to the ground, the residential sites oriented to the view are planning to
increase their value. The applications supported by new shutter systems are planned

for comfort in the house with different applications according to each window type.
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The water purification systems are also among the preferred features in luxury housing

settlements.

Furthermore, in these settlements, the qualified landscape designs are planned in the
circulation areas between residential blocks. The gardens, which are imagined as living
flora, are supported with hard floors in the site, and there are no leftover spaces
between the building blocks. Activity areas are created with running tracks, bicycle
paths, children’s playgrounds, sports fields of various sizes and numbers, green areas
and circulation areas, as well as water elements used with ornamental pools, urban
furniture for recreation and sitting. On the other hand, the indoor social facility units,
which are one of the service areas where social activities of the sites are carried out,
are planned to serve by solving the space in the basements of the houses, sometimes
in different building masses. In these areas, there are functions such as an indoor
swimming pool, fitness center, Turkish bath and sauna. The gastronomic facilities such
as the cafes within the site are planned and designed during the project regarding the

capacity and demand, for they add attractive qualities to luxury indoor housing sites.

Although manifold categorizations and descriptions lead us to figure out the identity
of prestigious housing in Turkey, it is not the architectural qualities, income level, and
preferences of the users determining the point after which housing will be called
luxury, but the economic resources, conditions, and development priorities of the
country (Keles, 2020). Regarding the current promotional strategies of the luxurious
projects, it is the lifestyle, after all, that is marketed and consumed as an integral part
of the design package highlighting the high-quality residential services and products.
The luxury residences provide prestigious lifestyles to the users with a rich variety of
facilities as indicators of the users’ social and economic statuses (Ozgiiven, 2008).
However, the cultural, psychological, and physiological conditions of the users also
play determining roles in indoor environment quality (Fabi et al., 2012). Thus, Marcel
Schweiker (2010) assessed the impact of user behavior as that “the conscious or
unconscious movements of people to control the physical parameters of the built
environment are based on the comparison of their perceived environment with their
past experiences.” In this sense, living in prestigious residences and districts provides
psychological satisfaction for the inhabitants as well as providing a peaceful life in a

homogeneous society, even in the city-center, yet away from the crowds. The
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prestigious envelope has the power of manipulating the psychology of the high-income

user positively.

The criteria that determine the general characteristics of luxury gated housing projects
are listed in the following sections in detail with the categories of the cost, quality of
the indoor spaces and materials, size, comfort, security, strength and ground condition,

landscape design, and social status, as the most important layers of this typology.
2.3.1. Cost of Housing

The housing market can be affected by macroeconomic variables, spatial differences,
structural characteristics of the society, and environmental characteristics (Kim &
Park, 2005). Unlike other consumer goods, the housing market is unique because it
shows the properties of the structure, location and environment. In housing market
research, the perimeter and location value are analyzed by the hedonic pricing model,
which usually uses the multiple regression techniques in large data sets and requires a
picture based on micro-economic theory in the analysis (Zhang et al., 2005). Real
estate in most industrialized countries constitutes the largest component of household

wealth.

The costs of luxury residences may vary according to the type and characteristics of
the facilities offered to the user. The spatial sizes and comfort levels of the houses
planned in mass-housing production are among the important factors affecting the total
unit costs. Whether the units are in the level of luxury housing or social housing in
terms of the standards is important in terms of the change in total costs. Consequently,
the value of housing units has a major impact on consumption and saving opportunities

(Case et al., 2004).
2.3.2. The Quality of the Indoor and Materials

The indoor quality includes thermal, lighting and acoustic comfort conditions, the air
quality inside the building, other ergonomic conditions such as odor and ambient
vibrations and their effects on the user (Kim & Dear, 2012). While a quality indoor
improves the health of the users, the real estate value of the building increases, and the

occupant responsibility decreases.
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While increasing the quality of the indoor environment in buildings, attention should
be paid to energy saving. Users also play an active role in energy consumption in
buildings. As also stated earlier, Schweiker (2010) assessed the impact of user
behavior as the most important variable determining the perception of the physical
characteristics of the built environment. In other words, the cultural, psychological,
and physiological conditions of the users determine the perceived indoor quality (Fabi
et al., 2012). And at the end, the attempts of the users to improve the indoor

environment quality of the building cause an increase in the energy consumed.

In addition to being an integral element, the material also contributes to spaces in terms
of aesthetics and strength. Wood, stone, plaster, ceramic, glass, metal, plastic, etc.,
many materials have different textures. The material has become a medium for a
commercial image to respond to the preferences of certain social classes. The preferred
material is believed to be an indicator of identity, social status, and lifestyle. People
spend 90% of their lives indoors, and it has been determined that the pollution in closed
areas is 2 to 5 times more than the one in open areas (Hess-Kosa, 2011). In these
environments, besides indoor air quality, the factors such as temperature, light and

noise also have effects on the health, comfort, and productivity of the users.

The materials chosen in luxury houses are selected to have the best in comparison to
lower-income housing projects, in terms of both price and quality. It is possible to see
special designs on the floor, ceiling and walls, as well as different items such as special
wooden or steel stairs. Since the buildings where people spend most of their time are
residences, it is very important to design the houses as healthy and comfortable and to
ensure their maintenance during use. The comfortable and healthy living of the users
depends on the indoor quality of the building. Therefore, in the design and planning of
the buildings; attention should be paid to all parameters such as the location of the
building and external environmental conditions (sunbathing, wind, noise, etc.), user
profile and preferences, interior materials, thermal comfort, indoor air quality,

acoustics and lighting comfort, and building function.

The built-in kitchen appliances are also used in the kitchens of this housing typology.
The walls and windows are insulated from heat, moisture and sound. Luxury
residences are designed to make maximum use of daylight. When daylight is used

correctly and appropriately, effective natural lighting that enables building users to
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perform their actions easily and efficiently in a comfortable field of view is designed.
Sufficient and appropriate daylight for illuminating the interior volume should not only
ensure that the users see the environment comfortably, but also ensure that their actions
are carried out efficiently and effectively without any fatigue and visual disturbance

(Fontoynont, 2002).
2.3.3. Size of the Residence in Square Meters

Since 1984, the Housing Development Administration of Turkey is engaged in
providing residential mortgage loans, has led Emlakbank, Vakifbank and Pamukbank
through the period of 1984-1990, with more than 250,000 residential financings. In
determining the credit limit opened at that time, the size of the house was taken as the
only criterion, regardless of whether the individual requesting the loan has the financial
power to repay the loan. Therefore, the size is a mirror of the income level of its

inhabitants, as well, while it also shapes the living manners.

The lifestyle, demographic structure, and income level of the families, in other words,
determine the size of the house. While some families prefer very large volumes in
terms of square meters, others may prefer smaller houses. As also mentioned earlier,
according to the official definition, residences larger than 100 square meters are
considered as luxury residences due to the increase in the number and size of the rooms
(Keles, 2020). They are generally built as sites or blocks which cover 10,000-40,000
square meters in size and are built to accommodate several blocks and hundreds of
apartments. As can be understood from the mass-housing cases examined in this thesis,

the size of the houses varies according to the projects.
2.3.4. Comfort Provided by the Residence

Today, luxury residences offer a wide variety of comfort conditions to their users
compared to social residences. Specially designed large gardens and pools give the
user a feeling of relaxation and getting away from the stress of daily life. Social
facilities, garages, parking lot services, walking tracks and sports areas are some of the
other advantages that luxury residences have unlike social residences. All of them are
provided to ensure comfort based on the social and psychological wellness of the

inhabitants.
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The indoor comfort, on the other hand, is provided by the thermal and climatic
conditions; artificial lighting facilities increasing the feasibility of space; functional
furniture designs; smart technologies supporting the remote control of the indoor
services; and aesthetic effects stemming from the use of decorations, special textures,
and lighting. As a feeling related to the psychological status of the user, the comfort
also depends on trust and confidence: feeling oneself safe in a building in
constructional respect, and secure in the settlement refers to the other sources of

comfort.
2.3.5. Security

One of the aspects that distinguish today’s luxury gated residences from social ones is
the issue of security, which is mainly provided by the former’s “gated”’ness. High-level
security is mainly based on the visible and invisible security systems, camera viewing
screens and alarm devices used in luxury settlements. For this reason, some of the
luxury residences are now produced as smart residences. In smart residences, if a
stranger wants to enter the house, s/he is immediately seen through the camera system;
the alarm system starts to work, and thus, the necessary intervention can be made
immediately. Great attention is paid to the external security measures in luxury
residences. The security walls are built around some residences, and 24-hour security

guards are employed. In this way, the maximum security of the housing is provided.

With these features, it is a common idea to explain the emergence of secure sites with
the new-liberal transformations since the 1980s (Genis, 2009). In this process, the
homogenous groups have tended to retreat to secure sites to gather under the umbrella
of a “produced” identity that isolates themselves from the rest of the society, in other
words, from the “rest of the city.” The real estate and construction markets, realizing
this, have started to produce residential areas that will appeal to this consumer segment.
As a result of this initiative, the secure sites within the free market dynamics with the
promotion of the “lifestyle” have been marketed to wealthy groups, therefore, a
consumer mass has also been created specifically for this purpose (Ozgiir, 2006).
Therefore, the notion of security per se refers to the emergence of segregated

communities, which have been organized under the effects of the consumption culture.
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2.3.6. The Strength and Ground Condition of the Residence

Another feature that distinguishes luxury residences from social residences is that
during the construction of these residences, the strength of both the structure and the
ground is taken as a basis. Especially after the 17 August 1999 earthquake, this issue
has been given more importance, and the housing projects were designed under the
renewed earthquake regulations; ground studies were conducted before they were
built. And in the Izmir scale, after the recent great earthquake of Izmir, on 30 October
2020, the safety based on the earthquake resistance of the buildings began to be
considered a lot in the new residential sites as well as being referred to in the

advertisements of the related luxury mass-housing projects.

In case the floor does not have the desired strength, the ground improvement method
called “jet grout” is used, or the solid ground is reached by piling under the columns
in the foundation. Although these processes are necessary to obtain stable structures,
it increases the construction cost significantly. Therefore, due to the high cost it brings,
it is not common to implement such transactions in social housing projects that appeal

to the middle and lower-income groups.
2.3.7. Landscape Design

Landscape arrangements are one of the most preferred features in luxury residences.
It has been determined that the dwellings with landscaping offer a healthier and
psychological atmosphere for the inhabitants (Suher et al., 1989). Today’s prestigious
mass-housing projects are produced within a defined landscape area. However, more
attention is paid to the attractiveness of the landscape design in luxury housing than
the ones in social housing. The landscape designs in various viewing capacities have
peaceful effects on people living in those residences. These landscape designs in
luxury residences are made by the landscape architects in the construction process, and
various landscape examples are applied to decorate luxury residences. Innovations and
special designs in the landscape increase the value of the housing and its surroundings;
thus, they also increase the prestige of the families living in those projects (Ozgiiven,

2008).

For a healthy and livable living environment, the housing and its environment should

be considered as a whole. This can be achieved by giving the necessary importance to
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non-residential design as well as to interior design. Non-residential spaces should be a
continuation of life in the housing. In an ideal housing block, there should be places
where residents can use, share, and interact with each other (Stiatag, 2006). Necessary
structures and equipment in a mass-housing settlement are made according to certain
standards. The school area, shopping area, administrative areas, social and cultural
facility areas, playgrounds, green areas, sports and recreation areas, health areas in
collective housing units are the spaces that should be planned according to the size of

the population living in those collective housing units (Beycan, 2004).
The outdoor design principles in mass-housing areas can be summarized as follows:

- The outdoor sport-fields gain different dimensions according to the type of
sport. If there are open sports areas, they are integrated with the park. In this
way, the contribution to the users increases by adding an extra facility to the
function of the park. The outdoor sports areas are important because they have
a socio-cultural value that enables people to come together in collective

housing settlements (Bakan & Konuk, 1987).

- The children’s playgrounds are the areas that meet the needs of children for
having clean air, where children can play and develop social relations. These
playgrounds should be designed away from vehicle traffic. At the same time,
they should be considered as a recreational space where family members also

come together (Bakan & Konuk, 1987).

- Green spaces are another factor that should be given importance in outdoor
design. The green elements protect against the negative effects of wind and sun
as well as providing many functions such as viewing, leaning, climbing, and
sitting. In addition, it can be used as an entrance marker, defining the boundary
and height of the space, creating traces and continuity on pedestrian paths, and
as a limiting element in outdoor spaces (Bakan & Konuk, 1987). In the
placement of mass-housing blocks, the existing vegetation should be
considered as a tool and the topsoil should be protected during the construction
of the housing (Ozdemir, 2006). The design and size of the green spaces in

public housing areas should be calculated taking into account the number of
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people living in the housing units. According to the regulations in Turkey, the

green area per person must be at least 10 square meters (Beycan, 2004).

- The roads and pedestrian paths must be comfortable and safe for
transportation within the mass-housing area because the elements that connect
the mass-housing blocks and all the facilities and provide circulation are the
roads and paths. The pedestrian and motor-vehicle roads should be designed in
separate ways (Bekdemir, 2003). The pedestrian paths should be regulated by
taking precautions against obstructions that force pedestrians and restrict
movements such as slope, bad weather conditions, lack of connection, and

deviations on the roads (Bakan & Konuk, 1987).

- The parking lots are designed and sized areas for the parking of vehicles. The
car parks are one of these areas that need the most attention in mass-housing
applications. They must be in numbers and positions to meet the needs of mass-

housing inhabitants (Beycan, 2004).
2.3.8. Having a Residence in a “Prestigious” Area

People who own luxury housing generally consist of high-income and well-off people.
For this reason, these people want to live in the so-called “prestigious” areas and
districts of the city. As already stated, living in prestigious housing may result in
psychological wellness for the inhabitants by ensuring social-status-based satisfaction
and peaceful life, in the city center, away from the heterogenous crowds. In line with
these criteria, the effects of “luxury” on the production of the gated mass-housing
projects, combined with marketing and sale strategies, have improved the formation
of branded residences. In addition to the architectural features that come to the fore in
the branded luxury residences, the luxury brand ensures the categorization of the target

housing-buyer in terms of the social features.

The criteria determining the social characteristics of luxury gated-housing sites are

listed as follows:
- Social communication via the lifestyle offered and in demand,

- Income level of homeowners,
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- Cultural potential level associated with the lifestyle owned,
- Professional groups of homeowners,
- Family type and the number of individuals.

These social features of luxury residences help shape the sales and marketing strategies
of the branded housing sites with the new housing production model. In this way, the
right marketing steps for the target customer group are determined by luxury
residences of which inhabitants’ income level and social characteristics are also
determined. Therefore, housing projects and companies that have become brands with

targeted sales and positive returns continue to invest and transform the sector.
2.4. Concluding Remarks

Housing, which has been the equivalent of the need for shelter since its emergence,
has gained different dimensions with the evolution of social life over time. Today, it
is more than just a need for shelter. Although the need for housing for the masses
emerged in societies before the industrial revolution, the concept of mass-housing,
unlike this situation, is a concept that emerged after industrialization and Modern
urbanization and aimed at solving the problem of housing deficit. Mass-housing,
which we encounter as a constant consumption norm after Modernization, is often
confused with social housing, which, in the western use of the term, refers to a form

of collective housing for the low-income group implemented by the hand of the state.

Mass construction of the housing unit does not appear as a situation only for the low-
income group. In fact, as a result of the habits shaped by the consumption culture,
mass-housing also turns into an expression of belonging to a prestigious class and
appeals to the high-income groups. Whether it is an ordinary project designed for a
single user or large projects that shape a greater part of the city, such as mass housing
or social housing; the main consideration is always to establish a residential identity.
In addition to the typologies, qualities, structural solutions, affordability problems, and
urban ideas, social interactions and the concept of consumption constantly shape the
identity of housing projects, and, in turn, are shaped by those constantly transforming
housing identities. The role of the consumer society should also be examined in this

constant, reflexive transformation.
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The economic, social, and cultural codes shaping the reflexes can be read through the
tendencies observed in luxury-housing promotions. For example, the economic
identity of the high-income apartments produced until the enactment of the Mass
Housing Law in 1984 can be seen by different means such as the materials, facade
design, and relationship between the building and street/landscape. After the
enactment of the mentioned Law, however, since the architectural typology has been
changed radically from the apartments with no more than five-stories to the apartment
blocks and towers with at least eight-stories—and thus, since the latter examples have
addressed a larger group of inhabitants—the means representing the economic identity
has also increased in number. The mass-housing promotions and advertisements, in
this regard, were added into the scheme as the new indicator of the economic statuses
of inhabitants. Therefore, by examining the housing advertisements today, one can
easily comprehend the current tendencies toward the so-called “prestigious” housing

in Izmir as well as the consumerist dispositions of the society producing this identity.

The accelerating trend in the consumption of “prestige” requires a systematic
examination by referring to relationships between the literature of consumption and
housing. This is essential for understanding not only the transformation of housing but
also the transformation of the concept of “prestige.” Therefore, in the next Chapter,
the emergence of consumer society and the concept of consumption regarding

architectural and residential perspectives were undertaken.
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CHAPTER 3
CONSUMPTION IN ARCHITECTURE

“Home” is always a private and comfortable space for the individual and forms an
integral part of his life. In recent years, housing companies have been developing new
messages to move people’s expectations from the concept of home further beyond its
basic meaning, to differentiate people’s social relations and make their instant
pleasures permanent by adding new layers to its meaning. In this context, housing
companies, now, go beyond the residential function and design for social meaning,
too. In the advertising campaigns organized by housing companies, “home” is
accepted as an indicator of identity and status and becomes the most prominent tool
by which the individual can display his/her social status and indicate his/her social and

economic power with wide recognition.

Ideal lifestyles provided by housing companies, as one of the important components
of the consumption culture, are symbolized and mythicized to the consumer through
advertisements, supported by various metaphors, and the concept of an ideal home is
redefined. Imaginary concepts that will reestablish the lost peace, complete the missing
life, give a new identity, and guarantee the environmental and social life are suggested.
Some concepts promise an ideal lifestyle with attractive slogans such as “a privileged
life in the center of Izmir” (Allsancak, 2021), “a prestigious living in the center of life”
(Avcilar Prestige, 2021), “the new fashion of the city” (Dasif Konsept Gediz, 2021),
“compatible with nature” (Folkart Incity, 2021), and “the place you want to be”
(Mahall Bomonti, 2021).

It cannot be denied that advertisements put a lot of pressure on modern individuals and
lead the consumers to a feeling of being trapped to meet their demands. At this point,
advertisement is one of the most important cultural and social tools that shape the lives
of modern consumers. It is inevitable for advertisements to appear in the process of
choosing a product/service and making a decision, to lead the consumer. Furthermore,
most of the time, consumers may prefer to buy a product/service by thrusting in the

advertisement, and therefore, when there is not a powerful promotion for that
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product/service, they may give up buying. Regarding this importance, in some cases,

an advertisement may even go beyond the very product/service per se.

Within this framework, as the most intensely and frequently applied building typology
in architecture, mass-housing—both as a product and service—and its advertisement
identify a dynamic spine in modern consumer society. In Chapter 3 titled
“Consumption in Architecture,” therefore, I tried to examine how modern consumer
society was formed, and what the modern consumption trends can be, in the first place.
On the other hand, by referring to the main discussion axes in the literature review, in
the following parts, I divided the areas of consumption basically and undertook the
subject in three main axes: economic, sociological, and psychological. At the end of
the Chapter, I pointed out the coincidental yet meaningful integration of the concept
of “Prestige” with its initial, as the fifth P, and suggested it to be added to the 4Ps of
the concepts of Product, Price, Promotion, and Place—which refers to a recognized

four-stage classification technique, also known as “marketing mix.”
3.1. Perspectives to Consumption

Consumption as the very seminal concept shaping the “dynamics in human history”
(Bocock, 1993) has resulted in not only quantitative but also qualitative changes.
However, modern society generally has negative connotations, which may be
associated with the adverse perspectives of the capitalist dynamics of Modernization
leading to the consumption of identities at the end of the twentieth century. Basically,
in the dictionary definition, the word “consumption” corresponds to “the act or process

2 ¢

of consuming,” “use by or exposure to a particular group or audience,” and “use of
something” (Merriam-Webster, 2021). Nevertheless, as referring to the societal
mechanisms, its definition has complex layers: the consumption phenomenon is
explained as an effect that initiates production to meet the needs of the society in the
traditional sense, and also defined as an outcome in which the consuming individuals

are guided by its economic, sociological, and psychological effects (Zukin & Maguire,

2004; Featherstone, 2007).

Guy Debord (2002), in his prominent The Society of the Spectacle (1967) states that
consumption becomes a “lifestyle” in our age. It subjugates both individuals and

societies with its own rules and orientates individuals. Consumption has been in the
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process of transformation into a “show” day by day. Individuals, who are as if the
captives of the modern world, think that they can reach happiness by simply
consuming more and more in an ever-transforming mechanism providing them the
ability to choose (Slater, 1997). However, in the current situation, it is very hard to
explain the increase in consumption by only referring to the basic characteristics of the
act of consuming per se; consumption is more than the sum of its components with its

newly introduced symbolic identities.

In this respect, known for his studies on consumption and consumer society, Jean
Baudrillard (1970) defines the consumption pattern of the new form of society as a
universal and consistent system of indicators created by certain rules and codes, of
which aims are not related to providing basic needs of individuals through goods and
services. In this system, needs and desires leave their places to social values and
classifications. This kind of reading leads us to the symbolical renditions of the
concept, and the metaphorical integrations of the lifestyles with the commodities. It
points out the current associations between the living manners and the values of the
used products, which, in turn, may transform the very “living manner” and even the

“taste” into a “commodity” (Bourdieu, 1984).

In a similar perspective, Robert Bocock (1993) defines consumption not only as a
utility process but as a socio-cultural value process in which signs and symbols are
also involved. Consumption emerges as a psychological, social, cultural, and economic
reason, or a result of these reasons that support the development of the individual’s
sense of self in an individualization process (Bauman, 2010). Symbolic meanings,
again, are attributed to consumption objects. While the consumption objects contribute
to the formation of social classes with the benefits that they provide for the fulfillment
of the needs and desires, they also serve as an indicator in the establishment of
interactions between individuals by both the “idea” and “act” of consuming
(Baudrillard, 1970). Henri Lefebvre (1971) considers consumption as both a concrete
and an abstract term. There are no clear lines between these conceptions but
boundaries, which are crossed in most normal cases. The indicators cover goods. In

this context, consumption is explained as the consumption of the “indicators of goods.”

On the other hand, Alan Warde (1991) identifies consumption with “communication”

between individuals, “participation” in social classes, and “socialization” concepts; it

48



becomes a tool for these procedures. In a similar sense, consumption can also be read
with the concept of “entertainment” (Yirtict, 2005); thus, it turns into an entertainment
opportunity by which free time is spent. Among the most important dynamics of this
transformation, we may mention consumption tools and consumption centers.
Consumption centers do not only contain places where needs can be met, but also
include many entertainment venues, allowing the concepts of consumption and
entertainment to be mixed, and therefore, consumption is perceived as an act of
spending leisure time. According to Philip Kotler & Kevin Lane Keller (2006), socio-
cultural and personal factors in the formation of consumer identity influence and
orientate people by their psychological interactions in the decision-making phase, and
even, in buying and consuming procedures. Consumption, in this sense, emerges as an
idea and action adopted by individuals in all areas of life (Baudrillard, 1970); hence,
there have been historical, social, cultural, economic, and political events, and their

consequences having connections with the dynamics of consumerism.

Recently, the desire to consume has become the biggest aim of societies, and especially
the high-income groups of the society live by consuming rather than producing. Every
individual in the other income groups works hard to reach the consumption object or
phenomenon, which turns into the object of desire in a general sense, and when s/he
reaches what s/he wants, s/he gets pleasure from this achievement. This pleasure is a
dominant effect in the lives of individuals of the consumer society, and its power helps
this society maintain its life by accelerating the consumption-oriented aspects, which
is defined as popular culture (Cosgun, 2012). Popular culture or the “popularized”
consumption culture is systematized, spreads further geographically by the social
dynamics of globalization, and changes the living manners in urban environments by
the hands of architecture; thus, architecture is transformed into a tool to transform the
cities by the rules of the systematized consumption (Akbalik, 2004). In this sense,
architecture per se turns into a commodity, a product, and forms an attractive identity

serving the consumption culture in the urban environment.

The social structure formed by all changes and transformations is considered by social
theoreticians as a consumer society. Individuals of the consumer society are not only
able to meet their needs but also to be adopted by the society, to participate in upper
social classes, to spend their free time, to have fun, to relax, etc. The activities

themselves are consumed in forming the individuals’ identities as the symbolical
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indicators of being members of this society. Thus, the concept of consumption has
moved away from its main function in the society it has created and meets the meaning

of consumption of signs, symbols, places, commodities, and facts (Bocock, 1993).

In the process of transformation, consumption becomes dressed in different layers. For
example, the concept of “visual consumption” emerges with the changes in all areas
affecting the society in aesthetic respect, and in this way, socio-cultural values, as well
as the daily life activities, are also transformed accordingly (Ozdemir & Ding Kalayci,
2019). Visual consumption spreads with the consumption of the indicator values of the
society. The widespread understanding of visual consumption can be shown as the
reason for the recent increase in the number of consumption places—that is, where
products or services can be purchased. To provide sustainability in consumption and
its places, advertisements are designed specifically, in the consumption society. In this
way, it is desired to awaken the desire to consume in the society with advertisements,
signs and symbols. In lifestyles where the act of consuming is at the focus, changes
also occur in the spaces that ensure the sustainability of communal life. The new
lifestyles that have been adopted cause an increase in interest and demand for spaces

that are more attractive, interesting and have many functions.

Everything in our time is determined by consumption relations (Biilbiil, 2010).
Architecture has also started to become an object of consumption, which is defined by
contemporary consumption standards. While questioning the effects of these changes
and transformations on architecture, the question by Hakki Yirtici (2004) comes to
mind, “Architecture that feels obliged to be useful by serving society, blending
functional and aesthetics throughout history, trying to represent the good and the right,
does it turn into a simple fashion follow in the consumer society?””® Recognizing that
architecture always serves as a tool to represent the social and cultural dynamics of the
society, the answer should also be “yes” to this question: to understand different phases
and reflexes of the consumer society, one can observe the architectural reflections

which majorly cover the residential use.

> The original expression in Turkish is as follows: “Kendisini tarih boyunca topluma hizmet
etmekle, islevsel ve estetigi harmanlayarak faydali olmak zorunda hisseden, iyi giizel ve dogru olani
temsil etmeye ¢alisan mimarlik, tiiketim toplumu i¢inde basit bir moda takibine mi doniismektedir?”’
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3.2. The Creation of the Consumer Society

Social life and social structure are formed according to the current situation of the
consumer society. The prevailing way of thinking in this society has become
determinant in the behaviors of human groups. Consumption, which was a very
dominant social dynamic in the 20th century, affected the lifestyles of people deeply.
The formation of the concept of the “consumer society”” shows that it means more than
a concept as the main aspect influencing the period. The concept has led the
production, consumption patterns, lifestyles, and structures to be organized
systematically during the century. All this was done on a mass basis. The formation of
the meaning of mass society is a part of the fact that everything is massive in the sense

of consumption.

Baudrillard (1995) draws attention to the massiveness of consumption by denoting as
follows: “We get pleasure for ourselves, but we are never alone while consuming
[...].” Consumption is composed of its tools organized faithfully to consume mass-
produced products and ensure maximum consumption by orienting the society to the
related consumption areas. In other words, consumption creates its society to consume;
and it has been doing that almost for a century. In the 19th century, thus, a new
economic and social structure emerged with industrialization. Therefore, the turn of
the century witnessed the emergence of the industrial society formed by the new
commodities, materials, techniques, technologies, systems, and mechanisms as well as
the introduction of the concept of consumption. By the effect of globalism, it gained
power through the 20th century, and the end of this period was reshaped by the
discussions of the “post-industrial” society. Today, it can also be argued whether every
society with the characteristics of a consumer society has experienced
industrialization, but the emergence of the concept of “consumption society” begins

with industrialization and continues in post-industrial societies (Featherstone, 2007).

With industrialization, a new city structure has emerged that differs from traditional
cities. Max Weber (1966), in his book The City, questioned the reasons for the intense
population increase in cities and concluded that the factors of this process were
fundamentally the forces that gained importance with the economic and industrial
revolution. Between 1850 and 1900, the population of European and North American

cities increased almost twice with the flow of the working class to the cities, and the
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need to restructure insufficient infrastructure and eliminate the housing deficit
emerged. When the commonly accepted methods were insufficient to compensate for
the lack efficiently, smoothly and in a short time, the mechanized and standardized

understanding of mass-production shaped the new metropolis (Weber, 1966).

Metropolis has become the focal point of consumption as well as production in a
continuous structuring process. Weber (1966) emphasizes that the city has become a
consumer in itself, and summarizes this situation as follows: “The city itself was
emerging as a most desirable consumer. Instrumented by the credit arrangements of
modern industry one generation could build what later generations paid for, the city
was a monster with an endless appetite for anything that fertile imaginations could
dream of supplying.” This is the way of sustaining the city as a consumer. At the same
time, communities that concentrate in cities for production also become important
consumers. Increasing population adds new values to mass production: “For if one
only made a penny an item profit but captured the urban millions, he became a
millionaire” (Weber, 1966). With modernization, the speed of social change has
increased, the fields of change have expanded, and modern institutions that have not
been seen before such as mass production, the commodification of product and labor
have emerged (Giddens, 1992). The new social and economic characteristics of the
metropolitan city pave the way of sustaining itself, again, with the help of massive

consumption.

Since the mid-20th century, although production has continued to be effective in
economic respect, the service-based economy has accelerated, and besides the concept
of globalization, privatization has also emerged as a rising value (Ritzer, 2007). This
situation points to a new stage of in-society or inter-communal structuring in which
both culture and consumption play more important roles (Castells, 1998). Today, the
stage is reserved for the transformed modern, or the terms pointing to the end of the

Modern period, such as “post-industrial,” “post-capitalist,” and “post-modern.”

Modernization has given individuals the task of redefining themselves by breaking
away from their traditional identities, and by contributing to production as a new
identity. However, while industrial employment shrinks with the developing
technology, the long-term guaranteed and even inherited jobs have gradually

decreased by the acceleration of change in the field of production, and the increase in
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productivity. Individuals have inevitably been unable to be defined by their works, as
Zygmunt Bauman (2010) also asserted, “The role once performed by work in linking
together individual motives, social integration and systemic reproduction, has now
been assigned to consumer activity.” Therefore, a “consumer society” phenomenon
has emerged since the mid-20th century, accepting the existence of a social change,
where individuals do not define themselves with what they produce, but what they

consume.
3.3. Basic Consumption Axes

The effects of consumption on housing identity questioned by this dissertation go
beyond just creating a space in the physical sense and demonstrates to us that the aim
is to have an important place in the consumer society with the identity of housing. The
identity of inhabitant is substituted by the identity of his/her housing; in other words,
the identity of housing is evaluated as a reflection of its user in consumer society—the
“inhabitant” has transformed into the “user” and/or “consumer,” in this consumption-

based perception.

In the production of spaces, phenomena such as design language and the concept of
spatial identity are sometimes used as part of marketing strategies to determine
consumer trends. In the space production processes, architectural identity concepts and
definitions are used by different specialties and actors, in some cases to determine
consumer trends, as a part of marketing strategies, and in some cases as a status
indicator of the consumer. It is necessary to distinguish between these aspects
influencing the process to reveal the effect and potential of the architectural production
involved in the process. In this dissertation, these perspectives are not considered as
disciplines that are independent of each other, but as fields that overlap with each other.
They are the mainstays of the society, and thus, interlink it with the context of the

99 ¢¢

zeitgeist: they are the “economic,” “sociological” and “psychological” aspects (Zukin

& Maguire, 2004).
3.3.1. Economic Perspective

The first perspective is related to the economic structure of the consumer society. At
the beginning of the 20th century, it was argued that capitalist production, with the

support of the scientific method and Fordism, created new markets, and directed
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producers through advertising and media to be transformed into consumers
(Featherstone, 2007). The importance of Fordism stems from the fact that it encourages
consumption as well as mass production. The earnings in return for production are
adjusted to be sufficient for the consumption of the same products (Zeytinoglu, 2003).
It is claimed that the instrumental approach used in the field of production is also used
to create new consumption areas and to create new consumer profiles. Max
Horkheimer and Theodor W. Adorno (1982), Herbert Marcuse (1991), and Lefebvre
(1991) emphasize that consumption is produced especially through mass media and
advertising. In advertisements, information about what purpose the products are used
for is conveyed to the user. However, at the same time, the products are marketed with
the second kind of cultural and social meanings such as being young or old, modern
or traditional, in other words, symbolic meanings, with the associations of form,
identity, and period (Berger, 2008). At this point, it is necessary to focus on the
versatile communication of a designed product with the user. The product is not only
used in line with the needs but also consumed by the symbolic meanings beyond

meeting the basic needs, for example, by the way the individuals express themselves.

In economic terminology, “exchange value” and even “symbolic value” gain weight
against “use value” (Berman, 1988). The concepts of exchange value and use-value
are the basic categories used by Marxism in analyzing the basic structural problems of
capitalist society in the critique of political economy (Gegeoglu, 2014). These
concepts explain the nature of the product being transformed into a commodity.
Exchange value converts a product into a phenomenon that can be bought and sold
rather than only being used. Symbolic value can be explained as the products gain
alternative meanings beyond their use-values. The concepts of “abundance” and
“waste” come to the fore in the consumerist environment (Baudrillard, 1970). The
concept of use is replaced by the concept of consumption, and the user is transformed
into the consumer, as already mentioned. Under the name of diversity and freedom of
choice, more products with different qualities are offered for consumption in a rivalry
with each other (Munari, 2008). The consumer has freedom of choice in deciding what

to consume, though it cannot be claimed that s/he is so free to choose not to consume.

The service life of the products and even the number of usage fields increases, but due
to the instantaneous, short-term consumption understanding, the consumption life

decreases. They can be more permanent and used for a long time, but they are
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consumed as a salable product as they become disreputable over time. The concepts
such as durability and permanence are now used only to attribute attractiveness to the
product (Kiigiikerman, 1997). At this point, the built environment gets one of the
biggest blows. Because throwing a toothbrush before the end of its life is acceptable

to a certain extent. However, it is not possible to say the same for the built environment.

The situation is particularly critical when considered in conjunction with urbanization.
In cities, the rent-oriented urban projects for the reproduction of capital—in which
social needs are ignored—and urban expansion and transformation processes required
by these projects become the main assets of urban development. The concepts such as
competitiveness, being attractive for investment, brand cities, urban marketing and
gentrification have been emerging in spatial production processes (Boyer, 1996; Ulkii,
2010). Undoubtedly, the aforementioned concepts such as consumption, consumer
society, and capitalism are not considered separate from urban politics and ideology,
as critical approaches always treat the facts with a political stance. However, the effects
of the discussed economic concepts in various strata of the society, by referring to
different disciplines, are omitted in the current study as they extend beyond the limits

of the scope of the thesis.
3.3.2. Sociological Perspective

The second perspective on consumption culture examines the phenomenon
sociologically. “Production lines, factories, huge offices of the service sector wanted
a large number of people at certain times and in batches. The transformation of
production from commodity production to knowledge production, distribution and sale
in the post-industrial era has eliminated this necessity”® (Sancar, 1997). Habitual needs
have been replaced by variable preferences. Therefore, it is emphasized that
individuals’ positioning and identity formation in society is largely related to

consumption habits.

The concept of “identity” comes to the fore and the identity of the individual is

determined according to the products s/he consumes. Therefore, the individual can

% The original expression in Turkish is as follows: “Uretim bantlari, fabrikalar, hizmet
sektoriiniin devasa ofisleri ¢ok sayida insani belirli saatlerde ve toplu olarak istiyordu. Bu zorunlulugu,
endiistri sonrasi donemde {iretimin meta liretiminden bilgi tiretimi, dagilimi ve satigina doniismesi
ortadan kaldirdi.”
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take on different identities at the same time and acquire new identities in a short time
(Beck & Beck-Gernsheim, 2002). In a society where individuals are defined by what
they consume, consumption habits and forms turn into status indicators. Consumer
products serve as a “social stigma” beyond meeting the needs. Status symbols are

marketed with the promise of “being designed” to serve an identity for the individual.

Architecture plays an important role in determining these identities and has a
distinguished role in terms of manifesting the income, tastes, and preferences of the
consumer. Architecture is a tool that explains how high the taste and appreciation of
the person who builds and buys the building is, and at the same time, implicitly
underlines the economic differences (Zeytinoglu, 2003). Especially the neighborhood
(in urban scale), building (in architectural scale), and decoration (in interior design
scale) preferences have turned into status indicators of inhabitants. Having special and
attractive qualities in all these scales results in a perception of privilege. It can also be
exemplified that the gated communities are not only the places providing “security”
with its “gated” quality, but also “privilege” with the same quality showing the rest of
the society that these inhabitants cannot be reached, and the settlement cannot be

accessed easily (Siier & Sayar, 2002).

At the same time, spatial components of the gated sites appear as status indicators, too.
Especially easily replaceable parts such as the built-in and/or smart kitchen and
bathroom appliances are consumed before their service life is filled. Architectural
concepts and products developed to make life comfortable are consumed as a means
of “prestige.” This situation may be neatly described by the following words: “What
does money matter, as long as the bathroom looks like it came out of the spaceship,
there is a sauna and jacuzzi on the terrace, the bedroom looks weirdly hi-tech”’
(Sancar, 1997). Therefore, the logic behind this consumption can also be questioned

for it seems that, in such cases, the function is ignored for the sake of prestige.

This is particularly evident in social groups striving to gain status. In advertisements
addressed to lower-income groups, it is mentioned that the marketed product will
completely change the person. For instance, in advertisements for the middle class, the

new general atmosphere to be created by the products is emphasized particularly

7 The original expression in Turkish is as follows: “Paranin ne dnemi var yeter ki banyo uzay
gemisinden ¢ikmig gibi dursun, terasta sauna ve jakuzi olsun, yatak odasi acayip hi-tech goriinsiin.”
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(Berger, 2008). However, the fact that products with status signs become cheaper and
accessible over time turns into a “status distinction game” with the efforts of relatively
higher social groups to seek new products to maintain or increase the distance between

the income groups (Featherstone, 2007).

Pierre Bourdieu (1984) interprets the phenomenon of obtaining social status by
consuming, especially regarding designers and architects. In socio-economic terms,
architects, designers, advertisers, etc. remain below a certain income level, but their
tastes and approaches of seeking alternatives constantly for consumption separate them
from the rest of the society. In other words, they open the doors to new and different
places, products and lifestyles for the rest of the society. Attractive lives and spaces
are marketed, and mass production determines the characteristics of the new living
spaces. In this sense, apartments defined as “loft” that we frequently encounter today
are good examples to understand the subject. As a result of moving the ports, industrial
enterprises, and warehouses to the periphery of the city, all ports and heavy industrial
structures functioned with different purposes in the last quarter. Space, high ceilings,
large windows, bare architectural elements, and their innate industrial identity have
been used especially by designers and artists for creating office and residential
environments. Being the product of a marginal residence culture, these examples
aroused interest as the new cultural, urban and architectural phenomena, at the end of
the century (Field & Irving, 1999). Differentiating with their spatial character and
atmosphere, the lofts became the symbol of bohemian life, and in a short time, attracted
the attention of society. Increased attention was eventually bought by the high-profile

city inhabitants at extremely high prices.

This example also points to a phenomenon that can be called the “stylization” of
architectural concepts. If the spaces are “stylized,” they can gain symbolic meanings
to refer to and reflect the identity and social status of the consumer more easily.
Without functioning the old, original industrial spaces, but by building a new space
totally from scratch, any space decorated in a “brutalist style,” for example, with high
ceilings can be marketed as “loft,” which shows us the decontextualization of the
spatial concept in Anthony Giddens’ (1992) sense. Even though their context is
broken, the spaces must have distinctive and attractive styles as consumer products:
“For example, dichotomies such as terrace roof-inclined roof, vertical window-band

window are used as positioning signs and labels, forgetting the reasons for their
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occurrence™® (Bilgin, 1996). However, it should also be noticed that there is an
intentionally and detailly designed promotional process toward consumption behind
each of these “ideas” and “acts” (Baudrillard, 1970) that have been thought, designed,
and tested. In a sense, therefore, architectural concepts and definitions produced to

promote consumption are also consumed in this way.
3.3.3. Psychological Perspective

The third point of view is the psychological domain that examines consumption as the
individual’s source of pleasure. Meaningless and monotonous working hours are
balanced with a future imagined by the way advertisements. While individuals produce
by working, they dream of the moment they will consume. The individual, who is
surrounded by various products, is identified with the products that s/he attaches some
meanings emotionally. The qualities attributed to the products turn into the qualities

of the consumer’s spiritual life.

Identification of the individual with the object s/he owns is not only a feature of
consumer society, but it also points to a very fundamental phenomenon in essence.
Sigmund Freud (1938) also summarizes this phenomenon in his book Totem and
Taboo: accordingly, individuals tend to identify themselves with objects. This trend is
generally observed in two basic ways. The first is to have the object by having the
representation of an object or a part of it, and the second is the belief of controlling the
situation itself by realizing the representation of a situation (Freud, 1938). The above
very basic form of behavior shows itself today in relation with objects. However, in
consumer societies, this phenomenon has become massive and manipulative
(Baudrillard, 1970). In this kind of society, being happy is presented as being attractive
to others or being envied by others (Berger, 2008). To be attractive in the eyes of
others, it is necessary to have attractive products; therefore, happiness spreads through
consumption. The message is given through mass media that one can be more
attractive by owning the products. Characterizing a product as “attractive” actually

attributes attraction to its consumer (Kiigiikerman, 1997).

8 The original expression in Turkish is as follows: “Ornegin teras cati—egik ¢at1, dikey pencere-
bant pencere... gibi ikilikler ortaya ¢ikig nedenleri unutularak, pozisyon alma isaretleri, etiketleri
olarak.”
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This situation stands out in the field of architecture, too. Advertisements and
promotional brochures manifesting the attractiveness of the projects are frequently
encountered. Spaces evoke attractive associations by the way of “decorative” objects,
building elements, etc., and they are transformed into fetishes completely detached
from the context and function. For the sake of increasing the attractive qualities of
space, especially in terms of the materialistic tendencies towards luxury consumption,
the inhabitants ignore the functional qualities of the architectural design of those

spaces and content themselves with spaces having style yet not comfort.

“Fetishism,” in this framework, can be defined as “the interest in surface appearances
concealing underlying meanings™ (Zeytinoglu, 2003). However, “fetishization” is
also a “massive” way of consumption (Yiirekli & inceoglu, 2003). The individual does
not fetishize according to his/her past, dreams, and experience, but products are
presented to the individual by being fetishized. Therefore, in the consumer society,
fetishistic meanings can be completely detached from the basic function of products.
Ordinary goods and everyday objects of consumption are almost completely cut off
from their basic uses and decontextualized by being attributed to different features
such as luxury, exoticism, beauty, and glamor (Featherstone, 2007). Through
advertisements, meanings such as happiness, freedom, and excitement can be
attributed to a sports car, for example. In a sense, fetishization is “created by external
factors and infested with the design object”!? (Yiirekli & Inceoglu, 2003). The same is

true also in terms of space.

As stated above, in the next stage of the fetishization of products and their
transformation into objects of pleasure, “consuming” has become a means of
satisfaction in itself. To sustain the dynamics of consumption, the consumer should
not be attached to a single product to consume as much as possible. As Bauman (2010)
denotes “Ideally, nothing should be embraced by a consumer firmly, nothing should
command a commitment forever, no needs should be ever seen as fully satisfied, no
desires considered ultimate.” Therefore, satisfaction is always delayed intentionally a

little more with each new product. The expectation of satisfaction overshadows the

% The original expression in Turkish is as follows: “Temelde yatan anlamlar1 gizleyen yiizey
goriiniimlerine duyulan ilgi.”

10 The original expression in Turkish is as follows: “Dis etkenler tarafindan yaratilir ve tasarim
nesnesine bulastirlir.”
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situation of satisfaction. According to Adorno and Edmund Jephcott (2005),
individuals act only with the pleasure of consuming, the purpose and quality of the

consumed product become insignificant.

“Carnivalesque” spaces can be given as an example of the spatial reflections of the
transformation of consumption into a means of satisfaction. Once, to make life more
bearable, the activity of carnival culture to behave out of routine has almost turned into
a routine in the consumer society through regular holidays, for instance, by visiting
entertainment centers to escape from daily life (Bauman, 1993). Shopping centers and
especially entertainment venues that bring together many independent activities that
promise brand new excitement under the name of originality and produce them out of
context are emerging as carnivalesque venues. Lefebvre et al. (1996) defines such

places as “leisure ghettos.”

The emphasis on all these points of view is the acceptance that consumption is not a
direct result of production (Gegeoglu, 2014). Especially mass media and
advertisements play an active and manipulative role in consumption (Baudrillard &
Glaser, 1994). Baudrillard (1970) explains this phenomenon as the transformation of
images and products to which they refer, overlapping one another, into meta-indicators
through the press and advertising. In addition to their basic functions, products are
loaded with symbolic meanings, and with the active manipulation of the press and
advertising, products are presented to the consumer as meta-indicators where concepts
and identities overlap. Architectural products, concepts and identities also become

consumable meta-indicators, in this respect.
To explain with examples, we may consider the following aspects:

- Architectural projects including real estate development and market research
can be given as examples for the construction of architectural products as
consumer products. These projects are started by first determining a target
consumer group. At this point, one of the issues that should be emphasized is
the aim of appealing to a larger group as much as possible, yet the individual
characteristics of the consumer are also taken into consideration—thus, being
“massive” reflects the characteristics of the consumer society. After a

comparative analysis of the target audience in many respects, both formal and
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semantic criteria to manipulate consumers psychologically are determined for
the project to be implemented. These criteria, as the characteristics of the
consumer society, also aim to differentiate the project from other products and

enter into a “competition.”

- As an example of the consumption of architectural concepts, the concept of
“minimalism” can be examined. Far from being a formal approach free from
ornamentation, minimalism is considered as a popularized architectural
understanding (Gropius, 1965), in which functionality is brought to the
forefront, it offers economic and simple solutions, and has been given quite
different meanings with the dynamics of the consumer society. While the
concept of minimalism was inexpensive, easy to produce, and therefore,
introduced to create space for every segment of the society, today it is an
expensive indicator of status and style difficult to be produced. This tendency
also has the power of manipulating the inhabitants’ psychological dispositions

by the way of design language and toward a distinguished social status.

- As an example of the transformation of the architect’s identity into an object
of consumption, the frequently emphasized concept of “star-chitect” can be
mentioned. For instance, an additional fee is charged if Norman Foster’s name
is used in the promotion of the projects designed by the Norman Foster and
Partners architectural office. Therefore, it can be claimed that the identity of
the architect also plays a manipulative role in the marketing of the product and
emerges as a brand identity beyond the design qualities. At this point, the
question of how and to what extent design is effective in forming the identity
of an architect can also be raised (Twombly, 1996). The act of design as the
profession of an architect and his/her projects compete with his/her identity
which may supplant the former’s qualities in some cases. This situation also
has the power of manipulating the consumers’ perceptions psychologically by

using the signature of the well-known architect as if it is a brand.

Uses and gratifications theory explains the link between buyer satisfaction and media

selection. The basic premise of the uses and gratifications theory is that “the buyers

know the media content and at the same time which media will meet their needs”

(Ozer, 2007). The theory simply attempted to explain how individuals use

61



communications among other resources in their environment to satisfy their needs and
achieve their goals (Katz et al., 1974). Slogans and advertising images may also be
included in this media content. At this point, home buyers know that the services
offered are probably not necessary and will not be used, but they want to hear those

lies—these pseudo or fake needs become a kind of luxury illusion.

When these three different perspectives are to be concluded, it appears that
consumption is not a direct result of production, yet it has manifold layers to be
analyzed regarding its relationship with the consumer society. Especially mass media
and advertisements, that is, marketing plays an important and manipulative role in
consumption to redefine and reset the rules of production itself. Therefore, we may
continue with the marketing strategies leading the consumers toward obtaining and
consuming the concept of prestige mainly by concentrating on the consumption of

housing.

3.4. The Concepts of Product, Price, Promotion, Place and “Prestige” in

Marketing and Housing

Housing as a social, cultural, and architectural entity has also been influenced by
consumerism especially regarding its relationships with the served facilities and urban
context. While undertaking the phenomenon of “collective consumption” of the 1970s,
John Urry (1995) points out the “spatial inequalities through sustaining much lower
housing densities in richer areas” by referring to and neatly summarizing the related
criticisms of Manuel Castells (1983), Patrick Dunleavy (1980), and Peter Saunders
(1990):

“It was argued that many services, especially housing, are not necessarily
provided ‘collectively’ and can and should be privatized and individualized;
that services are not necessarily ‘urban’ and as populations have undergone
counter-urbanization it has been realized that some of these can be located
elsewhere; that what develops is a sociology of services which would have little
to do with developing an ‘urban’ sociology; that the spatial distribution of
activities is not to be regarded as determined by the social structure; and that
the urban is also crucially affected by changing relations of production, not just

of collective consumption” (Urry, 1995).
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This widened critical lens focused on the 1970s consumption dynamics also helps us
clarify today’s identity of the housing environment. The spatial inequalities in the
urban scale have been the consequences of the privatization of the services, which
destroyed the collective logic of providing them in urban environments and caused
counter-urbanization. Though this did not help the development of urban sociology, it
paved the way for the emergence of the gated communities as an extreme version of
privatizing collective consumption. The detachment of the collective consumption
from the urban fabric has led to the attachment of facilities in satellite gated housing
projects in the periphery of the city. This new attachment has become the prerequisite
feature for the preference of segregated typologies. Therefore, while the accessibility
was intentionally decreased by the detachment (from the urban), the concept of
attainability emerged by the attachment (of the services), which, according to
Christopher G. Pickvance (1985), is a consequence of spatial proximity as one of the
three characteristics of the urban environment. The spatial proximity with the
attainability of the services/facilities has been restructured in the gated communities

and corresponded to the most important marketing strategy of today’s housing identity.

In this sense, especially for the development of the current housing identity, the
concept of “marketing,” after the consumer society, has played an important role in
shaping this very identity, and set many of the rules even in architectural respect. The
American Marketing Association (AMA) defined marketing in 1985 as follows:
“Marketing 1s the activity, set of institutions, and processes for creating,
communicating, delivering, and exchanging offerings that have value for customers,
clients, partners, and society at large” (Gundlach & Wilkie, 2009). Nevertheless, the
segregated and gated communities are also the results of the marketing strategies,
which aimed at dividing the society into homogeneous income levels to facilitate

consumption procedures, as also stated by Paul Willis (1990):

“The early history of marketing was precisely about separating
consumer groups into socio-economic categories so that products could be
aimed at them more exactly. Modern marketing, however, has moved on from
delineating socio-economic groupings to exploring ‘new’ categories of
lifestyle, life stage and shared denominations of interest and aspiration. This is
a crucial move since it attempts to describe market segments not from an

‘objective’ point of view, but the point of view of the consumer. Far from being
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the passive victim of commercialism’s juggernaut, the consumer has
progressively been recognized as having substantial and unpredictable

decision-making power in the selection and use of cultural commodities.”

For this reason, the marketing scene in the modern age is determined by the consumers'
perspectives, considering their lifestyles to ensure that consumers are consumed more.
In this sense, leading marketing strategies is about leading the changing demands of
consumers. In the modern marketing approach, certain principles have been put
forward to facilitate the management of strategies and activities. The principle of
'marketing mix' corresponding to 'price' in microeconomic theory is one of them
(Chong, 2003). In addition, the 'marketing mix', which can be defined as 4P, product,
price, promotion and place, for the transformation of marketing planning into practice.
The focus of marketing efforts is the concept of the marketing mix as a conceptual
framework, which includes efforts to satisfy the consumers by fulfilling their needs
and desires (Sanghvi, 2014). Acting with the marketing mix makes it easier to manage

the marketing activities.

'Marketing mix' is a conceptual process in organizing and planning the service to be
proposed according to user requests, and this process can be used as a tool in long and
short-term planning (Goi, 2009; Palmer, 2004). The idea of marketing mix works the
same as making a cake batter. The ratio of ingredients in the cake batter mixture will
allow you to obtain a variety of cakes. Proportions in the marketing mix are likewise
varied and may differ from product to product. The 4P of the marketing mix is
described as “the sacred quartet of marketing belief [is] written in stone tablets” (Kent,
1986). The marketing mix has been extremely effective in the development of
marketing theory and practice (Moller, 2006). The main reasons why the marketing
mix has become such a powerful concept is that it makes it easier to control marketing,
separates marketing from other business lines of the firm, and allows only marketing
professionals to work on this topic. The ingredients of the marketing mix and the way
each substance is used are highly effective in a firm's competitive position (Gronroos,

1994).

In this respect, it may also be useful to look at the definitions of the 4P to associate

these values with the marketing of housing:
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- The “Product” refers to a physical entity or service that the consumer is
willing to pay. It is a marketing element that covers decisions and actions
related to the sale of real estate development or modification and includes
tangible goods such as furniture, clothing, and groceries, and intangible
products such as services purchased by users (Singh, 2012). It can be
categorized as the consumer product, necessary product, valuable product, and
exclusive product (ISoraité, 2016), which may also refer to Noriaki Kano’s
understanding of the product quality (Kano et al., 1984): must (necessary), one-
dimensional (valuable), and attractive (exclusive). According to this
classification (Uznieng, 2011 as cited in [Soraité, 2016), the consumer product
is defined as the products purchased for personal use, while the necessary
product refers to a product that the consumer buys frequently and almost
instantly, without comparing with other products of the same type. The
valuable product is a consumer-oriented product where the consumer often
compares with other products in quality, suitability, price and style; as the
exclusive product corresponds to a consumer product with unique
characteristics or distinguished by its brand name purchased by a large group
of customers (Uznieng, 2011 as cited in ISoraite, 2016). The product concept is
very broad and includes not only services and natural products, but also
information, ideas, property rights, experience and people. It indicates that
there are four different product ranges by classification (Gronholm, 2012). The
product range covers the wide diversity of all items offered to the buyer. It is
the whole of the goods offered to the consumer, grouped according to specific
characteristics, and focused on the needs of the users. The number of groups in
which the width of the product range is presented, and the number of goods
indicate the depth of the product group. Width not only indicates depth but can
also be characterized based on alignment and saturation. Contrary to this
classification, the product is still classified in the focus of consumption, divided

into three as valuable, exclusive, and non-marketable.

- The “Price” is one of the most important elements of the marketing mix,
increasing not only profit but also market share. It is part of the marketing mix
that encompasses decisions and actions regarding pricing and variation, and a

fair evaluation of the product; for example, a good product has a good price
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(Ehmke et al., 2016). According to another definition, it is the amount of
change planned to be given or paid for the service to be purchased (Kotler &
Armstrong, 2012). The price depends on different factors of change and is
directly linked to cost. There is a direct connection with the consumer as it
defines the value of the product in a way. It is emphasized that there are many
parameters in price determination (Singh, 2012). These can be listed as the cost
of the product, the marketing strategy planned for the sale of the product, the
distribution cost required for the sale and the advertising costs required to

promote the product.

- “Place” is another important element of marketing. This concept can be
explained as the process or methods of providing service to the user or
customer (Martin, 2014). Distribution, on the other hand, is a part of the
'marketing mix', which is mentioned from the production stage of the product
until it reaches the producer. Thus, customers can find and buy the products
they want (ISoraité, 2016). In the relevant literature, in the study conducted by
Dang in 2015, it was stated that there are two different methods for customers
to access products and services. These are specified as direct and indirect
marketing. A flow occurs from the producer to the consumer through these

channels.

- Defined by Edmund Jerome McCarthy (1964), “promotion” raises awareness
of products, thus increasing sales and helping build brand loyalty. This process
can be seen as a tool that helps to accelerate the flow between the manufacturer
and the customer and to convey information, while also persuading the
customer to buy. Sponsorship is the most important sales promotion tool that
includes product promotions and reveals what motivates consumers to buy. To
understand what promotion is, it is necessary to consider complex elements
such as advertising, sales promotion, personal selling, public relations, and
direct marketing. By far the most widely used marketing tool is advertising.
Ads consist of a pragmatic, valuable social knowledge associated with their
image. Advertising is the promotion of any form of information and a set of
ideas that helps inform customers about new products and helps reduce barriers
between customers and organizations (Rahnama & Beiki, 2013). Despite all

these strategies for a new product to enter the market, regardless of whether the
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product is new at the global level or merely new to a particular market segment,
the main thing is that the user knows very little about the product and probably

has not heard of it.

To sum up, the marketing mix includes actions and decisions for companies to achieve
their goals and meet customer needs. Companies trying to serve this volatile
environment should offer services according to the needs and desires of society to
prevent their existence. Marketing professionals must constantly monitor the
environment and changes so that the company makes the right moves at the right time.
On the other hand, the 4P-scheme is also increased to 7 or 8 in number, in some of the
works (for example, see Goldsmith, 1999; Booms & Bitner, 1981), though another P
by the “Prestige” can also be suggested as a transcendental aspect covering the
attractive qualities at all schemes. By following a Kantian tradition, in his Distinction
A Social Critique of the Judgement of Taste, Bourdieu (1984) allocates the flexibility

of consuming to the wealthy segment:

“The struggles to win everything which, in the social world, is of the
order of belief, credit and discredit, perception and appreciation, knowledge
and recognition—name, renown, prestige, honor, glory, authority, everything
which constitutes symbolic power as a recognized power—always concern the

‘distinguished’ possessors and the ‘pretentious’ challengers.”

The signs of prestige or luxury are indispensable characteristics shaping today’s
housing market in Turkey. Thus, another P by “Prestige” can be added into the
marketing scheme of the housing sector. The change in consumers’ demands about
obtaining prestige, especially, transforms the identity of high-income mass-housing
typology in architectural respect. Therefore, keeping the architectural pulse of the
changing marketing strategies in the high-income mass-housing projects can only be
possible by analyzing the cases produced with the identities labeled as prestigious or
luxurious. The promotional slogans and visuals may lead us safely in the way of such
analysis. In this respect, in the following Chapter, different perspectives (economic,
sociological, and psychological) are presented to provide an in-depth analysis of the
phenomenon of consumer society under the light of the architectural design and

promotional strategies of “prestigious” housing cases in [zmir.
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CHAPTER 4
EXAMINATION OF THE CURRENT PRESTIGIOUS HOUSING
REGARDING THE PROMOTIONAL STRATEGIES IN IZMIR

In Chapter 4, first of all, the basic promotional and architectural reflexes that shape
“prestigious” and “luxurious” housing identity were examined by making
comparisons, categorizations, and analyses. Especially the effects of the promotional
strategies on residential identity, which are designed for marketing of prestigious
mass-housing projects, were investigated in detail by focusing on the 44 cases
produced in Izmir city-center and peripheries, after 2015. It was tried to find out how
the promotion representatives of the relevant companies and the people authorized in
design work together, and how they create an interdisciplinary environment of

communication between each other.

To make neat analyses and evaluations, the visual and verbal promotion elements of
the selected mass-housing projects were examined, and the privileges they added to
the projects, as especially revealed by the slogans, were grouped and analyzed
comparatively to comprehend the parallelisms and differences. Through these
analyses, in terms of the data collection procedures, the electronic catalogs of the mass-
housing projects provided on the internet were utilized fundamentally. Additionally,
meeting requests were sent to all relevant construction companies and architectural
offices. Even though the number of companies and offices accepting the request for a
meeting was quite limited, the meetings conducted with 2 promotion representatives
and 3 architects were very productive, and sufficient information could be provided to
support the analysis. The following sections reveal these data collection, analysis, and
evaluation procedures with comparative interpretations to manifest the relationships
between the promotional and architectural strategies of the cases, and at the end, I aim
at figuring out the promotional templates referring to the architectural ones and

shaping the identity of the current prestigious mass-housing projects.
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4.1. Selection and Definitions of the Cases

As it can be seen in all of the cultural products of a society, the dynamics and traces of
that very culture also crystallize in the architectonics of the housing projects. The
promotional representations of the housing projects, in that respect, reflect the ever-
changing culture of the consumption society in their common architectural genes.
Therefore, to understand these genes and the common qualities, the promotional
representations in both visual and verbal contexts can be comparatively analyzed,
categorized and evaluated. The rest of the Chapter attempts to undertake this
examination and analysis by referring to the meanings of prestige and luxury as well

as the consumption strategies in the housing market.

In the framework of the examination, the 44 mass-housing projects which have been
implemented—or under construction—in Izmir city-center and peripheries since 2015
and address the high-income level inhabitants were selected as the cases to figure out
the qualities related to prestige or luxury. The cases were selected among the multi-
story mass-housing projects containing housing units more than 50 and designed with
condominium or apartment blocks regarding the housing typology, to provide a
comparative scale for the analyses. The isolated, in other words, gated
sites/communities were preferred to read the tendencies toward being gated, and thus,
prestigious, by the way of the promotional elements. The other reason for choosing the
isolated mass-housing projects is to narrow the scope of the research in a time-wisely

manner.

Chronologically, the cases are chosen in a backward order by beginning from the
current day. This chronological order was determined to cover almost 6 years, by
regarding the majority of the number of high-income projects in Izmir, and to decrease
the work size to a manageable, and researchable level. Furthermore, in terms of the
geographical limitation, the cases cover the examples produced in the city-center and
the periphery of the city-center to conduct a more focused study. In this framework, it
was planned that all of the cases should be the projects consisting of residential use;
however, in the mixed-use projects, only the parts having residential use were
examined. In the scope of the dissertation, the main promotional factors that shape the
residential identity, and their relationships with the architectural design principles of

prestigious mass-housing projects were investigated regarding the approaches of the
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firms and offices, by considering the electronic data (e-catalogs and archives) available
on the websites of the related housing projects, and the interviews with the promotion
and design representatives. The perceptions of the users and the representatives of the
local government were excluded from the analytical scheme because of the time

limitation of the master research.

The 44 cases were analyzed in alphabetical order, in the following section (4.1). In this
analytically comparative review, the catalog-based titles were used for all of the cases
in the first place, and the explanatory texts describing the projects were included
afterward. The identifications of the cases with the information related to the locations
of the projects, the area of the settlement (land size), the stage of completion, the total
numbers of housing/commercial units and distribution chart of the functions, the name
of the construction company, the name of the architectural office that made the design,
the website of the housing project, the most frequently used slogan in the promotional
activities (in both forms of English translation and Turkish original), the images
showing the outdoor and indoor designs of the cases, the privileged facilities provided
in the settlement with the related visuals, and lastly, the main descriptive keywords
inferred from the content were listed. After the identification part, the projects were
grouped under the main themes by referring to their promotional strategies. The main
purpose of grouping was to reveal which promotion strategy with what kind of
message was utilized by the companies/offices the most. This analytical categorization

also served as a background for the final evaluations.
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4.1.1. AllSancak

AllSancak is a project built on a total area of 32,589 sqm, consisting of 7 separate
blocks with 1069 housing units and 25 commercial units in total (Figure 4.1). In 1069
housing units, there are 1+1 apartment types with an area of between 57-115 sqm, 2+1
apartment types with an area of between 104-192 sqm, 3+1 apartment types with an
area of between 169-287 sqm, 4+1 apartment types with an area of between 233-235
sqm, 5+1 apartment types with an area of between 301-312 sqm (Figure 4.2). The
primary architectural feature highlighted in the catalog of the project (AllSancak,
2021) is that the project included balconies and terraces. The private terraces and green
areas in common spaces are offered as a privilege. The children’s playgrounds for
families with children are mentioned in the promotion, and the primary school within
the project is also marketed. An effort has been made to provide a complex mass-
housing project where almost all of the daily needs can be met (Figure 4.3). The
shopping centers, restaurants, entertainment areas, and sports fields are also stated in

the e-catalog.

Identification:
Location: Konak
Land Size: 32.589 sqm

Stage: Under Construction

1069 Housing Units
35 Commercial Units

Figure 4.1. Unit Distribution Scheme

Total Number of Units: 1104

Construction Company: Pekintas Yap1 & Burakcan Ingaat
Architectural Office: AS Architects

Web Site: https://www.allsancak.com/

Slogan: “A Privileged Life in the Center of Izmir...”
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Lzmir'in Merkezinde Ayricalikli Bir Yagam...

Figure 4.2. Exterior and interior views from the project (Source: AllSancak, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Café,
Children’s Playground, Indoor Swimming Pool, Mall, Bicycle and Running Road,
Kiddie Pool, Mini Cinema, Sports Field, Guest Car Park, Yoga and Pilates Area.

5=
=

Figure 4.3. Views of the facilities (terrace and swimming) in the project site (Source:

AllSancak, 2021)

Keywords: privilege, city-center, balcony/terrace.
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4.1.2. Altin Orman

Altin Orman is a project built on a total area of 38.000 sqm, consisting of 3 separate
blocks and 1215 housing units in total (Figure 4.4). In 1215 housing units, there are
1+1 apartment types with an area of between 54-61 sqm, 2+1 apartment types with an
area of between 87-94 sqm, 3+1 apartment types with an area of between 107-147 sqm
(Figure 4.5). In the Altin Orman project, which will be located on 38 decares of land,
there are residential blocks on 12 decares of the land and green landscaping areas on
the remaining 26 decares. As social facilities in the Altin Orman project, there are
swimming pools, fitness center, basketball court, football field, walking path, and
bicycle path. The project includes a pet hotel for the pets of the homeowners. In the
catalog of the project (Altin Orman, 2021), the location and accessibility of the project
are highlighted. Then, the green areas around the project, and its landscape are
mentioned (Figure 4.6), but there are differences between the location represented in
the three-dimensional visualizations and the actual location of the project. The
construction of the project under the earthquake regulations is also presented as a

privilege.

Identification:
Location: Bornova
Land Size: 38.000 sqm

Stage: Under Construction

1215 Housing Units
Figure 4.4. Unit Distribution Scheme

Total Number of Units: 1215

Construction Company: Giirtas Insaat/Gordion Grup
Architectural Office: Derin Yesil Mimarlik

Web Site: https://www.altinorman.com.tr/

Slogan: “The Game-Changing Life Project of Izmir”
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Izmir'in Ezber Bozan Yasam Projesi

Figure 4.5. Exterior and interior views from the project (Source: Altin Orman, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Sauna,
Children’s Play Area, Multipurpose Hall, Mall, Bicycle and Running Road, Kiddie
Pool, Sports Field, Guest Car Park, Storage, Pet Hotel.

Figure 4.6. Views of the facilities (swimming and security) in the project site

(Source: Altin Orman, 2021)

Keywords: new different life, accessibility (to the urban facilities), landscape.
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4.1.3. Avcilar Caddebostan

Caddebostan Bornova project is being built by Avcilar Construction in Izmir. The
project has a construction area of 25,000 sqm and consists of 2 blocks. It has 203
apartments independent from each other (Figure 4.7). The flats in Caddebostan
Bornova project are composed of 3 different types as 2 + 1,3 + 1 and 4 + 1. In the
project, 2 + 1 apartments are sized as 61 sqm, 3 + 1 apartments are between 95-115
sqm, and 4 + 1 apartments are 172 sqm (Figure 4.8). The project attracts attention with
its 1,500 sqm social facility (Caddebostan, 2021): the activity areas are offered to
residents with an inclusive social facility, which includes an indoor swimming pool,
sauna, spa, mini bar, pocket cinema, billiards, table tennis, karaoke, and rooms where

you can watch sports matches (Figure 4.9).

Identification:
Location: Bornova
Land Size: 6.033 sqm

Stage: Construction Finished

203 Housing Units
Figure 4.7. Unit Distribution Scheme

Total Number of Units: 203

Construction Company: Avcilar Ingaat

Architectural Office: Ante Mimarlik

Web Site: https://avcilarinsaat.com.tr/avcilar-caddebostan/
Slogan: “A New Life & Investment Opportunity”

Yeni Bir Yasam & Yatirim Firsati
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Figure 4.8. Exterior and interior views of the project (Source: Caddebostan, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Sauna, Indoor

Swimming Pool, Multipurpose Hall, Mini Cinema, Sports Field

Figure 4.9. Views of the facilities (swimming and sports field) in the project site
(Source: Caddebostan, 2021)

Keywords: new life, investment, social facilities.
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4.1.4. Avcilar Effect

Avcilar Effect is built on a total area of 9,895 sqm, consisting of 3 separate blocks and
203 housing units 68 commercial units in total (Figure 4.10). In 203 housing units,
there are 1+0, 1+1 and 2+1 apartment types with an area of between 50-120 sqm
(Figure 4.11). The primary architectural feature highlighted in the catalog of the
project (Avcilar Effect, 2021) is that it is in the city center and at an accessible price.
The project, which attracts attention with its architectural structure, includes the
residence, office, shops in the open bazaar, restaurants and cafes where world cuisines
will take place (Figure 4.12). At the same time, investment opportunities were

frequently mentioned in the promotion activities of the project.

Identification:
Location: Bornova
Land Size: 9,895 sqm

Stage: Construction Finished

203 Housing Units
68 Commercial Units

Figure 4.10. Unit Distribution Scheme

Total Number of Units: 271

Construction Company: Avcilar Ingaat

Architectural Office: Epig Mimarlik

Web Site: https://avcilarinsaat.com.tr/avcilar-effect/

Slogan: “A Project by which Opportunity Turns into Investment...”

Fwrsatin Yatirima Doniistiigii Proje...
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Figure 4.11. Exterior and interior views of the project (Source: Avcilar Effect, 2021)

Privileges: Car Park, Security, Outdoor Swimming Pool, Café, Guest Car Park.

Figure 4.12. Views of the facilities (swimming and shopping) in the project site

(Source: Avcilar Effect, 2021)

Keywords: investment, central location/accessibility (to the urban facilities),

affordability.
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4.1.5. Avcilar Exclusive

Avcilar Exclusive is built on a total area of 10,409 sqm, consisting of 2 blocks with
104 housing units and 156 office units in total (Figure 4.13). In 104 housing units,
there are 3+1 apartment types with an area of between 100-148 sqm, 4+1 apartment
types with an area of between 167-173 sqm. The primary architectural feature
highlighted in the catalog of the project (Avcilar Exclusive, 2021) is the use of a
horizontal architectural design (Figure 4.14). The privileges offered by the project are
grouped under 3 main headings as structural, comfort, and social. Under the structural
features, it was emphasized that the project was built on a solid foundation, especially
for the Bayrakli region, which is in the earthquake zone. In addition, the existence of
high-speed elevators, openable windows, central natural gas system, cooling system
infrastructure, smoke and fire detectors, and finally the emergency generator are
mentioned. In the features, below, that emphasize comfort, it is said that appliances
such as the built-in oven, stove, hood, dishwasher, microwave, and refrigerator will be
provided in the kitchen. It is also added that architectural and design support can be
given for the apartment. Finally, the smart home automation system, satellite system,
LED lighting system, and floor heating systems were also brought to the fore. In terms
of the social features, the cafes, restaurants, and shopping areas are mentioned as
privileges. In addition to these, the yoga hall, indoor and outdoor swimming pools,
children’s playgrounds, sauna, game room, private indoor parking, and recreation

areas were also highlighted (Figure 4.15).

Identification:
Location: Bayrakli
Land Size: 10.409 sqm

Stage: Under Construction

104 Housing Units
156 Office Units
Figure 4.13. Unit Distribution Scheme
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Total Number of Units: 260
Construction Company: Avcilar Ingaat
Architectural Office: Port Mimarlik
Web Site: https://avcilarexclusive.com/

Slogan: “This Life is You in Exclusive! Because You are as Special as This

City!”

Exclusive'de Bu Hayat Sensin! Ciinkii Sen, Bu Sehir Kadar Ozelsin!

Figure 4.14. Exterior and interior views of the project (Source: Avcilar Exclusive,

2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Café, Sauna,

Indoor Swimming Pool, Multipurpose Hall, Mall.

Figure 4.15. Views of the facilities (swimming and security) in the project site

(Source: Avcilar Exclusive, 2021)

Keywords: exclusiveness, [zmir city-image, earthquake resistance.
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4.1.6. Avcilar Next

Avcilar Next is a project built on a total area of 5,379 sqm, consisting of 2 separate
blocks with 215 housing/office units and 25 commercial units in total (Figure 4.16). In
215 housing units, there are 1+0 apartment types with an area of 50 sqm, 1+1
apartment types with an area of 70 sqm, 2+1 apartment types with an area of 90 sqm
(Figure 4.17). The feature highlighted in the catalog of the project (Avcilar Next, 2021)
is investment opportunities. In addition, the feature of the project that stands out from
the architectural point of view is that the project includes balconies and terraces. It was
mentioned that the Avcilar Next project, which was put up for sale with the slogan
“New generation investment in Bornova,” is located very close to the highway, metro,
hospitals and universities. The project includes a market, indoor car park, fitness
center, sauna, jacuzzi, swimming pool, entertainment hall, library, pilates and
kickboxing areas (Figure 4.18). The size of the 25 commercial areas in the bazaar of

the project varies between 50-150 sqm.

Identification:
Location: Bornova
Land Size: 5.379 sqm

Stage: Construction Finished

215 Housing/Office Units
25 Commercial Units

Figure 4.16. Unit Distribution Scheme

Total Number of Units: 240

Construction Company: Avcilar Ingaat

Architectural Office: Avcilar Insaat

Web Site: https://avcilarnext.com/

Slogan: “Single Address for New Generation Investment”

Yeni Nesil Yatirimin Tek Adresi
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Figure 4.17. Exterior and interior views of the project (Source: Avcilar Next, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Café, Sauna,

Multipurpose Hall, Mini Cinema, Library, Yoga and Pilates Area.

Figure 4.18. Views of the facilities (swimming and security) in the project site

(Source: Avcilar Next, 2021)

Keywords: investment, accessibility (to the urban facilities), balcony/terrace.
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4.1.7. Avcilar Prestige

Avcilar Prestige is a project built on a total area of 3,480 sqm, consisting of 3 separate
blocks with 270 housing units in total (Figure 4.19). In 270 housing units, there are
1+1 apartment types with an area of between 60 sqm, 2+1 apartment types with an
area of between 70 sqm, 3+1 apartment types with an area of between 95-120 sqm,
4+1 apartment types with an area of between 190-200 sqm (Figure 4.20). The primary
architectural feature highlighted in the catalog (Avcilar Prestige, 2021) is the location
and accessibility of the project (Figure 4.21).

Identification:

Location: Bornova

Land Size: 3.480 sqm

Stage: Construction Finished

270 Housing/Office Units
Figure 4.19. Unit Distribution Scheme

Total Number of Units: 270

Construction Company: Avcilar Insaat

Architectural Office: Nev Mimarlik

Web Site: https://avcilarinsaat.com.tr/avcilar-prestij-exclusive/

Slogan: “A Prestigious Living in the Center of Life by Avcilar Construction
[Company]”

Avcilar Insaat'tan Hayatin Merkezinde Prestijli Bir Yasam
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Figure 4.20. Exterior and interior views of the project (Source: Avcilar Prestige,

2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Café, Sauna,

Indoor Swimming Pool, Bicycle & Running Road, Kiddie Pool

Figure 4.21. Views of the facilities (swimming and fitness center) in the project site

(Source: Avcilar Prestige, 2021)

Keywords: prestige, central location, accessibility (to the urban facilities).
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4.1.8. Biva Tower

Biva Tower is a project built on a total area of 2,522 sqm, consisting of only 1 block
with 96 housing units, and 9 commercial units in total (Figure 4.22). In 96 housing
units, there are 1+1 apartment types with an area of 59 sqm, 2+1 apartment types with
an area of between 103-127 sqm, 3+1 apartment types with an area of between 168-
180 sqm, 4+1 apartment types with an area of 253sqm. The primary architectural
feature highlighted in the catalog of the project (Biva Tower, 2021) is that the project
has received the title of the tallest structural steel building in Europe (Figure 4.23). The
second most striking point in the project is that its energy efficiency and
environmentally friendly design will be registered with the LEED Certificate. The
green architectural design, earthquake-resistant infrastructure, unique living spaces,
unique scenery, innovative line, location, comfort, and a 5-star service concept were
highlighted in the project, which was introduced as a design where steel turned into art
(Figure 4.24). In addition to its proximity to main arteries and connection roads, Biva
Tower is located next to Ankara Street, Manas Boulevard and Courthouse. It is stated
that it has introduced a brand new “life concept” to Izmir with its advantageous
location in terms of transportation and social facilities, surrounded by parks, unique

Izmir view, extraordinary decoration details, social facilities, and unique living spaces.

Identification:
Location: Bayrakli
Land Size: 2.522 sqm

Stage: Under Construction

96 Housing Units
9 Commercial Units

Figure 4.22. Unit Distribution Scheme

Total Number of Units: 105

Construction Company: Biva Mimarlik
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Architectural Office: Biva Mimarlik
Web Site: https://bivatower.com.tr/

Slogan: “The Dance of Luxury with Steel!”
Liiksiin Celikle Dansi!

Figure 4.23. Exterior and interior views of the project (Source: Biva Tower, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Café, Sauna,

Children’s Playground, Multipurpose Hall, Mall, Leed Certificate

Figure 4.24. Views of the facilities (swimming and security) in the project site

(Source: Biva Tower, 2021)

Keywords: luxury, constructional challenge, LEED Certificate.
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4.1.9. Boliva Bornova

Boliva Bornova is built on a total area of 3,512 sqm, consisting of only 1 block with
98 housing units in total (Figure 4.25). In 98 housing units, there are 1+1 apartment
types with an area of 64 sqm, 2+1 apartment types with an area of 94 sqm. The primary
architectural feature highlighted in the catalog of the project (Boliva Bornova, 2021)
is the interior features of the apartments (Figure 4.26), and generally, these features
are emphasized. It is stated that the apartments have a wooden decorative entrance
door; the kitchen is ready to use with its modular kitchen system with accessories and
built-in products; the refrigerator, dish and washing machine, electric cooker,
aspirator, microwave oven, vacuum cleaner, iron, air conditioner, living room and TV
unit group, bedroom group, lighting fixtures, carpet and curtain systems, bathroom
accessories, aluminum and glass balcony railings are among the spatial services; the
interior doors of the apartments, which have a sliding aluminum joinery system, are
solid veneer or acrylic; and each flat has a central heating system. Apart from the
indoor services provided in the flats, some facilities shared commonly in the building

are also demonstrated by the visuals (Figure 4.27).

Identification:

Location: Bornova

Land Size: 3.512 sqm

Stage: Construction Finished

98 Housing Units
Figure 4.25. Unit Distribution Scheme

Total Number of Units: 98

Construction Company: Eruz Yap1 - Musa Cigek Insaat
Architectural Office: Epig Mimarlik

Web Site: http://musacicekinsaat.com/proje/boliva-bornova/

Slogan: “Those living in Boliva Bornova enjoy a privileged life...”
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Boliva Bornova’da yasayanlar ayricalikli hayatin keyfini siiriiyor...

Figure 4.26. Exterior and interior views of the project (Source: Boliva Bornova,

2021)

Privileges: Car Park, Security, Fitness Center, Café, Sauna, Indoor Swimming Pool,

Multipurpose Hall, Mall, Library

Figure 4.27. Views of the facilities (swimming and fitness center) in the project site

(Source: Boliva Bornova, 2021)

Keywords: privilege, indoor services, sports areas.
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4.1.10. Dap Kule izmir

Dap Kule Izmir is a project built on a total area of 6,298 sqm, consisting of 2 separate
blocks with 707 housing units in total (Figure 4.28). In 707 housing units, there are
1+0 apartment types with an area of between 37-95 sqm, 1+1 apartment types with an
area of between 65-102 sqm, 2+1 apartment types with an area of between 112-147
sqm, 3+1 apartment types with an area of 209 sqm (Figure 4.29). The primary
architectural feature highlighted in the catalog of the project (Dap Kule, 2021) is that
the project included balconies and terraces (Figure 4.30). In the promotional
advertisements of the project, one of the statements is about the recognition and
reliability of the construction company. The project, which is marketed as an
“exemplary project,” includes many social areas from music rooms to art galleries,
fashion and design libraries. It has been promised that the project will be close to multi-
directional transportation such as metro, ring road and tram line, and will provide a

great time advantage to its investors.

Identification:
Location: Bornova
Land Size: 6.298 sqm

Stage: Under Construction

707 Housing Units
Figure 4.28. Unit Distribution Scheme

Total Number of Units: 707

Construction Company: Dap Yap1

Architectural Office: Day1 Mimarlik

Web Site: https://dapyapi.com.tr/dap-izmir

Slogan: “The Pearl of Izmir with Its Large Balconies with Views”

Manzarali Genis Balkonlariyla Izmir'in Incisi
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Figure 4.29. Exterior and interior views of the project (Source: Dap Kule, 2021)

Privileges: Car Park, Security, Fitness Center, Sauna, Multipurpose Hall.

Figure 4.30. Views of the facilities (swimming and balcony/terrace) in the project

site (Source: Dap Kule, 2021)

Keywords: luxury (implied by “pearl”), balcony/terrace, trust to the company.
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4.1.11. Dasif Bluebell

Dasif Bluebell is a project built on a total area of 2,506 sqm, consisting of one single
block with 41 housing units in total (Figure 4.31). In 41 housing units, there are only
3+1 apartment types with an area of between 223-232 sqm. The main architectural
feature emphasized in the project catalog is that the floor heights of the residences in
the project (Dasif Bluebell, 2021) are 3.1 m (Figure 4.32). In the promotions of the
project, apart from the accessibility of blue and green natural elements (Izmir’s
seaview and greenery are implied), the social facilities are also highlighted and
visually pointed out (Figure 4.33). As an example, it is emphasized that the privileges
such as the swimming pool, sauna, and fitness will provide the inhabitants with a
peaceful life. Moreover, it is denoted that the rental income will be high due to the

project’s proximity to the Bornova center, metro station, and hospitals.

Identification:

Location: Bornova

Land Size: 2.506 sqm

Stage: Construction Finished

41 Housing Units
Figure 4.31. Unit Distribution Scheme

Total Number of Units: 41

Construction Company: Dasif Insaat

Architectural Office: Nev Mimarlik

Web Site: http://dasif.com.tr/proje/detay/dasif-bluebell

Slogan: “Touch the Blue of the City from the Green of Nature!”

Doganin Yesilinden Sehrin Mavisine Dokunun!
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Figure 4.32. Exterior and interior views of the project (Source: Dasif Bluebell, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Sauna,

Children’s Playground, Storage

- - 1
ALctdabA Ry

Figure 4.33. Views of the facilities (swimming and fitness center) in the project site

(Source: Dasif Bluebell, 2021)

Keywords: ceiling heights, nature, [zmir city-image.
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4.1.12. Dasif Konsept Gediz

Dasif Konsept Gediz is a project built on a total area of 10,200 sqm, consisting of 3
separate blocks and 168 housing units in total (Figure 4.34). In 168 housing units, there
are 2+1 apartment types with an area of 125 sqm, and 3+1 apartment types with an
area of 140 sqm (Figure 4.35). According to the promotions (Dasif Konsept Gediz,
2021), the units have a parent bathroom, a cloakroom and shoe rack at the entrance,
air conditioning in the living room and bedroom, a built-in set with a stove, oven and
hood in the kitchen and central system natural gas. In addition, indoor-outdoor parking,

and a gym are also offered to the residents of the apartments (Figure 4.36).

Identification:

Location: Buca

Land Size: 10.200 sqm
Stage: Construction Finished

168 Housing Units
Figure 4.34. Unit Distribution Scheme

Total Number of Units: 168

Construction Company: Dasif Insaat

Architectural Office: Port Mimarlik

Web Site: http://dasif.com.tr/proje/detay/konsept-gediz

Slogan: “The New Fashion of the City '""Konsept Gediz'" Will Change Your
Standards!”

Sehrin Yeni Modas: ‘Konsept Gediz’ Standartlarinizi Degistirecek!
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Figure 4.35. Exterior and interior views of the project (Source: Dasif Konsept Gediz,

2021)

Privileges: Car Park, Security, Fitness Center.

Figure 4.36. Interior views of the project (Source: Dasif Konsept Gediz, 2021)

Keywords: indoor qualities, new life, the difference (being out of standards).
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4.1.13. Evora izmir

Evora Izmir is a project built on a total area of 24,173 sqm, consisting of 10 separate
blocks and 825 housing and 41 commercial units in total (Figure 4.37). In 825 housing
units, there are 1+1, 2+1, 3+1, 4+1, 5+1, 6+1 apartment types with an area between
60-320 sqm. The main architectural feature emphasized in the project catalog is the
aim of appealing to many types of audiences with the promise of spacious living spaces
and many plan-type options, as the floor heights of the houses in the project are 3.1 m
(Figure 4.38) (Evora Izmir, 2021). The location and green areas of the project are
highlighted and visually demonstrated in the promotional advertisements (Figure
4.39). Regarding the project, which is within a walking distance to Kordon and Kiiltiir
Park, the definition by the meeting point of green and blue is made, and the location
of the project is emphasized. Stating that the project is the intersection of residential,
commercial, recreational, cultural and touristic functions, the production company
further added that it is an awarded project (it won SOTCA - Sign of the City Awards)
that will add value to the urban identity.

Identification:
Location: Konak
Land Size: 24.173 sqm

Stage: Under Construction

825 Housing Units
41 Commercial Units

Figure 4.37. Unit Distribution Scheme

Total Number of Units: 866

Construction Company: Teknik Yap1 Holding, Halk GYO
Architectural Office: Halk GYO

Web Site: http://www.evoraizmir.com/

Slogan: “Everything is there, Evora...”
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Her sey orada, Evora...

Figure 4.38. Exterior and interior views of the project (Source: Evora Izmir, 2021)

Privileges: Car Park, Security, Outdoor Swimming Pool, Café, Children’s Playground,
Multipurpose Hall, Mall, Bicycle and Running Road.

Figure 4.39. Views of the facilities (terrace and swimming) in the project site

(Source: Evora Izmir, 2021)

Keywords: spatial flexibility, accessibility (to the natural elements), quality social

facilities.
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4.1.14. Folkart Incity

Folkart Incity is built on a total area of 16,613 sqm, consisting of 8 separate blocks and
700 housing- and 42 commercial units in total (Figure 4.40). In 825 housing units,
there are 1+0, 1+1, 2+1, 3+1, 4+1 apartment types with an area between 49-290 sqm.
The main architectural feature emphasized in the project catalog is that the houses in
the project have large balconies, and the aim of appealing to many types of audiences
with different plan-type options (Folkart Incity, 2021) (Figure 4.41). In the
promotional statement of the project, it is emphasized that the project has green areas.
The promise of an 18,900 sqm green area is expressed as offering a life intertwined
with nature. Due to the features such as swimming pool, playgrounds, sauna, cinema

and security, it is aimed to keep the users connected to a dynamic life (Figure 4.42).

Identification:
Location: Bornova
Land Size: 16.613 sqm

Stage: Construction Finished

700 Housing Units
42 Commercial Units

Figure 4.40. Unit Distribution Scheme

Total Number of Units: 742

Construction Company: Folkart Yap1 Sanayi Ticaret A.S.

Architectural Office: Onciioglu Mimarlik

Web Site: http://folkartincity.com/

Slogan: “The Best State of Living in Izmir, Folkart Incity...”
Lzmir'de Yasamanin En Giizel Hali, Folkart Incity ...
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Figure 4.41. Exterior and interior views of the project (Source: Folkart Incity, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Sauna,
Children’s Playground, Indoor Swimming Pool, Multipurpose Hall, Bicycle and
Running Road, Kiddie Pool, Mini Cinema, Sports Field, Library

Figure 4.42. Views of the facilities (spatial qualities and swimming) in the project

site (Source: Folkart Incity, 2021)

Keywords: balconies, spatial flexibility, [zmir city-image.
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4.1.15. Folkart Life

Folkart Life is a project built on a total area of 25,000 sqm, consisting of 8 separate
blocks and 830 housing units in total (Figure 4.43). In 825 housing units, there are 1+0,
1+1, 2+1, 3+1 apartment types with an area between 47-253 sqm. The main
architectural feature emphasized in the project catalog is that the houses in the project
have balconies and terraces (Folkart Life, 2021) (Figure 4.44). In the promotional
statement of the project, the green areas in the landscape design, accessibility to a
preserved nature, and ease of transportation are emphasized. In addition, social life is
promised by way of the library, spa center, meeting rooms, cafes and restaurants

(Figure 4.45).

Identification:
Location: Bornova
Land Size: 25.000 sqm

Stage: Construction Finished

830 Housing Units
Figure 4.43. Unit Distribution Scheme

Total Number of Units: 830

Construction Company: Folkart Yap1 Sanayi Ticaret A.S.
Architectural Office: Demirce Norms at Architecture
Web Site: http://folkartlifebornova.com/

Slogan: “Accessible Luxury”

Ulasilabilir Liiks
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Figure 4.44. Exterior and interior views of the project (Source: Folkart Life, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Caf¢, Sauna,
Children’s Playground, Indoor Swimming Pool, Multipurpose Hall, Bicycle and
Running Road, Kiddie Pool, Housekeeping, Library, Dry Cleaner.

Figure 4.45. Views of the facilities (balcony/terrace and swimming) in the project

site (Source: Folkart Life, 2021)

Keywords: accessibility/affordability, luxury, balcony/terrace.
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4.1.16. Folkart Time

Folkart Time is built on a total area of 27,400 sqm, consisting of 4 separate blocks and
830 housing units in total (Figure 4.46). In 825 housing units, there are 1+1, 2+1, 3+1,
4+1 apartment types with an area between 37-335 sqm. The specifically highlighted
architectural feature of the project is the large balconies and views (Folkart Time,
2021) (Figure 4.47). In the promotional advertisements of the project, it is emphasized
that the user can allocate more time for herseltf/himself, as the project combines
different functions (like the common spaces for working), and therefore, many daily
tasks can be completed without leaving the project area (Figure 4.48). In addition, one

of the important privileges is stated as that it has a college.

Identification:
Location: Bornova
Land Size: 27.400 sqm

Stage: Under Construction

369 Housing Units
271 Office Units
46 Commercial Units

Figure 4.46. Unit Distribution Scheme

Total Number of Units: 686

Construction Company: Folkart Yap1 Sanayi Ticaret A.S.
Architectural Office: Scra Mimarlik & Frea Mimarlik
Web Site: http://www.folkarttime.com/

Slogan: “Now is Your Time!”

Simdi Senin Zamanin!
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Figure 4.47. Exterior and interior views of the project (Source: Folkart Time, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Café, Sauna,

Indoor Swimming Pool, Multipurpose Hall, Mall, Sports Field, School.

Figure 4.48. Views of the facilities (common working space and swimming) in the

project site (Source: Folkart Time, 2021)

Keywords: balcony with a wide view, common office (working space), time

management.
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4.1.17. Folkart Vega

Folkart Vega is built on a total area of 20,715 sqm, consisting of 4 separate blocks and
843 housing and 53 commercial units in total (Figure 4.49). In 843 housing units, there
are 1+1, 2+1, 3+1, 4+1, 5+1 apartment types with an area between 60-437 sqm (Figure
4.50). The panoramic sea view can be mentioned as the architectural feature
highlighted in the project. In addition, it is emphasized that it is a project adjacent to
the Medicana International Hospital, which was started to be built at that time, as well
as the excess of green areas and social areas, in promotional statements and
visualizations (Figure 4.51) (Folkart Vega, 2021). Related to this privilege, the
expression “inevitable opportunity to live in a region that is rapidly valued with very
rich and very special social facilities” is also used by implying the expected value

increase in the region.

Identification:
Location: Konak
Land Size: 20.715 sqm

Stage: Under Construction

843 Housing Units
53 Commercial Units

Figure 4.49. Unit Distribution Scheme

Total Number of Units: 896

Construction Company: Folkart Yap1 Sanayi Ticaret A.S.
Architectural Office: Tago Architects

Web Site: https://folkartvega.com/

Slogan: “Bright as the Stars, Unique as izmir”

Yildizlar Kadar Parlak, Izmir Kadar Essiz
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Figure 4.50. Exterior and interior views of the project (Source: Folkart Vega, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Café, Sauna,
Children’s Playground, Indoor Swimming Pool, Multipurpose Hall, Kiddie Pool, Mini
Cinema, Library, Infirmary.

Figure 4.51. Views of the facilities (balcony/terrace with the sea view and

swimming) in the project site (Source: Folkart Vega, 2021)

Keywords: balcony/terrace with the sea view, accessibility (esp. to hospital), being at

the center.
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4.1.18. Galata Rezidans

Galata Rezidans is built on a total area of 4,046 sqm, consisting of 2 separate blocks
and 140 housing and 22 commercial units in total (Figure 4.52). In 140 housing units,
there are 1+1, 2+1, 3+1 apartment types with an area between 55-145 sqm. The
architectural feature that stands out in the project can be interpreted as the goal of
offering modern architecture and comfort in interior designs (Figure 4.53). In addition,
the promise of high rental income investment in the short term with the expression
“ideal investment opportunity” is emphasized in the promotional perspective. In
addition to this, the workmanship and the quality of the products used are emphasized
in the project, and the environmental friendliness of the project is included in the

promotional statements (Figure 4.54) (Galata Rezidans, 2021).

Identification:
Location: Bornova
Land Size: 4.046 sqm

Stage: Under Construction

140 Housing Units
22 Commercial Units

Figure 4.52. Unit Distribution Scheme

Total Number of Units: 162

Construction Company: Galata Danismanlik Ltd. Sti
Architectural Office: Galata Danismanlik Ltd. Sti
Web Site: https://www.galatarezidans.com/

Slogan: “Bornova’s New Life Energy”

Bornova’'nin Yeni Yasam Enerjisi
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Figure 4.53. Exterior and interior views of the project (Source: Galata Rezidans,

2021)

Privileges: Car Park, Security, Fitness Center, Café, Children’s Playground, Indoor

Swimming Pool.

Figure 4.54. Views of the facilities (restaurant and car park) in the project site

(Source: Galata Rezidans, 2021)

Keywords: indoor qualities, investment, dynamism.
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4.1.19. Goldiva Familya

Goldiva Familya is a project built on a total area of 18,359 sqm, consisting of 3
separate and horizontal blocks and 328 housing units in total (Figure 4.55). In 328
housing units, there are 1+1, 2+1, 3+1 apartment types with an area between 58-135
sqm. The important architectural feature of the project is the aim of horizontally
designed architectural language (Figure 4.56). In the promotional expressions, the
transportation time to many locations, and thus, the ease of transportation is
emphasized, and the 12,800 sqm green area within the project stands out. In addition,
the social facilities and parks for children are highlighted in visuals and promotional

texts (Figure 4.57) (Goldiva Familya, 2021).

Identification:
Location: Bornova
Land Size: 18.359 sqm

Stage: Under Construction

328 Housing Units
Figure 4.55. Unit Distribution Scheme

Total Number of Units: 328

Construction Company: Diva insaat

Architectural Office: Epig Mimarlik

Web Site: http://www.goldivafamilya.com.tr/

Slogan: “Your Dreams are at Its Basis[/Foundation].”

Temelinde Hayalleriniz Var
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Figure 4.56. Exterior and interior views of the project (Source: Goldiva Familya,

2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Children’s

Playground, Bicycle and Running Road, Mini Cinema, Sports Field.

Figure 4.57. Views of the facilities (swimming and sports field) in the project site

(Source: Goldiva Familya, 2021)

Keywords: horizontal blocks (implying the disadvantage of the vertical ones),

accessibility (to the urban facilities), greenery.
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4.1.20. ikon Tower

Ikon Tower is built on a total area of 8,328 sqm, consisting of 2 separate blocks and
367 housing units in total (Figure 4.58). In 328 housing units, there are 1+1, 2+1, 3+1
apartment types with an area between 75-174 sqm. The outstanding architectural
features of the project are the ceiling height of 3.3 m., wide balconies/floor gardens,
and facade design (Figure 4.59). In the promotional expressions, it is emphasized that
the residences have sea and city views, social facilities, and a promising location where

the project continues to gain value (Figure 4.60) (Ikon Tower, 2021).

Identification:
Location: Bornova
Land Size: 8.328 sqm

Stage: Under Construction

367 Housing/Office Units
Figure 4.58. Unit Distribution Scheme

Total Number of Units: 367

Construction Company: Ozemeksan Insaat Ltd.Sti.
Architectural Office: Epig Mimarlik

Web Site: https://ozemeksan.com.tr/ikon-tower/

Slogan: “For those with high expectations from life...”

Hayattan Beklentisi Yiiksek Olanlar I¢in...
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Figure 4.59. Exterior and interior views of the project (Source: ikon Tower, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Children’s

Playground, Bicycle and Running Road, Kiddie Pool.

Figure 4.60. Views of the facilities (security and swimming) in the project site

(Source: Ikon Tower, 2021)

Keywords: ceiling height, high expectations, balcony/terrace with the sea/city view.
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4.1.21. izka Port

Izka Port is built on a total area of 5,000 sqm, consisting of one block and 144 housing
units in total (Figure 4.61). In 144 housing units, there are 1+1 apartment types with
an area of 57 sqm, 2+1 apartment types with an area of 120 sqm, 3+1 apartment types
with an area of 160 sqm, 4+2 apartment types with an area of 190 sqm. The important
architectural feature of the project is presented as that the view will not be blocked due
to its architectural design (Figure 4.62). It is stated in the promotions that it is a unique
investment opportunity and was built with advanced technology under the earthquake
regulations. Furthermore, the advantages of the location and social facilities are also

mentioned in the related advertisements (Figure 4.63) (Izka Port, 2021).

Identification:
Location: Bayrakli
Land Size: 5.000 sqm

Stage: Under Construction

144 Housing/Office Units
Figure 4.61. Unit Distribution Scheme

Total Number of Units: 144
Construction Company: izka insaat
Architectural Office: Day1 Mimarlik
Web Site: https://izka.com.tr/projeler/izkaport-izmir/
Slogan: “Everything is Left Behind Now...”
Artik Her Sey Geride Kaldl...
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Figure 4.62. Exterior and interior views of the project (Source: izka Port, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool.

Figure 4.63. Views of the facilities (terrace and swimming) in the project site

(Source: izka Port, 2021)

Keywords: viewing capacity, investment, earthquake resistance.
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4.1.22. Lobi Parlas Residence

Lobi Parlas is a project built on a total area of 5,064 sqm, consisting of one block and
195 housing units in total (Figure 4.64). In 195 housing units, there are only 1+1
apartment types each with an area of 65 sqm. When the project and the presentations
of the project are examined, a specific architectural feature that is highlighted does not
stand out. However, having only 1+1 apartments also implies flexibility of living
manner in a modern understanding designed for the ones preferring not to have a
family life—thus, it addresses only a homogeneous segment of users (Figure 4.65).
Furthermore, in the promotion statements, the location of the project in the

neighborhood of the skyscrapers is emphasized (Figure 4.66) (Lobi Parlas, 2021).

Identification:
Location: Bayrakli
Land Size: 5.064 sqm

Stage: Construction Finished

195 Housing Units
Figure 4.64. Unit Distribution Scheme

Total Number of Units: 195
Construction Company: Avcilar Ingaat
Architectural Office: Demirce Mimarlik
Web Site: https://avcilarinsaat.com.tr/avcilar-lobi-parlas-residence/
Slogan: “Life is Beautiful at Lobby Parlas”
Hayat, Lobi Parlas'ta Giizel
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Figure 4.65. Exterior and interior views of the project (Source: Lobi Parlas, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Sauna,
Children’s Playground, Indoor Swimming Pool, Bicycle and Running Road, Kiddie

Pool, Mini Cinema.

Figure 4.66. Views of the facilities (security and swimming) in the project site

(Source: Lobi Parlas, 2021)

Keywords: single living manner, being at the new city-center (promising location),

beautiful life.
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4.1.23. Mahall Bomonti

Mahall Bomonti is built on a total area of 41,520 sqm, consisting of 12 blocks and 466
housing-, 590 office- and 90 commercial units in total (Figure 4.67). In 466 housing
units, there are 1+0, 1+1, 2+1, 3+1 apartment types with an area between 62-187 sqm.
The highlighted architectural feature of the project is stated as being equipped with
furniture specially designed for the project (Figure 4.68). In addition, it is emphasized
that it is a candidate for LEED Platinum certification with the details such as vehicle
charging units, bicycle parking areas, solar panels and green roof application in
promotional activities (Figure 4.69). The central location and ease of transportation

are also among the features that stand out (Mahall Bomonti, 2021).

Identification:
Location: Konak
Land Size: 41.520 sqm

Stage: Under Construction

466 Housing Units
590 Office Units
90 Commercial Units

Figure 4.67. Unit Distribution Scheme

Total Number of Units: 1146
Construction Company: Tiirkerler Holding Insaat
Architectural Office: Epig Mimarlik
Web Site: http://www.mahallbomontiizmir.com/
Slogan: “The Place You Want to Be”

‘Olmak Istedigin Yer’
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Figure 4.68. Exterior and interior views of the project (Source: Mahall Bomonti,

2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Café, Sauna,
Children’s Playground, Multipurpose Hall, Mall, Mini Cinema, Sports Field, LEED
Certificate.

Figure 4.69. Views of the facilities (swimming and special furniture

design/decoration) in the project site (Source: Mahall Bomonti, 2021)

Keywords: specially designed indoor furniture, LEED Platinum certification,

accessibility.
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4.1.24. Mistral Izmir

Mistral Izmir is a project built on a total area of 13,923 sqm, consisting of 2 blocks
and 110 housing units and 153 office units in total (Figure 4.70). In 110 housing units,
there are 1+1, 2+1, 3+1, 4+1 apartment types with an area between 100-350 sqm. The
highlighted architectural features of the project are stated as a wide view, terraces, and
spacious spaces provided by the high ceilings and large windows (Figure 4.71).
Furthermore, it is the tallest tower in Izmir currently. The modern architectural design,
high-tech venues, social facilities, and LEED Gold certificate stand out in promotional

expressions (Figure 4.72) (Mistral izmir, 2021).

Identification:

Location: Konak

Land Size: 13.923 sqm
Stage: Construction Finished

110 Housing Units
153 Office Units
Figure 4.70. Unit Distribution Scheme

Total Number of Units: 263

Construction Company: Miray Insaat

Architectural Office: DNA Mimarlik, Progetto CMR

Web Site: http://mistralizmir.com.tr/

Slogan: “Izmir in the Heart of Everyone, Mistral in the Heart of Izmir!”

Herkesin Kalbinde Izmir, Izmir'in Kalbinde Mistral!
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Figure 4.71. Exterior and interior views of the project (Source: Mistral Izmir, 2021)

Privileges: Car Park, Security, Fitness Center, Café, Sauna, Mall, LEED Certificate.

Figure 4.72. Views of the facilities (balcony/terrace with the wide view and fitness

center) in the project site (Source: Mistral Izmir, 2021)

Keywords: balcony/terrace with the wide view, LEED Gold certification, building
height (as a demonstration of the high technology).
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4.1.25. Modda Bayrakh

Modda Bayrakli is built on a total area of 2,285 sqm, consisting of one block with 96
housing units in total (Figure 4.73). In 96 housing units, there are 2+1, 3+1 apartment
types with an area of between 77-97 sqm. The important architectural feature of the
project is the floor gardens in each apartment (Figure 4.74). At the same time, these
floor gardens add movement to the facade of the building. In the promotional
statements of the project, it is emphasized that the building is a candidate for LEED
Gold Certificate with its energy-saving technologies, heat and sound insulation, and
recycled construction materials. Moreover, the social facilities such as pool, fitness,
housekeeping, sauna and spa are provided under the title of “privilege” on the
promotional website (Figure 4.75) (Modda Bayrakli, 2021). The rental income is also

among the specified features.

Identification:

Location: Bayrakli

Land Size: 2.385 sqm

Stage: Construction Finished

96 Housing Units
Figure 4.73. Unit Distribution Scheme

Total Number of Units: 96

Construction Company: Ontan Miihendislik Mimarlik Insaat San. ve Tic. A.S
Architectural Office: NK Mimarlik

Web Site: https://moddabayrakli.com/index.html

Slogan: “A Life Intertwined with Green and Blue”

Yesil ve Mavi ile I¢ Ice Bir Yasam
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Figure 4.74. Exterior and interior views of the project (Source: Modda Bayrakli,
2021)

Privileges: Car Park, Security, Fitness Center, Sauna, Indoor Swimming Pool,

Housekeeping.

Figure 4.75. Views of the facilities (security and swimming) in the project site

(Source: Modda Bayrakli, 2021)

Keywords: floor gardens, candidate for LEED Gold Certificate, natural elements.
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4.1.26. Modda Bulvar

Modda Bulvar is a project built on a total area of 15,033 sqm, consisting of 5 separate
blocks with 1050 housing units in total (Figure 4.76). In 1050 housing units, there are
1+1 apartment types with an area of 80 sqm, 2+1 apartment types with an area of 126
sqm, 3+1 apartment types with an area of 188 sqm, 4+1 apartment types with an area
of 233 sqm (Figure 4.77). The primary architectural feature highlighted in the catalog
of the project (Modda Bulvar, 2021) is that all possibilities can be accessed easily
within the project (Figure 4.78). In the promotional expressions, the promise of a
comfortable life and social facilities are emphasized. In addition, ease of transportation

is among the features mentioned.

Identification:
Location: Bornova
Land Size: 15.033 sqm

Stage: Under Construction

1050 Housing Units
Figure 4.76. Unit Distribution Scheme

Total Number of Units: 1050
Construction Company: Ontan Miihendislik Mimarlik Insaat San. ve Tic. A.S
Architectural Office: Ontan Miihendislik Mimarlik Insaat San. ve Tic. A.S
Web Site: https:// www.moddabulvar.com/
Slogan: “Everything Under Your Home”

Her Sey Evinizin Altinda
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Figure 4.77. Exterior and interior views of the project (Source: Modda Bulvar, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Caf¢, Indoor

Swimming Pool, Multipurpose Hall.

Figure 4.78. Views of the facilities (swimming and shopping) in the project site

(Source: Modda Bulvar, 2021)

Keywords: accessibility, availability, comfortable life.
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4.1.27. Modda Suites

Modda Suites is a project built on a total area of 2,062 sqm, consisting of only 1 block
with 72 housing units in total (Figure 4.79). In 72 housing units, there are 2+1
apartment types with an area of between 65-74 sqm, 3+1 apartment types with an area
of 104 sqm. The primary architectural feature highlighted in the catalog of the project
(Modda Suites, 2021) is the comfortable design of the interior spaces (Figure 4.80). In
the promotions of the project, it is emphasized that the interior design was done in a
high-quality way. It is stated that attention is paid to the use of natural light. In addition,
all of the facilities offered in the project such as security, concierge, house cleaning,

valet, laundry, dry cleaning, and reception are reflected as the other privileges (Figure
4.81).

Identification:
Location: Bayrakli
Land Size: 2.062 sqm

Stage: Under Construction

72 Housing Units
Figure 4.79. Unit Distribution Scheme

Total Number of Units: 72

Construction Company: Ontan Miihendislik Mimarlik Insaat San. ve Tic. A.S
Architectural Office: Elmac1 Mimarlik

Web Site: https://www.moddasuites.com/anasayfa.html

Slogan: “Light-Filled, Spacious Places where Less is More...”

Azin Cok Oldugu Isik Dolu, Ferah Mekanlar ...
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Figure 4.80. Exterior and interior views of the project (Source: Modda Suites, 2021)

Privileges: Car Park, Security, Outdoor Swimming Pool, Housekeeping, Dry Cleaner.

W

Figure 4.81. Views of the facilities (terrace and swimming) in the project site

(Source: Modda Suites, 2021)

Keywords: quality architectural design, spacious space, comfortable life.
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4.1.28. MyVia 414

MyVia 414 is a project built on a total area of 11,067 sqm, consisting of 2 separate
blocks with 214 housing units and 80 commercial units in total (Figure 4.82). In 214
housing units, there are 1+0 apartment types with an area of between 69-74 sqm, 1+1
apartment types with an area of between 93-102 sqm, 2+1 apartment types with an
area of between 110-135 sqm, 3+1 apartment types with an area of between 158-224
sqm (Figure 4.83). The primary architectural feature highlighted in the catalog of the
project (MyVia 414, 2021) is that all needs can be met without delay by the services
and facilities provided in the project. Inspired by the famous architect Ludwig Mies
van der Rohe’s famous phrase “Less is More,” which laid the foundations of
minimalism, the spacious interior designs are provided with the buildings, where
luxury and comfort are combined with the modern lines. The facilities such as a
shopping center with the most distinguished brands located just below the residence;
and the luxury restaurants, SPA and pool, yoga hall, fitness center, sauna, steam room
and massage room are mentioned in the promotions (Figure 4.84). The garbage
disposal, daily cleaning in the flat, dry cleaning, laundry service, ironing service, room
service, general reservation services, private valet services, reception services, health
services, car washing services, and technical services provided to the apartments are

also highlighted.

Identification:
Location: Bornova
Land Size: 11.067 sqm

Stage: Construction Finished

214 Housing Units
80 Commercial Units
Figure 4.82. Unit Distribution Scheme

Total Number of Units: 294
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Construction Company: Gézde Yapi
Architectural Office: Epig Mimarlik
Web Site: http://www.myway.com.tr/myvia-414-bornova.html

Slogan: “The Architecture of the Future from Today... in Bornova!”

Gelecegin Mimarisi Bugiinden... Bornova'da!

Figure 4.83. Exterior and interior views of the project (Source: MyVia 414, 2021)

Privileges: Car Park, Security, Fitness Center, Café, Sauna, Indoor Swimming Pool,

Mall, Mini Cinema, Housekeeping, Dry Cleaner, Yoga and Pilates Area, Infirmary.

Figure 4.84. Views of the facilities (swimming and shopping) in the project site

(Source: MyVia 414, 2021)

Keywords: minimalist architectural design, quality shopping venue, technological

services.
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4.1.29. MyWay 202 Bornova

MyWay 202 Bornova is a project built on a total area of 3,317 sqm, consisting of only
1 block with 202 housing units in total (Figure 4.85). In 202 housing units, there are
1+0 apartment types with an area of 55 sqm, 1+1 apartment types with an area of 72
sqm. The most important architectural feature highlighted in the catalog of the project
(MyWay 202, 2021) is the central location of the project. The promotions emphasize
the L-shaped design of the project, which, accordingly, indicates that the interior of
the building also has an aesthetic and different appearance (Figure 4.86). The use of
high-quality materials and professional workmanship has been brought to the fore. It
is also stated that the users can live in peace in the project in terms of the earthquake

resistance and security service (Figure 4.87).

Identification:
Location: Bornova
Land Size: 3.317 sqm

Stage: Construction Finished

202 Housing Units
Figure 4.85. Unit Distribution Scheme

Total Number of Units: 202

Construction Company: G6zde Yap1

Architectural Office: Day1 Mimarlik

Web Site: http://www.myway.com.tr/myway-202-bornova.html

Slogan: “A First from MyWay!” [The reason why they use such a slogan may be that
they aim to create an unprecedented project, even though the company has previously
made similar mass-housing projects. ]

MyWay'den Bir Ilk!
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Figure 4.86. Exterior views of the project (Source: MyWay 202, 2021)

Privileges: Car Park, Security, Outdoor Swimming Pool, Sauna, Children’s

Playground.

1\1

Figure 4.87. Views of the facilities (swimming and greenery) in the project site

(Source: MyWay 202, 2021)

Keywords: accessibility, earthquake resistance, security.
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4.1.30. MyWay Deluxe Alsancak

MyWay Deluxe Alsancak is a project built on a total area of 1,066 sqm, consisting of
only 1 block with 111 housing units in total (Figure 4.88). In 111 housing units, there
are 1+1 apartment types with an area of 70 sqm, 2+1 apartment types with an area of
100 sqm, 3+1 apartment types with an area of 140 sqm (Figure 4.89). The primary
architectural feature highlighted in the catalog of the project (MyWay Deluxe
Alsancak, 2021) is the central location of the project. There are many social advantages
in the project built in Alsancak, one of the most popular neighborhoods in Izmir. In
the project, the location in the center of the city, and a new life opportunity are
mentioned. The project includes facilities such as an outdoor and indoor swimming
pool, a children’s swimming pool, a fully equipped gym, 24/7 security cameras, and
indoor parking (Figure 4.90). However, it is frequently stated that, depending on the
locational privilege of the project, all the needs of the inhabitants can be met without
wasting time. There are many training options in the project, which is built in the
middle of multiple education, health, and government institutions as well as shopping

centers.

Identification:

Location: Konak

Land Size: 1.066 sqm

Stage: Construction Finished

111 Housing/Office Units
Figure 4.88. Unit Distribution Scheme

Total Number of Units: 111

Construction Company: Gézde Yap1

Architectural Office: Day1 Mimarlik

Web Site: http://www.myway.com.tr/myway-deluxe-alsancak-satilik-daire-

residence-rezidans.html
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Slogan: “Living Alsancak is Different, Living in Alsancak is Completely
Different...”

Alsancak't yagamak baska, Alsancak'ta yasamak bambaska...

T
Sy A
iy e ¢
Bl

AT
et LTI
o

I

Figure 4.89. Exterior and interior views of the project (Source: MyWay Deluxe

Alsancak, 2021)

Privileges: Car Park, Security, Outdoor Swimming Pool, Café.

Figure 4.90. Views of the facilities (swimming and security) in the project site

(Source: MyWay Deluxe Alsancak, 2021)

Keywords: central location/accessibility (to the urban facilities), Alsancak urban-

image, different and new life.
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4.1.31. My Way Dokuz Eyliil

MyWay Dokuz Eyliil is a project built on a total area of 416 sqm, consisting of only 1
block with 132 housing units in total (Figure 4.91). In 132 housing units, there are 1+0
apartment types with an area of 50 sqm, 1+1 apartment types with an area of 63 sqm,
2+1 apartment types with an area of 83 sqm. The most important architectural feature
highlighted in the catalog of the project (MyWay Dokuz Eyliil, 2021) is the distance
of the project to the university campus, which majorly addresses the students. Life in
the comfort of a 5-star hotel is promised in the MyWay Dokuz Eyliil project. The
project, which attracts attention with its design appealing to students and young people,
offers services such as housekeeping, dry cleaning, technical service and car washing.
The project is 3 minutes from Dokuz Eyliil University Campus, 5 minutes from
Cesme-Izmir highway, 1 minute from the metro and 5 minutes from the City Hospital.
However, the facilities are not supported by visuals in the promotions, except the ones

given in Figure 4.92.

Identification:
Location: Buca
Land Size: 416 sqm

Stage: Under Construction

132 Housing Units
Figure 4.91. Unit Distribution Scheme

Total Number of Units: 132

Construction Company: G6zde Yap1

Architectural Office: Day1 Mimarlik

Web Site: http://www.myway.com.tr/myway-dokuz-eylul.html
Slogan: “3 Minutes to Campus”

Kampiise 3 Dakika Mesafede
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Figure 4.92. Exterior views of the project (Source: MyWay Dokuz Eyliil, 2021)
Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Café, Sauna.

Keywords: accessibility (to the university), comfort, availability (of the life-facilitating

services).
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4.1.32. Narova

Narova is built on a total area of 8,308 sqm, consisting of 2 separate blocks with 114
housing units in total (Figure 4.93). In 114 housing units, there are 1+1 apartment types
with an area of 68 sqm, 2+1 apartment types with an area of between 96-136 sqm, 3+1
apartment types with an area of between 139-193 sqm (Figure 4.94). The primary
architectural feature highlighted in the catalog of the project (Narova, 2021) is the
effort to create a friendly neighborhood atmosphere in the region where the Narova
projects are made stage by stage. In the project, there are social facilities such as an
outdoor swimming pool, gym, pilates hall, table tennis, billiard room, PlayStation

room, and pocket cinema (Figure 4.95).

Identification:
Location: Bornova
Land Size: 8.308 sqm

Stage: Construction Finished

114 Housing Units
Figure 4.93. Unit Distribution Scheme

Total Number of Units: 114

Construction Company: YapiTek

Architectural Office: Epig Mimarlik

Web Site: https://narova.com.tr/

Slogan: “Buy One, Live Thousand.”
Bir al bin yasa.
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Figure 4.94. Exterior and interior views of the project (Source: Narova, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Café,

Children’s Playground, Mall, Bicycle and Running Road, Kiddie Pool, Sports Field.

Figure 4.95. Views of the facilities (swimming and children’s playground) in the

project site (Source: Narova, 2021)

Keywords: friendly neighborhood, nature, manifold opportunities (in social facilities).
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4.1.33. Narova 2. Etap

Narova 2. Etap (Narova 2nd Stage) is the consecutive project of the 1st Narova
(described above, in section 4.2.33), and built on a total area of 19,707 sqm, consisting
of only 1 block with 233 housing units in total (Figure 4.96). In 233 housing units,
there are 1+1 apartment types with an area of between 72-84 sqm, 2+1 apartment types
with an area of between 89-178 sqm, 3+1 apartment types with an area of between
154-244 sqm, 4+1 apartment types with an area of between 247-280 sqm (Figure 4.97).
The primary architectural feature highlighted in the catalog of the project (Narova 2.
Etap, 2021) is, again, the effort to create a friendly neighborhood atmosphere in the
region where the Narova projects are made stage by stage. Similar to the 1st Stage, in
the 2nd Stage too, there are social facilities such as an outdoor swimming pool, gym,
pilates hall, table tennis, billiard room, PlayStation room, and pocket cinema (Figure

4.98).

Identification:

Location: Bornova

Land Size: 19.707 sqm
Stage: Construction Finished

233 Housing Units
Figure 4.96. Unit Distribution Scheme

Total Number of Units: 233

Construction Company: YapiTek

Architectural Office: Epig Mimarlik

Web Site: https://narova.com.tr/etap2/

Slogan: “Do Not Buy a House, [but] Buy a Life.”

Ev alma yasam al.
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Figure 4.97. Exterior and interior views of the project (Source: Narova 2.Etap, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Café,

Children’s Playground, Indoor Swimming Pool, Mall, Bicycle and Running Road,
Kiddie Pool.

Figure 4.98. Views of the facilities (swimming and greenery) in the project site

(Source: Narova 2. Etap, 2021)

Keywords: friendly neighborhood, nature, manifold opportunities (in social facilities).
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4.1.34. Narova 3. Etap

Narova 3. Etap (Narova 3rd Stage) is the other consecutive project of the first two
Narova projects (described above, in the sections 4.2.33, and 4.2.34), and built on a
total area of 9,426 sqm, consisting of 2 separate blocks with 124 housing units in total
(Figure 4.99). In 124 housing units, there are 1+1 apartment types with an area of
between 57-87 sqm, 2+1 apartment types with an area of between 113-156 sqm, 3+1
apartment types with an area of between 151-206 sqm (Figure 4.100). The most
important architectural feature highlighted in the catalog of the project (Narova 3.
Etap, 2021) is, again, the same as the previous stages, that is, the effort to create a
friendly neighborhood atmosphere in the region where the Narova projects have been
made stage by stage. In the project, there are social facilities such as an outdoor
swimming pool, gym, pilates hall, table tennis, billiard room, PlayStation room, and
pocket cinema (Figure 4.101). However, as a difference, in the 3rd Stage, the unifying
quality of the spaces, as well as the availability of nature provided by the way of design

solutions, is stated in the slogan clearly.

Identification:
Location: Bornova
Land Size: 9.426 sqm

Stage: Construction Finished

124 Housing Units
Figure 4.99. Unit Distribution Scheme

Total Number of Units: 124

Construction Company: YapiTek

Architectural Office: Epig Mimarlik

Web Site: https://narova.com.tr/etap3/

Slogan: “Life is Beautiful with Pomegranate, Flower, Love. Life is Beautiful

Together.”
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Hayat; narwyla, ¢icegiyle, sevgisiyle giizel. Hayat birlikte giizel

Figure 4.100. Exterior and interior views of the project (Source: Narova 3.Etap,

2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Children’s

Playground, Bicycle and Running Road, Kiddie Pool.

Figure 4.101. Views of the facilities (greenery and swimming) in the project site

(Source: Narova 3. Etap, 2021)

Keywords: friendly neighborhood, nature, the ability of being together.
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4.1.35. Narova 4. Etap

Narova 4. Etap (Narova 4th Stage) is the final phase of the first three consecutive
Narova projects (described above, in the sections 4.2.33, 4.2.34, and 4.2.35), and built
on a total area of 7,726 sqm, consisting of only 1 block with 120 housing units in total
(Figure 4.102). In 120 housing units, there are 1+0 apartment types with an area of 53
sqm, 1+1 apartment types with an area of 90 sqm, 2+1 apartment types with an area of
112 sqm, 3+1 apartment types with an area of 214 sqm (Figure 4.103). Similar to the
previous Stages, the primary architectural feature highlighted in the catalog of the
project (Narova 4. Etap, 2021) is the effort to create a friendly neighborhood
atmosphere in the region where the Narova projects are made stage by stage. In the
project, the same social facilities are available, again, such as an outdoor swimming
pool, gym, pilates hall, table tennis, billiard room, PlayStation room, and pocket
cinema (Figure 4.104). In the slogan, as a difference from the previous Stages, the
emphasis on the connection between the sensory perception and emotion of belonging

which will be provided by the experience of the spatial atmospheres is neat and clear.

Identification:
Location: Bornova
Land Size: 7.726 sqm

Stage: Under Construction

120 Housing Units
Figure 4.102. Unit Distribution Scheme

Total Number of Units: 120

Construction Company: YapiTek

Architectural Office: Epig Mimarlik

Web Site: https://narova.com.tr/etap4/

Slogan: “The Smell of This Neighborhood is Familiar, [but] Its Texture is
Different...”
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Bu mahallenin kokusu tanmdik, dokusu farkli...

Figure 4.103. Exterior and interior views of the project (Source: Narova 4.Etap,

2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Children’s

Playground.

Figure 4.104. Views of the facilities (swimming and greenery) in the project site

(Source: Narova 4. Etap, 2021)

Keywords: friendly neighborhood, familiarity (supported by sensory perception),

difference (and metaphorically prestigious).
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4.1.36. Niians Deluxe

Niians Deluxe is a project built on a total area of 12,483 sqm, consisting of 2 separate
blocks with 114 housing units in total (Figure 4.105). In 114 housing units, there are
2+1 apartment types with an area of 97 sqm, 3+1 apartment types with an area of 154
sqm, 4+1 apartment types with an area of 183 sqm (Figure 4.106). The primary
architectural feature is combined with the definition of luxury and stated that the luxury
will be reconstructed with the new technology and materials used in the project (Niians
Deluxe, 2021). The project, which has a landscape area of 7500 sqm, includes indoor
and outdoor swimming pools, dining areas, terraces, children’s playgrounds, bazaar,
indoor sports hall, recreation area, indoor car park, outdoor show area, private jogging

track, outdoor soccer field and basketball court (Figure 4.107).

Identification:
Location: Bornova
Land Size: 12.483 sqm

Stage: Under Construction

114 Housing Units
Figure 4.105. Unit Distribution Scheme

Total Number of Units: 114

Construction Company: Niians Yapi

Architectural Office: Niians Yapi1

Web Site: http://www.nuansyapi.com.tr/

Slogan: “The Definition of ‘Luxury’ is Changing in izmir”

Izmir'de "Liiksiin" Tammi Degisiyor
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Figure 4.106. Exterior and interior views of the project (Source: Niians Deluxe,

2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Caf¢, Sauna,
Children’s Playground, Indoor Swimming Pool, Multipurpose Hall, Mall, Bicycle and
Running Road, Kiddie Pool, Mini Cinema, Sports Field, Housekeeping, Guest Car
Park, Pet Hotel.

Figure 4.107. Views of the facilities (swimming and security) in the project site

(Source: Niians Deluxe, 2021)

Keywords: luxury, technology, quality materials.
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4.1.37. Ontan Bayrakh

Ontan Bayrakli is a project built on a total area of 5,030 sqm, consisting of only 1
block with 259 housing units, 51 office units and 25 commercial units in total (Figure
4.108). In 259 housing units, there are 1+1 apartment types with an area of between
39 sqm, 2+1 apartment types with an area of between 51 sqm (Figure 4.109). The
highlighted architectural feature in the catalog of the project (Ontan Bayrakli, 2021) is
that all services can be offered under the roof of the housing. It is mentioned that a
monotonous life will not be allowed with the services offered in the project, which are
also called privileges in the promotions (Figure 4.110). It has been suggested that it is

possible to get away from stress during the day with spa and fitness services.

Identification:
Location: Bayrakli
Land Size: 5.030 sqm

Stage: Construction Finished

259 Housing Units
51 Office Units
17 Commercial Units

Figure 4.108. Unit Distribution Scheme

Total Number of Units: 327

Construction Company: Ontan Miihendislik Mimarlik Insaat San. ve Tic. A.S
Architectural Office: Epig Mimarlik

Web Site: https://ontanbayrakli.com/

Slogan: “As Beautiful as Izmir, as Valuable as Izmir”

Izmir Kadar Giizel Izmir Kadar Degerli
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Figure 4.109. Exterior and interior views of the project (Source: Ontan Bayrakli,

2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Café, Sauna,

Children’s Playground, Indoor Swimming Pool.

Figure 4.110. Views of the facilities (swimming and security) in the project site

(Source: Ontan Bayrakli, 2021)

Keywords: availability (of the social services), dynamic life, Izmir city-image.
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4.1.38. Paradiso Buca

Paradiso Buca is a project built on a total area of 1,370 sqm, consisting of only 1 block
with 60 housing units in total (Figure 4.111). In 60 housing units, there are only 3+1
apartment types with an area of 164 sqm. The primary architectural feature highlighted
in the catalog of the project (Paradiso Buca, 2021) is that it is the first high-rise building
in the region where the project is built (Figure 4.112). The Paradiso Buca project
provides a kindergarten service to the residents to send their children safely, and the
parking garage service (Figure 4.113). In addition to the promotions, the remarkable
subject about the project is the name of the building: in Italian, “Paradiso” means
heaven, by which the project is aimed at being easily memorable as well as giving the

message about the life quality that is promised to be experienced in the housing.

Identification:
Location: Buca
Land Size: 1.370 sqm

Stage: Construction Finished

60 Housing Units
Figure 4.111. Unit Distribution Scheme

Total Number of Units: 60

Construction Company: Urhanlar Insaat
Architectural Office: Urhanlar insaat

Web Site: http://urhanlar.com.tr/projeler/

Slogan: “Your Story Begins with Buca Paradiso”

Buca Paradiso ile Sizin Hikayeniz Basliyor
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Figure 4.112. Exterior and interior views of the project (Source: Paradiso Buca, 2021)

Privileges: Car Park, Security, Fitness Center.

Figure 4.113. Views of the facilities (car park and security) in the project site

(Source: Paradiso Buca, 2021)

Keywords: building height (demonstrating the technological advance), a quality life

(as if in the heavens), comfort.
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4.1.39. Safir Residence

Safir Residence is a project built on a total area of 3,804 sqm, consisting of 2 separate
blocks with 142 housing units in total (Figure 4.114). In 142 housing units, there are
only 1+1 apartment types with an area of 50 sqm. The primary architectural feature
highlighted in the catalog of the project (Safir Residence, 2021) is that the project is
accessible to the urban facilities in the vicinity because of its central location. 1 + 1
apartments with a living area of 45 sqm are fully equipped, furnished with household
appliances (Figure 4.115). Immediately “ready-to-move” apartments with microwave
ovens, refrigerator, electric cooker, dishwasher, washing machine, extractor fan, LCD
television, bed and base are mentioned in the promotions. In the project, it is stated
that the latest technology VRF (Variable Refrigerant Flow) air conditioning system,
which can be programmed differently for each apartment, is delivered, too. It has
outdoor and indoor parking facilities, infrastructure required for satellite broadcasting,
wireless internet infrastructure, daily garbage disposal service, cleaning service, 24-

hour security guard, and state-of-the-art camera surveillance (Figure 4.116).

Identification:
Location: Buca
Land Size: 3.804 sqm

Stage: Construction Finished

142 Housing Units
Figure 4.114. Unit Distribution Scheme

Total Number of Units: 142
Construction Company: Ak Ege Ingaat Yatirim
Architectural Office: DsgnArt Mimarlik
Web Site: http://bucasafir.com/
Slogan: “Life has Begun”
Yasam Basladi
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Figure 4.115. Exterior and interior views of the project (Source: Safir Residence,

2021)

Privileges: Car Park, Security, Fitness Center, Café, Housekeeping.

Figure 4.116. Views of the facilities (security and greenery) in the project site

(Source: Safir Residence, 2021)

Keywords: accessibility (to the urban facilities), “ready-to-move” apartments (with

furniture), use of the latest technology.
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4.1.40. Teknoen Altindag

Teknoen Altindag is built on a total area of 1,788 sqm, consisting of only 1 block with
96 housing units in total (Figure 4.117). In 96 housing units, there are 2+1 apartment
types with an area of between 88-111 sqm, 3+1 apartment types with an area of
between 122-145 sqm (Figure 4.118). The highlighted architectural feature in the
catalog of the project (Teknoen Altindag, 2021) is that the heating and cooling systems
will be presented to the user as a standard. The promotional statements emphasize that
the 3-story and 110-vehicle parking lot is established within the scope of the project.
Furthermore, it is also mentioned that the project will provide an opportunity for a

valuable investment and high profit (Figure 4.119).

Identification:
Location: Bornova
Land Size: 1.788 sqm

Stage: Under Construction

96 Housing Units
Figure 4.117. Unit Distribution Scheme

Total Number of Units: 96
Construction Company: Teknoen Miihendislik Ltd.Sti.
Architectural Office: Vero Concept Mimarlik
Web Site: http://www.teknoen.com.tr/teknoen-altindag
Slogan: “High-Status High Earnings”

Yiiksek Statii Yiiksek Kazang
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Figure 4.118. Exterior and interior views of the project (Source: Teknoen Altindag,

2021)

Privileges: Car Park, Security, Fitness Center, Café.

Figure 4.119. Views of the facilities (fitness center and Turkish bath) in the project
site (Source: Teknoen Altindag, 2021)

Keywords: high status, air conditioning systems, profitable investment.
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4.1.41. Trademark Elif Tower

Trademark Elif Tower is a project built on a total area of 3,210 sqm, consisting of only
1 block with 116 housing units in total (Figure 4.120). In 116 housing units, there are
2+1 apartment types with an area of between 115 sqm, 3+1 apartment types with an
area of between 151 sqm (Figure 4.121). The highlighted architectural feature in the
catalog of the project (Trademark Elif Tower, 2021) is that it offers a healthy life with
its outdoor swimming pool and fitness center. It is stated that the project, which is
implemented in the most central point of the city, will bring profit to its investors both
today and in the future. In the promotions, the project reveals its difference with its
special areas where the inhabitants can feel nature both inside the residences and in the
common areas. It is emphasized that the earthquake and insulation regulations are also
complied with in the project, which is built in integrity with nature. According to the
zoning regulation, although the buildings exceeding 200 sqm are required to be
inspected by the building inspection organizations, the inspection of the project by the
building inspection companies is offered as a privilege. In addition, it is stated that the

project hosts many privileged social areas and different social areas (Figure 4.122).

Identification:
Location: Bornova
Land Size: 3.210 sqm

Stage: Under Construction

116 Housing Units
Figure 4.120. Unit Distribution Scheme

Total Number of Units: 116

Construction Company: Adnan Kiligoglu Insaat
Architectural Office: Epig Mimarlik

Web Site: http://www.trademarktower.com/

Slogan: “For Those who Always Expect a Better from Life”
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Hayattan Hep Daha lyisini Bekleyenler Icin

Figure 4.121. Exterior and interior views of the project (Source: Trademark Elif

Tower, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Children’s

Playground, Bicycle and Running Road, Kiddie Pool, Mini Cinema.

Figure 4.122. Views of the facilities (terrace and swimming) in the project site

(Source: Trademark Elif Tower, 2021)

Keywords: accessibility (to the urban facilities), profitable investment, building

inspection.
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4.1.42. Trademark Studio

Trademark Studio is a project built on a total area of 5,680 sqm, consisting of 2
separate blocks with 320 housing units in total (Figure 4.123). In 320 housing units,
there are 1+1 apartment types with an area of 53 sqm, 2+1 apartment types with an
area of 77 sqm (Figure 4.124). The distinguishing architectural feature highlighted in
the catalog of the project (Trademark Studio Bornova, 2021) is that all daily needs can
be met in the project. In the promotional expressions, the location of the project is
generally mentioned, and the distances to the universities, shopping centers, highways,
and hospitals are stated as bird flights. It is emphasized that with its location, it will
provide convenience to those living in the project and will also provide profit to its

investors (Figure 4.125).

Identification:
Location: Bornova
Land Size: 5.680 sqm

Stage: Under Construction

320 Housing Units
Figure 4.123. Unit Distribution Scheme

Total Number of Units: 320

Construction Company: Adnan Kiligoglu Insaat - Katal ingaat
Architectural Office: Epig Mimarlik

Web Site: http://studiobornova.com/

Slogan: “New Trademark, Bornova Again”

Yeni Trademark Yine Bornova
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Figure 4.124. Exterior and interior views of the project (Source: Trademark Studio

Bornova, 2021)

Privileges: Car Park, Security, Outdoor Swimming Pool, Mini Cinema

Figure 4.125. Views of the facilities (swimming and restaurants) in the project site

(Source: Trademark Studio Bornova, 2021)

Keywords: availability (of all daily needs), accessibility (to the urban facilities),

profitable investment.
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4.1.43. Varyant Tower Bornova

Varyant Tower Bornova is a project built on a total area of 2,374 sqm, consisting of
only 1 block with 166 housing units in total (Figure 4.126). In 166 housing units, there
are 1+1 apartment types with an area of between 59-63 sqm, 2+1 apartment types with
an area of between 118-121 sqm, 3+1 apartment types with an area of between 180
sqm (Figure 4.127). The highlighted architectural feature in the catalog of the project
(Varyant Tower Bornova, 2021) is that the project has a dominant view of [zmir Bay.
The extraordinary hexagonal architecture in the project is kept at the forefront in the
promotions, and it is suggested that it will introduce a brand new ‘“architectural
concept” to Izmir: in terms of the formal qualities of the building, it is stated that, in
the design of the project, the beehive figure was the inspiration. The thermal insulation
and earthquake resistance measures are also mentioned. The details that make life
comfortable in the project are described as prestige covering the outdoor swimming
pool, fitness center, yoga areas, lobby lounge, parking lot, high ceilings, and large

balconies (Figure 4.128).

Identification:
Location: Bornova
Land Size: 2.374 sqm

Stage: Under Construction

166 Housing Units
Figure 4.126. Unit Distribution Scheme

Total Number of Units: 166

Construction Company: Kumko Yap1 A.S.
Architectural Office: Adnan Kazmaoglu Mimarlik
Web Site: http://www.varyanttower.com/

Slogan: “Three Rooms, One Izmir!”

Uc¢ Oda, Bir Izmir!
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Figure 4.127. Exterior and interior views of the project (Source: Varyant Tower

Bornova, 2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool.

Figure 4.128. Views of the facilities (swimming and fitness center) in the project site

(Source: Varyant Tower Bornova, 2021)

Keywords: view of the Izmir Bay (Izmir city-image), new hexagonal architectural

form (inspired from beehives), earthquake resistance.
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4.1.44. Vita Loft Buca

Vita Loft Buca is built on a total area of 6,543 sqm, consisting of 2 separate blocks
with 276 housing units in total (Figure 4.129). In 276 housing units, there are 1+1 and
2+0 apartment types with an area of between 55-128 sqm, 2+1 apartment types with
an area of 75 sqm (Figure 4.130). The primary architectural feature highlighted in the
catalog of the project (Vita Loft Buca, 2021) is the high accessibility of the project by
its location. In addition, the project, which is stated to have the largest social facility
area in Buca, has 1500 sqm indoor and 5000 sqm outdoor spaces reserved for the social
facilities. The project includes a 226 sqm swimming pool—which is claimed to be the
largest swimming pool in Buca—a tennis court, and a basketball court (Figure 4.131).
In the promotional statements, the subway line planned to arrive at Buca in 2020 is
also emphasized as a work that will add value to the project. However, during the
preparation of this dissertation, that is, in the second quarter of 2021, the subway line

was not extended to Buca, yet.

Identification:

Project Name: Vita Loft Buca
Location: Buca

Land Size: 6.543 sqm

Stage: Construction Finished

276 Housing Units
Figure 4.129. Unit Distribution Scheme

Total Number of Units: 276

Construction Company: Seving Yap1

Architectural Office: Seving Yapi

Web Site: https://www.vitaloftbuca.com/

Slogan: “Izmir's Project that Makes a Difference”

Izmir'in Fark Yaratan Projesi
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Figure 4.130. Exterior and interior views of the project (Source: Vita Loft Buca,

2021)

Privileges: Car Park, Security, Fitness Center, Outdoor Swimming Pool, Sauna, Sports

Field.

Figure 4.131. Views of the facilities (swimming and balcony/terrace with the wide

view) in the project site (Source: Vita Loft Buca, 2021)

Keywords: accessibility (to the urban facilities), the largest social facility area,

closeness to the future subway line of Buca.

158



4.2. Architectural Analyses of the Projects Based on the Promotions

As revealed in the previous section (4.1), the 44 cases cover the condominium/tower
or multiple block examples addressing the high-income level inhabitants and built or
under construction in the Izmir city-center and peripheries after 2015 (Figure 4.132).
The settlement and constructional identifications of the cases were presented
comparatively in Table 4.1 to introduce the projects regarding the common and
differing contextual qualities and quantities. Furthermore, based on the promotional
catalogs of the cases, the analyses were undertaken in four main axes comprising 1)
the comparative readings of the services and facilities provided in the housing
settlements (Table 4.2); 2) the verbal and visual representations of the promotions
based on the slogans and project images (Table 4.3) as well as the metaphoric and
poetic associations (Table 4.4); and 3) the detailed semantic analysis of the contents
of the slogans to understand the structural relationships between the main and
subsidiary messages (Table 4.5); 4) the promotional characters of the slogans in giving

the main messages directly or indirectly (Table 4.6).

Figure 4.132. Distribution of projects over districts

As seen in Table 4.1, 6 projects were/are built in Konak (highlighted with red), 26
projects in Bornova (highlighted with blue), 7 projects in Bayrakli (highlighted with
green), and 5 projects in Buca (highlighted with orange). The cases in Konak are the
ones built in the city center and mainly located close to the Alsancak neighborhood,
which was promoted in the slogans and project titles, too—as it was revealed directly
in the title of the “AllSancak” (no. 1 in Table 4.1) or in “My Way Deluxe Alsancak”

(no. 30 in Table 4.1). The main reason for mentioning the Alsancak neighborhood in
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the promotions may be primarily related to that the perception of this region generally
refers to a widely recognized prestige among the citizens of Izmir, since this
neighborhood takes place in the heart of the city in social respect, is the main location
of the entertainment and shopping venues, and has a long coastline called “Kordon”
allowing for gathering all gastronomic and shopping facilities together as well as

providing a continuous space for meetings and recreation.

On the other hand, with 26 projects, Bornova refers to the most preferred location for
the high-income level mass-housing projects. However, we may even increase this
number by adding the ones built in Bayrakli because of its neighboring position with
Bornova; and thus, the number may refer to 33 in total (highlighted with blue and green
in Table 4.1), which point out the projects built in the “new city center”—that is,
“Bayrakli” and its neighbor Bornova. Because the region has just been opened for
development, it is not hard to find a place to build the tower (condominium) or
apartment block typologies. And of course, because Bayrakli (and Bornova) will
constitute the new center of the city, again, new and manifold shopping, entertainment,
social, recreational and gastronomic facilities, as well as the health and education
services, are mainly provided in the vicinity of these projects, which refers to prestige
provided by the newness, accessibility and availability of the urban services. The
evolution of the region has been and will be quick, and therefore, the possibilities are

promising for the new generation of urban and housing understanding.

Furthermore, 5 projects built in Buca and 26 projects of Bornova (highlighted with
blue and orange in Table 4.1) also converge at a different point covering the fact that
these districts contain the 3 important universities of Izmir city: Dokuz Eyliil
University (Tinaztepe Campus) in Buca; and Ege University and Yasar University in
Bornova. The strategic locations of the projects were generally mentioned in the
promotions—while directly used in the title of the project of “My Way Dokuz Eyliil”
(no. 31 in Table 4.1). In this way, it can also be claimed that the majority of these

projects also aim to address the students and their families.

The construction phase in all of the cases has been started, but in 4 of them it still
continues (the projects given in no. 1, 13, 23, and 36 in Table 4.1). There are 4 projects
having block-numbers over 5 (the ones given in 13, 14, 15, and 23 in Table 4.1), and

in 40 projects the number of the blocks are 5 or below. 13 of the cases have stories
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over 20 (the ones given in 1, 2, 8, 10, 13, 14, 17, 20, 21, 23, 24, 26, and 43 in Table
4.1), while 31 of them are with 20 or fewer stories. The one having the highest number
of stories is the project titled “Mahall Bomonti” with 58 stories (no. 23 in Table 4.1),
of which construction continues. In terms of the number of housing units, there are 3
projects having units more than 1000 (the ones given in no. 1, 2, and 26 in Table 4.1).
2 of these projects are located in Bornova (with 2265 units in total), and the other is
built in Konak (with 1069 units), which shows us once more the strategic importance
of the emerging “new city-center.” The locational qualities, as well as the quantities of
blocks, stories, and units, always denote the clues about the capacity, ability, and
power of the construction company or enterprise, which, in turn, may correspond to
prestige to be promoted to manipulate the perceptions, and attract the possible

inhabitants.

Table 4.1. Contextual identities of the cases''

Project Title Location | Construction | Construction Number of Number of | Number of
started completed blocks stories housing

unit

AllSancak Konak 2020 Dated 2023 3 24 1069

Altin Orman Bornova 2017 2021 3 34 1215
Avecilar Cadde Bostan | Bornova 2017 2019 2 8 203
Avcilar Effect Bornova 2015 2017 3 9 203
Avcilar Exclusive Bayrakli 2019 2021 2 10 104
Avcilar Next Bornova 2019 2021 2 8 215
Avcilar Prestige Bornova 2015 2017 2 8 270
Biva Tower Bayrakli 2018 2021 1 32 96
9 |Boliva Bornova Bornova 2014 2015 1 8 98

"' The information is taken from the online catalogues of the projects’ websites. See
consecutively AllSancak, 2021; Altin Orman, 2021; Avcilar Cadde Bostan, 2021; Avcilar Effect, 2021;
Avcilar Exclusive, 2021; Avcilar Next, 2021; Avcilar Prestige, 2021; Biva Tower, 2021; Boliva
Bornova, 2021; Dap Kule Izmir, 2021; Dasif Bluebell, 2021; Dasif Konsept Gediz, 2021; Evora Izmir,
2021; Folkart Incity, 2021; Folkart Life, 2021; Folkart Time, 2021; Folkart Vega, 2021; Galata
Rezidans, 2021; Goldiva Familya, 2021; Tkon Tower, 2021; Izka Port, 2021; Lobi Parlas Residence,
2021; Mahall Bomonti, 2021; Mistral Izmir, 2021; Modda Bayrakli, 2021; Modda Bulvar, 2021; Modda
Suites, 2021; My Via 414, 2021; My Way 202 Bornova, 2021; My Way Deluxe Alsancak, 2021; My
Way Dokuz Eyliil, 2021; Narova, 2021; Narova 2nd Stage, 2021; Narova 3rd Stage, 2021; Narova 4th
Stage, 2021; Niians Deluxe, 2021; Ontan Bayrakli, 2021; Paradiso Buca, 2021; Safir Residence, 2021;
Teknoen Altindag, 2021; Trademark Elif Tower, 2021; Trademark Studio, 2021; Varyant Tower
Bornova, 2021; Vita Loft Buca, 2021. The visual and analytical data in all of the Tables in this paper
are taken from these sources unless otherwise stated.
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10 | Dap Kule Izmir Bornova 2017 2021 2 32 707
11 | Dasif Bluebell Bornova 2017 2018 1 13 41

12 | Dasif Konsept Gediz 2018 2019 3 15 168
13 | Evora [zmir Konak 2018 Dated 2022 10 24 825
14 | Folkart Incity Bornova 2017 2019 8 29 700
15 | Folkart Life Bornova 2016 2018 8 15 830
16 |Folkart Time Bornova 2016 2018 4 10 369
17 |Folkart Vega Konak 2018 2021 4 38 843

18 | Galata Rezidans Bornova 2018 2021 2 8 140
19 | Goldiva Familya Bornova 2017 2020 3 14 328
20 | ikon Tower Bornova 2016 2019 2 36 367
21 |izka Port Bayrakli 2018 2020 1 34 144
22 | Lobi Parlas Residence | Bayrakli 2016 2021 1 7 195
23 |Mahall Bomonti Konak 2016 Dated 2022 12 58 466
24 |Mistral izmir Konak 2014 2017 2 48 110
25 |Modda Bayrakl Bayrakli 2015 2018 1 8 96

26 |Modda Bulvar Bornova 2017 2020 5 28 1050
27 | Modda Suites Bayrakli 2018 2019 1 8 72

28 |[My Via 414 Bornova 2013 2015 2 8 214
29 |[My Way 202 Bornova | Bornova 2017 2018 1 8 202
30 |M Way Deluxe Konak 2017 2020 1 8 111

Alsancak

31 | My Way Dokuz Eyliil 2017 2018 1 10 132
32 [Narova Bornova 2014 2019 2 6 114
33 |Narova 2.Etap Bornova 2016 2017 1 9 233
34 |Narova 3.Etap Bornova 2017 2019 2 7 124
35 |Narova 4.Etap Bornova 2017 2019 1 9 120
36 | Niians Deluxe Bornova 2020 Dated 2022 2 15 114
37 | Ontan Bayrakli Bayrakli 2015 2016 1 18 259
38 | Paradiso Buca 2017 2019 1 18 60

39 | Safir Residence 2016 2018 2 6 142
40 | Teknoen Altindag Bornova 2017 2019 1 16 96

41 | Trademark Elif Tower | Bomova 2017 2020 1 20 116
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42 | Trademark Studio Bornova 2018 2020 2 9 320

43 Varyant Tower Bornova 2016 2020 1 28 166
Bornova

44 | Vita Loft Buca 2017 2018 2 12 276

In the first phase of the analyses, all cases were examined by being based on their e-
catalogs available on the websites. It was seen in this analysis that all projects have
distinguished facilities serving as privileges. Within this framework, in Table 4.2, the
services and facilities of the 44 cases are given in almost a similar hierarchy in terms
of their appearance orders in the promotional online catalogs/websites. That is, the
images of the most preferred facilities/services are located on the front pages, while
the images of less preferred facilities/services are located on the back pages; and in
Table 4.2, this hierarchy is regarded in giving order to the columns as far as possible.
Besides, the numbers denote how often the related images are included in these
catalogs. Accordingly, the facilities and services of outdoor swimming pool (109
times), café (46 times), car parking (31 times), fitness center (29 times), site security
(24 times), children’s playground (22 times), and mall (22 times) seem like the
“standards”—in consecutive order regarding the frequencies—since they are provided
most frequently and in almost half of the projects. The facility of the swimming pool—
whether outdoor or indoor—appears 125 times in total, which demonstrates that the
most highlighted part of the “prestigious” mass-housing identity mainly comprises the

swimming service.

Table 4.2. Comparison of the services and facilities provided in the housing
settlements with the frequencies of the related images in the catalogs (0 shows the

facilities/services excluded visually from the catalog/website though provided in the

project)
3 |+ |2
S
2| | £ p
= A o — o
£ & of 2 = o 5
= = = =| -] s | 2
q q .E S A £ 2] g 9 = la% 3 ;
Project Title g = P El Bl 2 g g - £ g 5| ~ 5
) 3 - sl = 2l 3 gl 5 5 Z| = =
5 | ) 2 54 | = < | .= Al O . ° ) (3 E E o §
E} S I = = sl gl 3| & 9 5| 2 gl 5 g 2| S| E| ¥ ©
= ) =1 =1 I 1 1 =1 I~ =1 B~ 1 =1 =S I ] (=1 (- = £
=1 = ] =1 =] = N1 = =1 =) V1 =1 =1 =1 = = (1 = - 1 I (=1 = I
Ol ©f Ol & B O = & =« & =| = @ 4| qf 2] = @ = O | & @ &
1 |AllSancak 61312110312 1]3]2 1 0 110]1
2 |Altin Orman 2 111]1]0f1 01010 011 011 0
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Avcilar Cadde
Bostan

Avcilar Effect

Avcilar
Exclusive

Avcilar Next

Avcilar
Prestige

Biva Tower

Boliva
Bornova

10

Dap Kule
[zmir

11

Dasif Bluebell

12

Dasif Konsept
Gediz

13

Evora Izmir

14

Folkart Incity

15

Folkart Life

16

Folkart Time

17

Folkart Vega

18

Galata
Rezidans

19

Goldiva
Familya

20

ikon Tower

21

izka Port

22

Lobi Parlas
Residence

23

Mabhall
Bomonti

24

Mistral izmir

25

Modda
Bayrakli

26

Modda Bulvar

27

Modda Suites

28

My Via 414

29

My Way 202
Bornova

30

My Way
Deluxe
Alsancak
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My Way
el Dokuz Eyliil 01070f0f0 0
32 |Narova 31111011 110 1
33 |Narova2Etap | S| 1O |1 |]1]2]|0]1 1 1
34 |Narova 3.Etap | 9 112|111 2 1
35 |Narova 4.Etap | 7 2101212
36 |NiansDeluxe | 7 (2|3 |2 |1 |4 |2(|1]|2]1]0]O])1]O 0 010
37 |OntanBayraklif 1 [ 1 | 1| 1]0]1 1 0
38 | Paradiso Buca 110]1
Safir
= Residence Opryofo 0
Teknoen
w0 Altindag 21012
41 Trademark Elif 9 1121012 1 1 1
Tower
Trademark
42 |Studio 3 4 g 4
43 Varyant Tower D) ololo
Bornova
44 | Vita Loft Buca | 1 11011 210
! 41312121221 |1]1
TOTAL 86194226 9181663122211 ]1]0]0]0O

In this respect, the facilities in Table 4.2 can also be divided into 3 groups according
to the frequency of their mentions in the promotions. These are the highly mentioned,
moderately mentioned, and rarely mentioned ones. Even without looking at the
catalogs, one may surmise that the exterior visuals of the cases majorly and contain
images showing the outdoor swimming pool, car parking, and site security. However,
when we examine the catalogs, the visuals of the frequently mentioned facilities
(mentioned 22 times and over 22—half number) refer to the facilities and services of
outdoor swimming pool (109 times), café (46 times), car parking (31 times), fitness
center (29 times), site security (24 times), children’s playground (22 times), and mall
(22 times) respectively. The facilities that are preferred moderately (mentioned over
10 times) are the indoor swimming pool (16 times), sports fields (14 times), and
bicycle and running paths (12 times). The rarely mentioned facilities (below 10 times)
are the multi-purpose hall (9 times), mini cinema (8 times), sauna (6 times), kiddie
pool (6 times), LEED certificate (3 times), library (2 times), housekeeping (2 times),
school (2 times), yoga and pilates area (1 time), guest car park (1 time), pet hotel (1
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time), infirmary (0 time), storage (0 time), and dry cleaner (0 time). Although the main
distinguishing features of the projects are the rarely mentioned ones as listed in the
third category, they are still at the end of the promotional hierarchy. This may show
that the facilities not included in the first category were added to the project just to

express their existence as attractive qualities and privileges.

For example, the visuals of the distinguishing features such as the sauna, library, LEED
certificate, pet hotel, and primary school are either rarely encountered or only included
verbally without any visual; thus, given at the end of the promotional information,
which means that these facilities/services are added to the catalogs only to mention
their existence as an attractive quality to increase the price in the 4P. Nonetheless, the
inclusion of these facilities also corresponds to a question of “use” and “needs” to be
answered by considering the real necessities of the users. Providing these facilities is,
of course, in line with the demands and preferences of the user; but if we examine how
many inhabitants use these services, the real necessity can be figured out. The
existence of a library containing an insufficient number of books and magazines, for
example, may not contribute to the intellectual satisfaction of the inhabitants, and

inevitably become useless over time.

The second phase of the analysis comprised the examination of the verbal and visual
representations of the promotions based on the slogans and project images.
Accordingly, in Table 4.3, the slogans and descriptive texts in verbal respect, the logos
and the initial exterior images at the catalogs in visual respect give clues about the
general dispositions of the companies in housing design as well as the target clients
and their expectations. While making verbal analysis, the promotional slogans and
descriptive texts were focused on. The character of the intended message in each
slogan and keyword-set taken from the text were analyzed comparatively in more
detail regarding the implied promises. Besides whether these slogans use puns
comprising the metaphors, poetic inspirations, idioms, proverbs, and rhymes to
increase the catchy and attractive qualities was also investigated. In terms of the logos
and project visuals, on the other hand, a similar context related to the given messages
was evaluated, again, but this time by regarding the graphic and architectural identities

of the logos and exterior images.
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In this respect, when we look at the verbal content first of all, we can perceive that
some basic and common qualities are frequently repeated in every expression.
Regarding these qualities, a comparative categorization based on the “frequently
mentioned terms” in the slogans and the keywords from the promotional texts may
also be proposed to figure out the backbone dispositions forming the housing identity
by the way of promotion strategies. These dispositions are coded with colors regarding
the content/meaning of the messages, in the “slogan and keywords” column, in Table
4.3: accordingly, the orange is for highlighting the concepts related to the “living
experience” by a special emphasis on the “dream of a different lifestyle,” the red is for
the “status” words referring to the “elitism/prestige,” the blue is for the “urban image”
and “accessibility by location” presented as a trademark, the purple is for the words
targeting buyers’ “psychology” especially manipulated by the words indicating
“personal importance” and “comfort” by the project, the green is for the future-based
“investment/income” having financial connotations, and the grey is for the
“architectural/technological advances.” These categories can also be followed by the
keywords determined for each project based on all promotional statements in the
catalogs, as given in Section 4.1, in this Chapter, on which can be commented further

as follows:

1.) Experience-based (with orange in Table 4.3): the terms to point out the
importance of the well and reach “living experiences” provided in the project

99 ¢¢

by the concepts of “nature,” “sensory experience,” or the “dreams of the new

and different lifestyles”;

2.) Status-based (with red in Table 4.3): the terms to highlight the social “status
and elitism/prestige” gained by the “prestigious/luxurious” qualities provided

in the project;

3.) Location-based (with blue in Table 4.3): the terms to highlight the “urban
identity” of Izmir by implying its distinguishing geographical and natural
qualities as well as showing the importance of “being at the center” of the city

in terms of the “accessibility to the urban facilities”;
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Table 4.3. Comparison of the verbal and visual promotions based on the slogans,
keywords from the descriptive texts, logos, and initial catalog images (verbal data were

translated)

Slogan (& Keywords in

RIissiite the promotion text)

Logo Initial Image

A Privileged Life in the
Center of Izmir...

1 [AllSancak @sanc&k
(privilege, city-center,

balcony/terrace)

The Game-Changing Life
Project of Izmir

2 | Altin Orman (new and different life, @

I
A \
accessibility [to the urban ALTINORMAN

facilities], landscape)

A New Life & Investment
Opportunity

3 Avelar Cadde .-\\"CIL;\K_ CADDESOSTAX

Bostan (new life, investment,

social facilities)

A Project by which
Opportunity Turns into

Investment...

4 |Availar Effect | (investment, central AVCILAR ‘ ‘ri[\lg}(:t‘
location/accessibility to the
urban facilities],

affordability)

This Life is You in
Exclusive! Because You are
as Special as This City!
Avcilar
Exclusive (exclusiveness, [zmir city- oty

image, earthquake

resistance)

168




Avcilar Next

Single Address for New

Generation Investment

(investment, accessibility
[to the urban facilities],

)

exth

Avcilar Prestige

A Prestigious Living in the
Center of Life by Avcilar

Construction [Company]

(prestige, central location,
accessibility [to the urban

facilities])

AVCILAR PREJTI

The Dance of Luxury with

! g
1
8 |Biva Tower (luxury, A
D L \ 1
a4
) >
Those living in Boliva
Bornova enjoy a privileged
life... Ps
9 |Boliva Bornova BOLIVA
. BORNOVA
(privilege, Y
)

10

Dap Kule Izmir

The Pearl of Izmir with Its

(luxury [implied by
“pearl”], N

trust to company)

DN

YAPI

11

Dasif Bluebell

Touch the Blue of the City

from the Green of Nature!

( , hature,

[zmir city-image)
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The New Fashion of the
City "Konsept Gediz" will
Change Your Standards!

12 Dasif Konsept
Gediz ( , new life,
difference [being out of
standards])
Everything is there,
Evora...
, ( :
13 | Evora Izmir

accessibility [to the natural
elements],

)

14

Folkart Incity

The Best State of Living in
Izmir, Folkart Incity...

, [zmir city-

image)

1

(9]

Folkart Life

Accessible Luxury

(accessibility/affordability,
luxury, )

FeLganT

1

(=)}

Folkart Time

Now is Your Time!

, time management)

FOLKART

17

Folkart Vega

Bright as the Stars, Unique

as lzmir

sea-view, accessibility
[esp. to the hospital], being

at the center)

FOLKART

VEG#A
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18

Galata Rezidans

Bornova’s New Life Energy

(indoor qualities,

investment, dynamism)

GAEAJATA

RELIDANS

19

Goldiva
Familya

Your Dreams are at Its

Basis[/Foundation].

(horizontal blocks
[implying the disadvantage
of the vertical ones],
accessibility [to the urban

facilities], greenery)

il
idiva

nilya

20

ikon Tower

For Those with High

Expectations from Life...

(ceiling height, high
expectations,
balcony/terrace with the

sea/city view)

[KON |

2

—

izka Port

Everything is Left Behind

Now...

(viewing capacity,
investment, earthquake

resistance)

IZKA

22

Lobi Parlas
Residence

Life is Beautiful at Lobby

Parlas

(single living manner,
being at the new city-center
[promising location],

beautiful life)

AVCILEAR | Losparias

23

Mahall
Bomonti

The Place You Want to Be

(specially designed indoor
furniture, LEED Platinum

certification, accessibility)

"

MAHALL
BOMONTI iZpAif’
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24

Mistral {zmir

[zmir in the Heart of
Everyone, Mistral in the

Heart of Izmir!

MISTRAL
IZMIR

2

wn

Modda Bayrakli

A Life Intertwined with

Green and Blue

(floor gardens,

natural elements)

2

=)}

Modda Bulvar

Everything Under Your

Home

(accessibility, availability,

comfortable life)

27

Modda Suites

where Less is

More...

comfortable life)

MODDA

28

My Via 414

The of the
from Today... in

Bornova!

mu/ 414

2

-

My Way 202
Bornova

A First from MyWay!

(accessibility,

, security)

B ORNOVA

172




30

My Way
Deluxe
Alsancak

Living Alsancak is
Different, Living in
Alsancak is Completely
Different...

(central
location/accessibility [to
the urban facilities],
Alsancak urban-image,

different and new life)

k&:vr.&E

3

—

My Way Dokuz
Eylil

3 Minutes to Campus

(accessibility [to the
university], comfort,
availability [of the life-

facilitating services])

my/ Y

32

Narova

Buy One, Live Thousand

(friendly neighborhood,

nature,

naréva

33

Narova 2.Etap

Do Not Buy a House, [but]
Buy a Life

(friendly neighborhood,

nature,

naréva

bir al bin yasa

34

Narova 3.Etap

Life is Beautiful with
Pomegranate, Flower,
Love. Life is Beautiful

Together

(friendly neighborhood,
nature, ability of being
together)

naréva
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3

n

Narova 4.Etap

The Smell of This
Neighborhood is Familiar,

its is Different...

(friendly neighborhood,
familiarity [supported by
sensory perception],
difference [and
metaphorically

prestigious])

naréva |

bir al bin yaga

etap

3

(=)

Niians Deluxe

The Definition of ‘Luxury’

is Changing in [zmir

(luxury,

3

|

Ontan Bayrakl

As Beautiful as Izmir, as

Valuable as Izmir

(availability [of the social
services], dynamic life,

Izmir city-image)

3

=]

Paradiso Buca

Your Story Begins with

Buca Paradiso

,a
quality life [as if in the

heavens], comfort)

U

PARADISO

39

Safir Residence

Life has Begun

(accessibility [to the urban

facilities],
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Teknoen

High Status High Earnings

(high status,

40 TEKNOEN
Altindag s ALTI N DAG
profitable investment)
For Those who Always
Expect a Better from Life
.~ | (accessibility [to the urban "D B
41 Trademark Elif o l l‘ \I )|4‘\| \' “\
Tower facilities], profitable Coi
investment,
)

Trademark
g Studio

New Trademark, Bornova

Again

(availability [of all daily
needs], accessibility [to the
urban facilities], profitable

investment)

TRADENARK

JORNOVA

-

Varyant Tower
43
Bornova

Three Rooms, One Izmir!

(view of the Izmir Bay

[Izmir city-image],

44 | Vita Loft Buca

zmir's Project that Makes
a Difference

(accessibility [to the urban
facilities],

, closeness to
the future subway-line of

Buca)

"%
VITA LOFT

BUCA

4.) Psychology-based (with purple in Table 4.3): the terms to manipulate the

psychology of the potential buyers by implying the importance of their

“personal preferences” and “personalities” as well as the “comfort” provided

by the project;
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5.) Finance-based (with green in Table 4.3): the terms to invite the potential
buyers for saving and even earning money by the way of the project as an

“investment/income” tool;

6.) Architecture-based (with grey in Table 4.3): the terms to address the “spatial
qualities” and “social facilities” provided by the projects as well as the qualities

of the “construction technology.”

Accordingly, if we look at the words/phrases/concepts/approaches falling into the six
categories defined above, a grouping can be proposed by considering the analysis in

Table 4.3, as follows:
1.) Experience-based (with orange in Table 4.3):

In the slogans, to promote the experience-based character of the project, the
following words/phrases are used: Life; A New Life; New Life Energy; Living;
Touch; Green of Nature; Everything is there; Everything is Left Behind; Green
and Blue; Dreams; First [experience]; Everything Under Your Home;

Pomegranate, Flower, Love; Paradiso; Smell of This Neighborhood.

In the descriptive texts given in the e-catalogs/websites of the projects, the
other experience-based promotional dispositions can be summarized with the
following concepts and approach: new and different life; new life; [beautiful]
life; dynamic life; a quality life [as if in the heavens]; accessibility [to the
natural elements]; nature; natural elements; sea-view; greenery; floor gardens;
friendly neighborhood; sensory perception; dynamism; single living manner;
availability [of the life-facilitating services]; availability [of the social

services]; availability [of all daily needs].
2.) Status-based (with red in Table 4.3):

In the slogans, to promote the status-based character of the project, the
following words/phrases are used: Privileged; Game-Changing; Opportunity;
Exclusive; Special; Prestigious; Luxury; Pearl; New Fashion; Best State;
Bright as the Stars, Unique; High Expectations; Beautiful; Less is More;
Different; Completely Different; Thousand; Valuable; High Status; Better;

Trademark; Difference.
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In the descriptive texts given in the e-catalogs/websites of the projects, the
other status-based promotional dispositions can be summarized with the
following concepts and approaches: privilege; privileged life; exclusiveness;
prestige; luxury; luxury [implied metaphorically by “pearl”]; difference [being
out of the standards and metaphorically prestigious]; high expectations;

beautiful [qualities]; high status.
3.) Location-based (with blue in Table 4.3):

In the slogans, to promote the location-based character of the project, the
following words/phrases are used: Center of Izmir; Izmir; This City; Center of

Life; Bornova; Blue of the City; City; Alsancak; 3 Minutes to Campus.

In the descriptive texts given in the e-catalogs/websites of the projects, the
other location-based promotional dispositions can be summarized with the
following concepts and approaches: Izmir city-image; Alsancak urban-image;
view of the Izmir Bay; city view; city-center; central location; being at the
center; being at the new city-center [promising location]; accessibility [esp. to
the hospital]; accessibility [to the university]; closeness to the future subway-

line [of Buca].
4.) Psychology-based (with purple in Table 4.3):

In the slogans, to promote the psychology-based character of the project, the
following words/phrases are used: You; Your Standards; Now is Your Time;
Your [Dreams]; You Want to Be; Heart of Everyone; Together, Familiar; Y our
Story Begins; [Life has] Begun; Always Expect.

In the descriptive texts given in the e-catalogs/websites of the projects, the
other psychology-based promotional dispositions can be summarized with the
following concepts and approaches: comfort; comfortable life; the ability of
being together; friendly neighborhood; familiarity; trust to the company;

security; time management.

5.) Finance-based (with green in Table 4.3):
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In the slogans, to promote the finance-based character of the project, the

following words/phrases are used: Investment; Accessible; High Earnings.

In the descriptive texts given in the e-catalogs/websites of the projects, the
other finance-based promotional dispositions can be summarized with the
following concepts and approaches: investment; profitable investment;

affordability; accessibility [in terms of affordability].
6.) Architecture-based (with grey in Table 4.3):

In the slogans, to promote the architecture-based character of the project, the
following words/phrases are used: Steel; Large Balconies with Views;
Basis[/Foundation]; Light-Filled, Spacious Places; Architecture; Future;

Texture.

In the descriptive texts given in the e-catalogues/websites of the projects, the
other architecture-based promotional dispositions can be summarized with the
following concepts and approaches: quality architectural design; minimalist
architectural design; balconies; balcony/terrace; balcony with a wide view;
viewing capacity; landscape; spatial flexibility; spacious spaces; indoor
qualities; quality materials; specially designed indoor furniture; “ready-to-
move” apartments [with furniture]; indoor services; common office [working
space]; quality social facilities; manifold opportunities [in social facilities]; the
largest social facility area; quality shopping venue; sports areas; horizontal
blocks [implying the disadvantage of the vertical ones]; new hexagonal
architectural form [inspired from beehive]; constructional challenge;
earthquake resistance; building height [as a demonstration of the high
technology]; use of the latest technology; technological services; air
conditioning systems; LEED Certificate [Platinum/Gold certifications];

building inspection.

In structural respect, it is very common to combine slogans with puns comprising the

use of metaphors, poetic inspirations, idioms, proverbs, and rhymes. This disposition

is very common in promotions to increase the attention, attractiveness, and easy

remembrance of the slogan. Therefore, in Table 4.4, another categorization regarding

the mentioned characters of the slogans was given as mainly based on the Turkish
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original expressions (the related words were highlighted with red). Accordingly, the
metaphoric connotations are used the most in the slogans with the frequency of 22, the
poetic character is provided 15 times with the second-highest frequency, each of the
categories of idioms and proverbs has 3 references, while the rhymes are used the least
within 3 slogans in total. On the other hand, the use of the words from the foreign
languages is also seen in some examples: the projects having the words Exclusive,
MyWay, Incity, Trademark, and Paradiso are some of them that we can find in both
the slogans and the project names/titles, directly. This may be another promotional
strategy to take the attention of the possible buyers and to make the projects’ names
remembered by their slogans, in this way. The words in different languages may also
imply that the project and its design approach also belong to the European

understanding, which is generally appreciated in Turkey.

Table 4.4. Categorization of the slogans regarding the puns

Project Title
Slogan

metaphors
poetic
inspirations
idioms
proverbs
rhymes

The Game-Changing Life Project of Izmir

2 ||l (e Lzmir'in Ezber Bozan Yasam Projesi

<

This Life is You in Exclusive! Because You
Avcilar are as Special as This City!
Exclusive Exclusive'de Bu Hayat Sensin! Ciinkii Sen, Bu
Sehir Kadar Ozelsin!

A Prestigious Living in the Center of Life by
Avcilar Construction [Company]
Aveilar Ingaat'tan Hayatin Merkezinde
Prestijli Bir Yasam

7 | Avcilar Prestige

The Dance of Luxury with Steel!

| LS Liiksiin Celikle Danst!

The Pearl of Izmir with Its Large Balconies
10 | Dap Kule izmir with Views ) v v
Manzarali Genis Balkonlariyla Izmir'in Incisi

Touch the Blue of the City from the Green of

. Nature!
v v
e Doganin Yegilinden Sehrin Mavisine

Dokunun!

The New Fashion of the City “Konsept
Dasif Konsept Gediz” will Change Your Standards!
Gediz Sehrin Yeni Modas: ‘Konsept Gediz’
Standartlarimizi Degistirecek!

12

Everything is there, Evora. ..

13 | Evora izmir
Her sey orada, Evora...

The Best State of Living in Izmir, Folkart
Incity...

Lzmir'de Yasamanin En Giizel Hali, Folkart
Incity...

14 | Folkart Incity

. Now is Your Time!
v v
W ellor 6 T Simdi Senin Zamanin!
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Bright as the Stars, Unique as Izmir

. v v
1y Likersiii Yildizlar Kadar Parlak, Izmir Kadar Essiz
18 | Galata Rezidans BOI‘l‘lOVi’l s New 'the Energy o v
Bornova’'nin Yeni Yasam Enerjisi
. . Your Dreams are at Its Basis[/Foundation]
v v
L0 Gttt Franilye Temelinde Hayalleriniz Var
; Everything is Left Behind Now...
AL il i Artik Her Sey Geride Kald ...
. The Place You Want to Be
. v v
25| EGhaEcaens Olmak Istedigin Yer
Izmir in the Heart of Everyone, Mistral in the
. S Heart of Izmir!
R . v
24 | bl et Herkesin Kalbinde Izmir, Izmir'in Kalbinde
Mistral!
A Life Intertwined with Green and Blue
S v v
23| il 1By Yegsil ve Mavi ile I¢ I¢e Bir Yasam
Everything Under Your Home
v
b el Sl Her Sey Evinizin Altinda
Light-Filled, Spacious Places where Less is
. More...
v
27 |Modda Svites Azin Cok Oldugu Isik Dolu, Ferah
Mekanlar ...
The Architecture of the Future From Today...
28 |My Via 414 in Bornova! v
Gelecegin Mimarisi Bugiinden ... Bornova'da!
Living Alsancak is Different, Living in
30 My Way Deluxe Alsancak is Completely Different... v
Alsancak Alsancak't yasamak baska, Alsancak'ta
yasamak bambaska...
32 [ Narova Buy Or}e, le.e Thousand v
Bir al bin yasa
33 |Narova 2.Etap Do Not Buy a House, [but] Buy a Life v
Ev alma yasam al
Life is Beautiful with Pomegranate, Flower,
4| N e Love. Life is Beaﬂtlful Togleqler. i v
Hayat; nariyla, ¢icegiyle, sevgisiyle giizel.
Hayat birlikte giizel.
The Smell of This Neighborhood is Familiar,
35 | Narova 4.Etap [but] Its Texture is Different... v v
Bu mahallenin kokusu tamidik, dokusu farkl:...
As Beautiful as Izmir, as Valuable as Izmir
| Ot gl di Lzmir Kadar Giizel Izmir Kadar Degerli
. Your Story Begins with Buca Paradiso
v
et FETEEND ST Buca Paradiso ile Sizin Hikayeniz Bagsliyor
. Life has begun
v
39 | Safir Residence Yasam Baslad:
43 Varyant Tower Three Rooms, One Izmir!
Bornova Ug Oda, Bir Izmir!
TOTAL 22 15

In terms of the visual context, on the other hand, the logos in Table 4.3 are specially
designed for the projects, though the design considerations are different. While all of

them have stylistic fonts seen frequently in architectural representations, only 4 of
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them (Dap Kule izmir, Galata Rezidans, Mahall Bomonti, Teknoen Altindag) contain
architectural images—and one of which directly reflects the exterior facade of the
project (Teknoen Altindag). Like in the slogans, the other important theme, the urban
identity of Izmir, is also considered in one of the logos (Izka Port), while the natural
elements in the project settlement are demonstrated in three of them (Narova, Narova
3rd Stage, Narova 4th Stage). In these examples, we see that the main logo of the
construction company was adapted according to the project by making minor changes
following the theme of the project. The logos and the exterior design of the projects
are very reminiscent to each other that it seems as if they have been produced, again,
regarding a kind of template. Although housing is the oldest and most common
architectural typology, it is very rare to see some references to alternative solutions of
architectural design, in the promotional strategies. The “architectural design” per se is
converted into a template referring to a product and commodity to be consumed, and
thus, having a price that symbolizes its owners’ social statuses—though this fact is not

directly mentioned in promotional respect.

For the third phase of the analyses, if we return to the verbal side, the categorization
logic of Table 4.3 was also applied only to the slogans in Table 4.5 by dividing these
expressions and coding the terms with the same colors (as used in Table 4.3) in a
deeper analytic understanding, regarding the meanings of the given messages. As seen
in Table 4.5, the experience-based references are mentioned in 27 different cases in
total. The highest frequency (17 times in total) is provided by the use of the words of
“life” (13 times), “live” (1 time) and “living” (3 times) with the implication of the
importance of having a new living experience or lifestyle by the project. Besides, the
metaphoric connotations by the use of the phrases such as “everything is there,” “new

99 ¢¢

life energy,” “everything is left behind,” “everything under your home,” “less is
more”’; the concepts of nature (pomegranate, flower, green, blue, Paradiso), emotional
and sensory perception (dreams, first [experience], love, living together, touch and
smell of the neighborhood) also point out the experience qualities provided by the

cascs.
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Table 4.5. Analyses of the messages only in the slogans

Project Title Experience Status Psychology Location Finance Architecture
1 |Ansancak Privileged - Centre of - ;
LIzmir
2 | Altin Orman Game- - Lzmir - -
Changing

3 LR Gt - - - Investment -

Bostan
4 | Avcilar Effect - Opportunity - - Investment -
5 |Avcilar Exclusive Special You This City - -
6 |Avcilar Next - - - - Investment -
7 |Avcilar Prestige Prestigious - 4 ‘Z/]'/: of - -
8 |Biva Tower - Luxury - - -
9 [Boliva Bornova Privileged - Bornova - -
10 | Dap Kule izmir - Pearl - Izmir -
11 | Dasif Bluebell - - Blue of the . .

City

Dasif Konsept S Your .
12 Gediz - New Fashion Siandards City - -
13 | Evora {zmir - - - - -
14 | Folkart Incity Best State - Izmir - -
15 | Folkart Life - Luxury - - Accessible -
16 |Folkart Time - - Now is Y[our - - -

Time!
Bright as the
17 |Folkart Vega - Stars; - [zmir - -
Unique
18 | Galata Rezidans - - Bornova - -
19 | Goldiva Familya - Your - -
20 |ikon Tower . Hzgh( - - - -
Expectations

21 |izka Port - - - - -

Lobi Parlas .
22 Residence Beautiful - - - -
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You Want to

23 |Mahall Bomonti - - -
Be
24 |Mistral Izmir - Heart of LIzmir -
Everyone
25 [Modda Bayrakli - - - -
26 |Modda Bulvar - - - -
27 |Modda Suites Less is More - - -
28 |My Via 414 - - Bornova -
My Way 202
29 - - - -
Bornova
Different;
30 I\A/Ily Wa}l/(Deluxe Completely - Alsancak -
sanca Different
My Way Dokuz 3 Minutes to
31 . - - N -
Eyliil Campus
32 |Narova Thousand - - -
33 |Narova 2.Etap - - e -
34 |Narova 3.Etap Beautiful Together - -
35 |Narova 4.Etap Different Familiar - -
36 |Niians Deluxe Luxury - Izmir -
Beautiful; o
37 | Ontan Bayrakl Valuable - Lzmir -
38 | Paradiso Buca - Four S'tory - -
Begins
39 | Safir Residence - Begun - -
- . High
40 | Teknoen Altindag High Status - - e
Earnings
4 Trademark Elif Better Always ) )
Tower Expect
42 | Trademark Studio Trademark - Bornova -
43 Varyant Tower ) ) Lmir )
Bornova
44 | Vita Loft Buca Difference - Izmir -
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In terms of the status-based expressions (Table 4.5), there are 25 references (the

second-highest frequency) in the promotions. In those references, the concepts of

9 ¢ 2 <6

“opportunity,” “pearl,” “luxury,” “thousand,” “new fashion,” “high expectations,”

“trademark,” “difference,” “high status”; the adjectives of the “privileged,” “game-

29 ¢ 2 ¢ 29 ¢¢

changing,” “special,” “prestigious,” “better,” “best state,” “unique,” “[completely]
different,” “beautiful,” and “valuable”; and the phrases of “bright as the stars,” and
“less is more” were used. Some of these terms denote metaphoric implications (pearl,
thousand, game-changing, different, bright as the stars, and less is more) while the
majority of them are direct messages about the social status to be gained (opportunity,
luxury, privileged, special, prestigious, better, the best state, unique, beautiful,

valuable, high status).

In the psychology-based analysis, on the other hand, we see totally 11 references
(Table 4.5), 6 of which correspond to the implicit expressions by the words of “you”

and “your” per se; the adjectives of “together” and “familiar” (for triggering the sense

99 <¢ 2 ¢¢

of belonging); and the phrases of “your [dreams],” “your standards,” “now is your

9% ¢¢ 29 ¢c

time,” “[somewhere] you want to be,” “heart of everyone,” “your story begins/begun,”
and “always expect.” In each of them, there is an emphasis on the importance of the

personal preferences of the potential users.

The urban qualities comprise the other strategies used in the marketing of the projects,
and Table 4.5 denotes that these qualities are referred 20 times in total (with the third-
highest frequency). Living in the city of “Izmir” is mentioned 10 times; living in the
“center” is mentioned 3 times directly and indirectly (center of Izmir, center of life,
and Alsancak as the most popular neighborhood in Izmir city-center); living in the
neighborhoods of Izmir is mentioned 5 times (Alsancak and Bornova); having the
natural character of the city is referred once with the phrase “the blue of the city”; and
having accessibility to the urban facilities is stated once with the phrase “3 minutes to
campus.” The availability of urban/social activities in such isolated environments by

keeping the crowds outside is the main focus of the location-based references.

Though not frequently used (3 times in total) (Table 4.5), the finance-based words
demonstrate the intention to make the potential buyers think about their economic
situations both now and in the future by mentioning the concepts of “investment,”

“accessible [luxury]” (affordability), and “high earnings.”
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The architectural references (Table 4.5) are also less in number (only 6 times in total).
The words “steel,” and ‘“‘architecture of the future” are utilized to refer to the basic
architectural and constructional qualities. The prominent motto of “less is more” by
Mies van der Rohe is directly quoted in one of the projects to imply both the
experience- and status-based gains of the potential users as well as pointing out the
architectural understanding: it may claim that within a minimalist spatial design, you
will have high-quality experiences which directly prove your distinguished status. The
phrases of “large balconies with views,” “light-filled, spacious places,” and “texture”
[of the neighborhood] are also utilized, while the personal dreams of the users are
placed at the “basis” (also meaning foundation in Turkish) of the architectural project.
Here it is also important to mention that the use of balconies in Izmir is a nostalgic
approach to the Mediterranean spirit of the neighborhood, and the recent high-income
housing projects were designed either with no balconies or with very small projections
(due to the impossibilities of making such projections in high-rise buildings). The
balcony concept is detached from the high-income housing projects, while it is
attached to the projects for lower-income users. Thus, designing balconies in high-
income-level housing is something generally extraordinary in Turkey; it introduces the
Mediterranean spirit of living in a neighborhood, providing high living standards at

the same time.

By looking at both Table 4.3 and Table 4.5, it is obvious that all of the cases have
different slogans, although the meanings and messages are similar. While some of
them are stated overtly, some are pointed out covertly. In general, more than half of
the projects promote “the dream of a new and distinguished lifestyle” in their slogans
by giving reference to prestige or luxury with a promise of taking the lifestyle and
living standards to a better level. But when the facilities are examined in Table 4.2, it
is seen that the most preferred ones are outdoor swimming pool, café, car parking,
fitness center, site security and children’s play area which are the services proposed
for changing lifestyles and introducing the users with the high standards. Nevertheless,
it is debatable how the users living in these gated mass-housing projects change their
lifestyles by only parking their cars in a separate parking lot, living in a secure site,
and using the outdoor swimming pool and sauna. When we also read the visual content

of the projects together with the verbal ones, the situation does not change: the
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emphasis is always on the facilities and services of which frequencies of use and need

are debatable, too.

As seen by the examinations, in the slogans of the promotions, some features are aimed
to be highlighted in every slogan. While some slogans directly emphasize the quality
that is aimed to be marketed, some indirectly describe this quality. Therefore, in the
fourth phase of the analyses, the main messages given in the slogans were further
analyzed regarding the way of mentioning them “directly” or “indirectly” as indicated
in Table 4.6 (the direct references were highlighted with red tick, the indirect ones with
blue tick). The examination was undertaken in a more detailed understanding by
special foci points, this time; the previously stated categorization with the 6 classes is
also subdivided, and the categories were increased to 9. Accordingly, the experience-
based category was handled in 3 different sub-categories: “dream of a different
lifestyle,” “living experience,” and “nature.” The status-based category was
undertaken by the emphasis on “elitism and prestige.” The location-based approach
was divided into 2 sub-categories with the titles of the “urban image” and
“accessibility” to the facilities. The psychology-based dispositions were referred to
basically with the focus on the promoted “comfort.” The finance-based trends were
referred to with the “investment/income” emphasis, while the architecture-based
category was handled with the same content comprising both the architectural and
technological (constructional) advances. In Table 4.6, these new subtitles and foci
points were given in consecutive order from the highest to the lowest regarding their
frequencies: the dream of a different lifestyle, elitism/prestige, urban image, living
experience, comfort, accessibility, investment/income, nature, and architectural/

technological advances.
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Table 4.6. Direct or indirect characters of the messages given by the slogans

8
2
<
>
=
=2 <
=
2 £
Project Title Slogan Direct/ | 3 g | s
Indirect < 3 S S
g g | 2 | e
tEEREREERE
< 5 g & = 2
2 gl 2 S E g E e 2
'EFERREEE
= = = oz 8 o zZ s =
al 1/l = =] O <« = 2| <
Direct viIiv]v
1 | AllSancak A Privileged Life in the Center of Izmir...
Indirect v
2 |Altin Orman The Game-Changing Life Project of Izmir Indirect vV
3 e e A New Life & Investment Opportunity Direct v v
Bostan
4 | Averlar Effect A Project by which Opportunity Turns into Dircct v
Investment...
i viv
Avcilar This Life is You in Exclusive! Because You are Direct
S Exclusive as Special as This City! .
’ Indirect v
6 |Avcilar Next Single Address for New Generation Investment Direct v
i K%
. A Prestigious Living in the Center of Life by Direct
| ATt e Avcilar Construction [Company]
OnSISES ompany Indirect v v
8 |Biva Tower The Dance of Luxury with Steel! Direct v v
9 | Boliva Bornova Those Living in .Bohva Bomova Enjoy a Direct sy
Privileged Life...
i v]v v
s The Pearl of Izmir with Its Large Balconies with Direct
10 | Dap Kule Izmir .
Views .
Indirect vV v
. Direct v v
11 | Dasif Bluebell Touch the Blue of the City from the Green of
Nature! .
Indirect v
Dasif Konsept The New Fashion of the City “Konsept Gediz” .
12 Gediz will Change Your Standards! LS 1Y
Direct v
13 | Evora Izmir Everything is there, Evora...
Indirect v
14 | Folkart Incity The Best State of Living in Izmir, Folkart Incity... Indirect 2 A v
15 | Folkart Life Accessible Luxury Direct v v
16 |Folkart Time Now is Your Time! Indirect v
Direct Vv
17 | Folkart Vega Bright as the Stars, Unique as Izmir
Indirect v v
Direct v
18 | Galata Rezidans Bornova's New Life Energy
Indirect v
19 | Goldiva Familya Your Dreams are at Its Basis[/Foundation] Direct v
20 | ikon Tower For Those with High Expectations from Life... Indirect vV
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21 |izka Port Everything is Left Behind Now... Indirect v v
. Direct v
22 LOb.l il Life is Beautiful at Lobby Parlas
Residence g
Indirect v
23 | Mahall Bomonti The Place You Want to Be Indirect 2
.. . . Direct v
24 | Mistral Tzmir Izmir in the Heart of Everyqne, Mistral in the
Heart of Izmir! .
Indirect v v
25 [Modda Bayrakli A Life Intertwined with Green and Blue Direct
Direct v
26 |Modda Bulvar Everything Under Your Home
Indirect v
27 | Modda Suites Light-Filled, Spacious Places where Less is Direct v W v
More...
. . Direct v
28| My Via 414 The Architecture of the Future From Today... in
Bornova! .
Indirect v
29 il ey AL A First from MyWay! Indirect v
Bornova
My Way Deluxe | Living Alsancak is Different, Living in Alsancak . v v
=L Alsancak is Completely Different... Direct
31 My"Way el 3 Minutes to Campus Direct Vv
Eylil
32 [Narova Buy One, Live Thousand Direct v
33 [ Narova 2.Etap Do Not Buy a House, [but] Buy a Life Direct v v
Life is Beautiful with Pomegranate, Flower. .
> s v
k)| INETEEE i Love. Life is Beautiful Together. Rt
1 v
The Smell of This Neighborhood is Familiar, Rt
35 [ Narova 4.Etap L.
[but] Its Texture is Different... .
Indirect v
36 | Niians Deluxe The Definition of "Luxury" is Changing in [zmir Direct Vv
37 | Ontan Bayrakli As Beautiful as Izmir, as Valuable as Izmir Direct Vv
38 | Paradiso Buca Your Story Begins with Buca Paradiso Indirect v
39 | Safir Residence Life has begun Direct v
Teknoen . . . .
v v
40 Altmdag High Status High Earnings Direct
41 ¥f§s:flark Lot For Those who Always Expect a Better from Life Direct V1V
42 Tradf:mark New Trademark, Bornova Again Direct v v
Studio
43 VEREE O Three Rooms, One Izmir! Direct v v
Bornova
44 | Vita Loft Buca Izmir's Project that Makes a Difference Indirect Vv
Direct (59) 12|13 7|7 |2|4]|S5 4
TOTAL Indirect (40) |12]10] 4| 3|6 | 3]0 0
Both 24|23(11|10|1 8| 7|5 4

188




According to Table 4.6, in total respect, there are 59 direct, and 40 indirect references.
24 projects refer to the “dream of a different lifestyle,” 12 of which refer directly, while
12 slogans imply it. The “elitism or prestige” is indicated in 23 cases, 13 of which
directly refer to these concepts, while 10 cases point out indirectly. The “urban image”
is promoted in 11 of the slogans: In 7 of them, Izmir or one of its
districts/neighborhoods (such as Alsancak) is directly referred to with the implication
of the advantage of living in Izmir or in that district/neighborhood. Only 4 of them

have indirect indications related to the promotion of the urban image.

The richness of the “living experience” provided by the sensory perception and
emotional states is indicated in 10 cases (Table 4.6), 7 of which mention the concept
directly, while in 3 cases, it is given indirectly. The “comfort” served by the facilities
is indicated 8 times in total; 2 of them are direct references, while 6 of them are
indirect. The “accessibility” to the urban facilities by the central location of the housing
or the services provided by the settlement/building is referred to in 7 cases, in total; it
is stated directly in 4 cases, as it is implied in 3 cases. The reference to the probable
future “investment or income” by buying the project is given in 5 cases, and all of them
are stated directly. Similarly, the relationships between “nature” and users are denoted
in 5 cases, 3 of which are mentioned directly, while 2 of them are implied. The
“architectural/technological advances” are also mentioned in 4 cases, and all of them

are stated directly.

By the above analyses, it was seen that all mass-housing projects had different slogans.
However, although the slogans are different from each other, the meaning they contain
and the messages they want to convey are similar, and even they form a promotional
template. While some companies expose the message they want to give directly, some
companies reach the same point indirectly. In general, almost half of the projects are
marketing the “dream of a new lifestyle” in their slogans. The mass-housing projects,
promoted under the “prestigious” title carry out promotional activities with the

promise of taking the lifestyle and living standards to the next level.

Another important outcome of the analysis is the marketing of the city image. Based
on the subject and scope of the thesis, the city of Izmir with its natural and strategic
qualities plays an active role in this framework. The geographical location of the city

in the Mediterranean climate zone (having hot and dry summers, warm and rainy
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winters) results in the need for an open space—as in almost all buildings, it has shown
itself with balconies/terraces. The use of a balcony/terrace in the collective housing
projects, therefore, has been proposed as a privilege for the inhabitants, and the
“balcony,” which almost all houses had for many years in Izmir, has been turned into

an opportunity.

Finally, I should also emphasize the concepts of elitism and prestige. From an
architectural point of view in terms of raising the lifestyle and living standards, elitism
and prestige concepts are highlighted with the quality of the materials used, the
comfort provided and the facilities offered to the inhabitant. However, in almost none
of the promotional statements of the cases, the quality of the material has not been

mentioned in detail.
4.3. Interviews with the Architects and Sales Representatives
4.3.1. Pilot Studies and (Re)Structuring the Interviews

Interview was also utilized as a technique of data collection in the current dissertation,
especially to support and check the findings obtained by the analyses in the case study.
In this context, initially, two sets of interview questions were designed as the ones
addressing the architects/designers and the sales representatives (to ask about the
effects of the promotional considerations). The questions for the sales representatives
could be conducted firstly. For this purpose, as a pilot study, the sales unit of the Firm
A'? was selected to check the structure of the interview questions as well as the
question-clarities. Before the pilot meeting, the previous works of Firm A were
examined and interview questions were prepared to talk about one of the housing
projects proposed by this company, which was implemented in the Gediz
neighborhood of Buca, Izmir. These pilot-interview questions were approved by the

Yasar University Ethics Committee.

During the pilot interview, the number of questions was limited, the question-and-

answer part was left more flexible, and the natural process of the conversation was

12 The interviewees” names and affiliations were kept confidential through the text of the
dissertation. “Firm A” and “Firm B” were used for the sale representatives of the related companies
selected among the cases, and “Firm C,” “Firm D” and “Firm E” were used to refer to the architects of
the other set of companies/offices, again, selected from the cases.
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observed. The interview questions generally inquired of how current housing trends
develop, to what extent sales and marketing concerns affect the housing identity, how
advertising and sale activities are shaped, and how successful gated mass-housing sites
are in meeting all needs in a single body. The questions of the initial interview with
the sales representative of Firm A, and the restructured and refined final version of the
questions after the pilot interview can be seen in Table 4.7 (as translated in English—
for the original version in Turkish, see the Appendix 1). As seen in Table 4.7, the major
change was the addition of 11 new questions to invite the interviewee into the
discussion and avoid probable allusions by directly asking the points related to the
changing approaches. By this addition, the final version of the interview with the sales
representatives reached 26 questions in total and could be conducted with two
representatives from different companies (Firm A and Firm B). The final versions of
the interview questions with both sales representatives and architects were also

approved by the Yasar University Ethics Committee.

Table 4.7. Comparative table of the pilot and final interview questions with the sales

representatives (the questions added after the pilot were given in bold)

PILOT STUDY AFTER THE PILOT STUDY
How important do you think it is to follow . S
P . Y . How important do you think it is to follow current
current trends in architecture? What are the . .
1 . trends in architecture? What are the current trends
current trends and what do you think new . .
. and what do you think new trends look like?
trends look like?
Is it possible to gather all the needs of the Is it possible to gather all the needs of the user
5 [user under a single complex in collective under a single complex in collective housing
housing projects, more often referred to as  |projects, more often referred to as “prestigious
“prestigious residences”? residences”?
How much do you think the design you made in
line with the requests of the contractor firm fits
How much do you think the design you the target-user? If possible, can you consider
made in line with the requests of the both functional solutions and specific needs
3 contractor firm fits the target-user? and qualities that appeal to the user income
group? What do the preferences and needs of
the user you address include?
In order to understand from which perspectives, the design suitable for the target-user is
considered and planned, expansions have been made to see what functional solutions and the
income level of the user group mean to the relevant company.
How are the basic factors affecting the
. . design/identity of the residence shaped due to
How are the basic factors affecting the g . Y p . .
. . . marketing and sales concerns? Do you think this
4 |design/identity of the residence shaped due . . .
. shaping makes it easier for the user to get what
to marketing and sales concerns? . . K
s’he wants or does it make it easier for the
contractor to get what s/he wants?
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Beyond understanding in what direction and with which factors the change in the identity of the
house occurred, an addition was made to the relevant question in order to see for whom it was

actually beneficial.

What kind of interventions do you make
regarding the design and content of the
advertisement or promotion during the
marketing phase of the designed housing?

What kind of interventions do you make
regarding the design and content of the
advertisement or promotion during the marketing
phase of the designed housing?

Are these interventions to the building itself,
its surroundings or outside the project area?

Are these interventions to the building itself, its
surroundings or outside the project area?

To which segment of the society the visuals,
advertisements and other promotional
activities made during the sales process
appeal and how do you ensure this?

To which segment of the society the visuals,
advertisements and other promotional activities
made during the sales process appeal and how do
you ensure this?

Do you have a goal to expand the segment
you are addressing? What do you think it
needs to be done to achieve this?

Do you have a goal to expand the segment you
are addressing? What do you think it needs to be
done to achieve this?

10

Which aspect of the project do you plan to
highlight while determining your slogan or
main sentences that you will use in
advertisements? Location, housing plan-
scheme (2 + 1, 3 + 1, etc.), offered facilities,
price, brand, etc.

Which aspect of the project do you plan to
highlight while determining your slogan or main
sentences that you will use in advertisements?
Location, housing plan-scheme (2 + 1,3 + 1,
etc.), offered facilities, price, brand, etc.

Each time a sub-question can be added
according to the answer given: What does the
word “life” include? What kind of photo
appears in your mind?

Additions were made in order to proceed through the answers given, and go deeper into the

ansSwers.

11

‘What is the first point that attracts your
customers' attention in the project during the
sales process?

12

What positive or negative feedback do you get
from users about your project (s)?

13

In your opinion, what components does the
residential identity appealing to the current
high-income group consist of? How many of
these would you aim to provide?

14

If you compare the design components of the
high-income group houses and those that
appeal to the middle- and lower-income
groups, what are the differences?

15

What do you think is “prestige,” what are its
components? Would it be appropriate to use a
term such as “prestige housing” for high-
income group housing?

16

When the user comes to you, do you feel they
are looking for some kind of prestige? In what
contexts do you think they are looking for
prestige? Do you consider these contexts in
your design?

17

Can you summarize the architectural identity
of the housing projects you designed?
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Do you get the opinion of the
architect/designer during the promotion

18 preparation phase? On what subjects do you
refer to the designer's opinion?
Can your housing projects still be promoted
without advertising images and slogans? Do
19 you think it is effective in promoting the

residences by visiting and showing the
residences on-site or through promotional
visuals/texts on the user?

How long does it take for you to design the
20 promotional text? Is it designed with a team,
who is involved in the process?

Are you trying to get feedback from users on
your promotional / advertising designs—both
in the contexts of text/slogan and images? Do
21 you get negative or positive feedback even if
you do not ask for it? If so: What is the scope
and content of both negative and positive
reviews?

Since the views of sales representatives alone would not be sufficient for a more certain
result, another set of interviews was made with the architectural design offices. The
meetings were realized with three architectural design offices (Firm C, Firm D, and
Firm E) immediately after the completion of the meetings with the sales
representatives. The meeting with the founding partner of the company, Firm C, was
also a pilot among the meetings with the architectural design offices. After this
meeting, the questions were not changed since no legibility and context problems were
observed, and thus, the consecutive interviews were made with the other architectural
design offices with the same questions (for the original version in Turkish, see the
Appendix 2). The questions given in Table 4.8 are both the first and last versions of

the interview questions for the architects.

Table 4.8. Interview questions with the architects

How important do you think it is to follow current trends in architecture? What are the current
trends and what do you think the new trends look like?

Have you ever encountered a situation where the user changed his/her mind when your work
was already quite advanced? What did you do or what would you do in such a situation?

Can you say that you have a personal building design style/approach? How would you
describe this style? What are the components of this style?

4 |How can you meet the user’s ideas that do not fit your design preferences?

Imagine a customer shows you a photo from a magazine and asks you to design their home
exactly like this. How would you answer?

If you evaluate your design process, are your ideas at the forefront during architectural design
or are the requests of the contractor firm at the forefront?
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Is it possible to gather all the needs of the user under a single complex in mass-housing
projects, more often referred to as “prestigious residences”?

How much do you think the design you made in line with the wishes of the contractor firm or
your own decisions match the ones of the users?

Can you predict the main reasons for the changes made during the implementation of your
designs and works? What do these reasons comprise in general?

10

How are the basic factors affecting the housing design/identity shaped due to marketing and
sales concerns? Do you think this shaping makes it easier for the user to get what s/he wants or
does it make it easier for the contractor to get what s/he wants? What do you think the user
demands? (You can give both a project-based and a general answer.)

11

Are you asked/do you indicate your opinion about the design and content of the advertisement
or promotion to be made during the marketing phase of the project you designed? If yes: Can
you give an example?

12

When you saw the advertisement/promotion of the project you designed, did you come across
an expression/explanation or visual that surprised you and did not expect it to be used? If yes:
Can you give an example?

13

What positive or negative feedback did you get from users about your design(s)? (Again, I
would request a project-specific and general answer.)

14

Which income group users do you think your projects appeal to? Why is that?

15

How does the type of user in your target group spend a day and a week? What kind of
predictions/expectations do you have regarding the life/quality of life/lifestyle of this user type
while designing?

16

In your opinion, what components does the residential identity appealing to the current high-
income group consist of? How many of these would you aim to provide?

17

Have you ever designed housing for the middle- or lower-income group?

18

In which typologies (mass-housing, apartment block, loft, residence/condominium, etc.) do
you prefer to make housing design? Why is that?

19

If you compare the design components of the high-income group houses and those that appeal
to the middle- and lower-income groups, what are the differences?

20

What do you think is “prestige,” what are its components? Would it be appropriate to use a
term such as “prestige housing” for high-income group housing?

21

When the user comes to you, do you feel they are looking for some kind of prestige? In what
contexts do you think they are looking for prestige? Do you consider these contexts in your
design?

22

Is there a slogan sentence/phrase in your mind, which was used in the promotion of your
design? If yes: What are the reasons for the slogan/statement to be remembered?

23

In your opinion, what are the differences between designing housing in Izmir from designing
in other cities/climates/geographies?

24

What kind of relationship should the selection of location in the city, where the mass-housing
will be designed, have to be in relation to the design of the housing and the lifestyle of the
target group?

25

What kind of a relationship do you think there is between residential design and user
psychology? Do you have any design steps that aim to influence/manipulate the user’s spatial
psychology?

26

Can the housing you designed without advertising images and slogan texts still be promoted?
Do you prefer the residences you designed to be displayed on-site or through promotional
visuals/texts?
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4.3.2. Analyses of the Interviews with the Architects and Sales

Representatives

After the pilot study, all sales departments and architectural offices of the projects were
requested to be interviewed with the final version of the interview questions (see Table
4.7). Unfortunately, the number of the firms whose sales representatives returned
positively to the interview request were only limited with two companies (Firm A and
Firm B—and the former of which was already a pilot and was conducted with a limited
number of questions) (Firm A, 2020; Firm B, 2021) (for the original full versions of
the related interviews in Turkish, see consecutively Appendix 3, and Appendix 4); and
the number of the firms whose architects returned positively to the interview request
were only limited with three companies (Firm C, Firm D, and Firm E) (Firm C, 2020;
Firm D, 2021; Firm E, 2021) (for the original full versions of the related interviews in
Turkish, see consecutively Appendix 5, Appendix 6, and Appendix 7). However,
satisfactory answers could be received about the promotion, design and sale
procedures of the cases, which guided and supported the archive analyses of the
dissertation. Some of the interviews were held face-to-face and some were conducted
online due to pandemic conditions. The extra conversations other than the questions
asked during the interviews were not taken into consideration. The following texts
consecutively give the foci points mentioned by the sales representatives and

architects.

4.3.2.1. Sales Representatives

In the first interview question, it was asked to the sales representatives whether the
company and its representative follow current architectural trends, and what
these trends are. Firm A states that architectural trends develop according to demand.
He stated that they set a trend in line with the needs of their customers and the
locational context of the regions where they build the project. He also said that the
demand for 3 + 1 and 4 + 1 types housing units are now shifting to 2 + 1 type units,
and this is due to the increase in the number of nuclear families. Firm B stated that
they use modern architectural understanding as the current architectural trend, and the
production of an original project is an issue that needs to be carefully considered.

Therefore, they did not give similar answers to this question.
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When it comes to the second question, the problem that this thesis is also focused on
was investigated directly, and it is asked whether it is possible to gather all the needs
of the users in prestigious mass-housing projects under a single complex. By
considering the answers of Firm A, it is obvious that the interest in the projects carried
out for this purpose has gradually increased, but when we undertake the situation in
Izmir, it is stated that many problems need to be overcome rather than the mentioned
one. It has been revealed that the more privileges added to the mass-housing complex,
the more site-fee burden is imposed on the landlord. Despite these, it is said that, as in
the case of Istanbul, interest in such mass-housing projects will also result in an
increase in their implementation frequency in Izmir, in the long run. It was also
mentioned that the pandemic conditions in the period when this thesis was prepared
also led people to such gated and controlled mass-housing sites. Firm B denoted that
it is possible, to fully support this issue positively. Nowadays, it has been stated that
getting things done without wasting time brings income in commercial terms. In
addition, it has been shown that families with children living in closed mass-housing
projects can continue their lives more comfortably regarding the safety of their
children. As seen, both of the representatives are positive regarding the fact that the
all-inclusive mass-housing projects will increase in number in Izmir, in the near
future, which is a very important outcome to support the main argument of the current

study.

In the third question, the point of view of the sales department towards the demands
of the contractor firm was tried to be understood. Firm A stated that the sales
representatives and the contractor firm are working simultaneously, and they aim to
build housing projects that they can live in, too, as their general principle. While the
sales representative of Firm B stated that they produce by considering the demands of
the target group and regarding the locations of the projects—for example, if the project
will be constructed in Bornova, then the target group will correspond mainly to the
university students because of the existence of two greater universities in this district.
Therefore, they also touched on the supply-demand relationship. Thus, both
representatives mainly stated that they do not have any communication problem or

conflict with the contractor firms.

When we come to the fourth question, how promotion and sales strategies shape

housing design and housing identity has been asked. Firm A stated that it brings
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together the user and contractor on common ground, as joint work is carried out from
the beginning to the end of the design and construction, considering the target user.
Firm B also denoted that the user and contractor win at the same time but added that
this question was a tricky one. In addition to the question asked, there was also a
conversation about the prejudice among the public towards the identity of a contractor.
Again, both representatives have a consensus on this question regarding that the
marketing strategies have the power of bringing the parties involved together to

make both of them win at the same time.

In the fifth and sixth questions of the interview, information about the interventions
of the sales department in promotional activities was tried to be collected. Firm A
mentioned that everything is determined by holding a general meeting at the very
beginning of the project design. During this meeting, it was said that the architect, civil
engineer, sales and marketing representatives express their opinions. In Firm B, the
existence of regional practices in the promotion and advertisement design was
mentioned. It may be drawn from these answers that the sales departments do not have
any difficulty about being in the heart of the promotion process, but their interventions

are generally project-based in terms of scale.

When we come to the seventh and eighth questions, it is aimed to reveal which
segment of the society the visuals, advertisements and other activities made
during the promotion process appeal to, and what can be done to expand this
segment. Firm A has generally considered it is appropriate to address women,
considering that the decision-making mechanism of a family in the process of an
investment decision is generally led by the ladies. Firm B, on the other hand,
mentioned an audience where it sells special projects to investors and stated that
internet advertisements have recently been progressing rapidly. At the same time, it
was emphasized that the biggest factor in the expansion of the target audience is
customer satisfaction. The answers are different to this question, but the decisions of
ladies as the family heads, use of internet-based advertisements, and quality of the

product are the main titles having importance.

The ninth and tenth questions were about which aspect of the project emphasized
by the slogans is used in promeotional activities. Firm A denoted that buying a house

is one of the biggest investments of the individual in today’s conditions and stated that
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they are selling life instead of only selling houses. Similarly, it is emphasized in their
slogans that their companies “make a life.” Firm B said that they always search for
what has not been done before and use it in their slogans, and that an innovative
approach is very important in this respect. The importance of the experience-based
references in the slogans with the emphasis of “providing a different and new lifestyle”
is the main focus according to these answers, which also supports the findings of the
archive research as given in Table 4.5. However, being innovative and different than
the other companies’ approaches should be a very hard task since all companies are

after the same aim with the same emphasis on a “different life.”

In the eleventh question, it was asked what the first point is that attracts customers’
attention in the sales process. This question is also the last question of Firm A. Since
the remaining questions were added after the meeting with Firm A, they were answered
only with Firm B. Firm A stated that the first thing that customers pay attention to is
the location of the project, and then, they are careful about the size of the house they
are interested in. On the other hand, Firm B stated that the interest of the sales
representative to the customer rather than the project was the first point that attracted
the attention of the customers. Therefore, the representatives differed in their answers

to this question.

In the twelfth question, the evaluations of the feedback received from the
customers were investigated. It was stated by Firm B that positive feedback was
received, in terms of the accuracy of the information given in the promotion and
presentation of the project that was sold, and as long as the promises related to the

project were fulfilled.

The thirteenth and fourteenth questions were answered together by Firm B. In these
questions, information was asked about whether special design styles/components
are belonging to specific income groups. It was said that the demands of the upper-
income group are generally in the direction of properties that provide investment
opportunities, places with commercial/shopping activities, and large flats in terms of
area. In addition, it was stated that there will be no restrictions when it comes to the
upper-income group and everything imaginable can be provided. During the
conversation, the concept of “prestige” is generally equated with “elegance.” The

representative denoted that the main limitations start with the houses built for the

198



middle and low-income groups, and the concept of prestige was not mentioned at all

during the rest of the speech.

In the fifteenth question, it is aimed to shed light on what the concept of “prestige”
literally means. An answer was received, which brought a different perspective to the
whole topic. In addition to the accessibility provided by closed mass-housing projects,
it was said by Firm B that the concept of prestige can sometimes be related to living
in a forest far from everyone and all possibilities. That is, isolation or accessibility may

play different roles in influencing and addressing the preferences of the customers.

In the sixteenth question of the interview, the expectations of the users under the
title of “prestige” were tried to be learned. Firm B’s sales representative shared a
memory regarding this question. It was about a customer who put aside all the
privileges and features of the promoted house and only dealt with the price. But after
a short while, he mentioned that he received very positive feedback from the user who
benefited from all these privileges. The main point is that not all users seek prestige,
but at the same time, the privileges provided under the title of “prestige” become
difficult to give up after a while. This may lead us to the claim that though the users
may not demand some of the privileged functions, the necessity is created artificially

for them to sustain the service program of high-income housing projects.

In the seventeenth question, information was asked about the architectural identity
of the designed residences. It was emphasized by Firm B that the project area should
be evaluated correctly in this respect. Besides, it was underlined that it should not be

acted with concerns about sales.

When we came to the eighteenth question, it was questioned how much the sales and
promotion team cooperated with the architect and designer team. At the beginning
of the answer, the sales representative of Firm B stated that the opinion of the architect
or the design team is not taken in the promotional activities in any way, but when the
conversation was continued, it was stated that this kind of interdisciplinary work is

done at the stage of the project’s creation.

In the nineteenth question, it was asked about the importance of promotional
activities in housing sales. The representative of Firm B stated that the promotion and

promotional activities increase the house sales by 500%.
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The twentieth question, which is the penultimate one, tries to reveal the ideas about
teamwork in the preparation of slogans and promotional texts. The representative
stated that Firm B is working with special advertising agencies to prepare slogans and
promotional advertising texts. It was said that only the sales and marketing department
communicate with the advertising agency, without the ideas of the architect and design

office.

When it comes to the twenty-first and last question, what kind of feedback is
received for promotional activities was asked. Firm B’s sales representative I
interviewed gave an example about a problem he had experienced before. It was
mentioned that the incoming customers had difficulty in reading and viewing the
promotional advertisement brochure because it was printed on a small piece of paper.
It was underlined that all such returns are considered. While answering the last
question of the interview, which lasted for approximately 45 minutes, the motto “there
is no good or bad in advertising” was mentioned. However, looking a little more from
the outside, in a wider perspective, it is impossible to think that something can be right
or wrong when advertising the need for housing/shelter, which is at the very top of the

basic-needs hierarchy.

4.3.2.2. Architects

The interviews with the architects of architecture and design offices were conducted
with the investigation covering 26 questions (see Table 4.8) and could be conducted
with three companies (Firm C, Firm D, and Firm E) (Firm C, 2021; Firm D, 2021;
Firm E, 2021). The answers were able to support the analyses with different
perspectives regarding the point of an architectural designer and his/her role in the
housing sector. The following part summarizes the answers by touching on the
discussions and mentions having central importance in terms of the analytical

backbone of the study.

In the first question, the opinions of the architects about how important it is to follow
current trends in architecture, and what the current trends are. The architect of
Firm C stated that he considers the current trends important to understand the supply-
demand relationship. He denoted that the current trends are reshaped due to the
earthquakes in Izmir (in October and November 2020), in the period after when this

interview was conducted. In addition, he stated that the steps were taken regarding
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sustainability, and he wondered where this issue will go in 8 to 10 years. At the same
time, he surmised that this thesis is probably about sustainability, based on a large
amount of research on sustainability and the frequent encounters. The architect of Firm
D stated that there should not be a term such as “current trend,” and he does not believe
in it. He pointed out that it is wrong for a project to follow the current trends, in other
words, fashion, and that the projects should be analyzed from an architectural point of
view and designed to meet the needs of the users. The architect of Firm E also
evaluated the trends in architecture as two separate categories. The first is the
changing expectations of users over time; the other is the trends that drive
architectural design. It has been stated that the latter can make a positive contribution
to the lives of the users of architecture in cases where it can be translated into practice
correctly. The effects of sustainable and “durable”—resilient—design on
contemporary architecture were also added to the second group as an example.
Therefore, two of the architects have a consensus on the importance of sustainability
and durability in architecture and expressed them as a part of the new trends in
architectural design. And two of the architects also highlighted meeting the user

expectations as the main target in an architectural solution.

In the second question of the interview, it was asked whether any last-minute
changes were met or not. The architect of Firm C said that his office is often dealing
with large-scale business, and therefore, all decisions are made at the beginning phase
of the project. The architect of Firm D indicated that he encountered such a last-minute
change in a mass-housing project that was examined within the scope of this thesis and
told that he would almost leave the project at that stage. He added that time is
considered as a financial expense in architectural offices, and such changes are not
liked at all. The architect of Firm E also stated that the wishes of the end-user and/or
the changing needs over time are always their priority as a designer. She added that it
is important to respond to changing design criteria professionally with necessary
feedback and guidance. As seen, two of the architects see this sort of change as a
negative dynamic, while the third architect welcomes them positively and sees them

as a part of the professional understanding.

When we come to the third question, information was tried to be obtained about the
personal design styles/dispositions of the architects. The architect of the Firm C

mentioned that “sustainability” and “comfort” are at the forefront in his design
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considerations. The architect of Firm D stated that instead of a personal style, he pays
attention to the “harmony of the project with its environment” and does not find a
single style or approach right in that respect. The architect of Firm E stated that she
generally preferred designs that can offer “interior and exterior spatial richness
within the framework of simple and clean forms.” In this question, the answers of

the architects are quite different from each other to make a generalization.

The fourth question asked how the architect responded to the requests that did not
fit his/her design preferences. Firm C stated that they proceeded in their way without
compromising on this issue. Firm D denoted that he listens to user ideas at the
beginning of the project and shapes the non-compatible parts. The architect of Firm E
also thought that dialogue with open ideas is important, considering that there are
approaches that can be learned mutually. It may be claimed that the architects are
listening to all kinds of requests of the other parties (users, sales department,
contractor, etc.), but in the end, they are finding a way to provide the parties with a

consensus on the design solution.

When we came to the fifth question related to an assumption that a customer
presents a photo of a design s/he liked and wants his/her house to be designed
exactly like this. It is wanted to learn how they behave in such a situation. The
architect of Firm C stated that he encountered such situations very often and added
that they now use it to understand the customer better. The architect of Firm D pointed
out that he would never pay attention when faced with such a situation. He added that
his goal is always to do the right project in the right place. The architect of Firm E also
stated that by trying to understand the space(s) in which the customers imagine
themselves, and she shares her opinion with them so that the most appropriate
reflection can be achieved together. Again, | may assert that all of the architects are
listening to the demands, but their response to these demands changes gradually from

overtly positive to covertly negative.

When it came to the sixth question of the interview, it was investigated whether their
ideas or the ideas of the contractor firm were at the forefront in the design
processes of the projects. The architect of Firm C stated that they always aim to meet
on common ground with the contractor firm. He added that both sides must win. The

architect of Firm D also mentioned that the balance of architectural ethical values
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should be preserved. He said that flexibility is possible in line with the requests from
the contractor firm, but also added that the boundaries should be drawn well. Firm E,
on the other hand, stated that they have a general approach for meeting the opinions
and requests of the contractor companies they work with, as they already know the
architectural design approaches. It may be generalized as that, again, the offices are

trying to meet the contractor firms on a common ground based on architectural design.

In the seventh question, one of the most important research questions within the scope
of this thesis was asked: whether it is possible to gather all the needs of the users
under a single complex in the mass-housing projects with the title of
“prestigious.” The architect of Firm C, by looking at the subject from a different
perspective, stated that this situation arises from the “inability of the cities to meet
the needs.” He said that all privileges provided under the title of “prestige” in mass-
housing projects should be provided by the city. The architect of Firm D stated that the
possibilities provided in a single project are not possible and correct. But he also said
that to give the correct answer to this question, it is necessary to dig even deeper.
Therefore, he added that the main problem is due to the planning of the city
mistakenly, and the lack of property laws. The architect of Firm E stated that they
prefer to make all the possibilities in the project “rightfully” rather than meeting all
the needs in the same project. Here it is worth mentioning that two architects
emphasized the problems caused by the city as one of the reasons of making all-

inclusive projects to compensate for the lack of urban amenities.

In the eighth question, the architects were asked to what extent, they think, the
designs they make are in line with and suitable for the users’ requests. Firm C
stated that they have carefully made the designs they created as if they would live in
those projects, too. And he added that they always progress through human-oriented
designs. The architect of Firm D pointed out that he would not prefer to live in the
projects he has recently made in the city, because he prefers to live in the countryside.
However, he also stated that the projects he designed are always sold, and the main
reason for these sales is that they are suitable for the users. The architect of Firm E, on
the other hand, stated that she thinks that the results they come up with in line with the
needs and current trends of the users from the first stage of the project are quite
appropriate. All of the architects are positive about this question by stating that their

projects meet the expectations of the users.
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In the ninth question, the main reasons for the changes made during the
implementation of the designs and studies were investigated. Firm C underlined that
everything is decided from the beginning to avoid such changes. Firm D stated that
qualified architectural offices can always anticipate such problems. However, it is also
mentioned that the architectural offices are not given sufficient authorization during
production. Thus, the representative of Firm D added that what can be predicted results
in an unpredictable outcome. According to the architect of Firm E, most of the changes
that come to the fore in the implementation phase are situations that can be foreseen
and eliminated with comprehensive coordination during the design and projecting
phase. Therefore, the congruity in the answers shows that anticipating/foreseeing,
avoiding/eliminating the unexpected changes refer to the usual procedures that can be
seen in all professional practices of architecture, which can be overcome by well-
structured coordination and an increase in the intervention possibilities of the offices

during the construction phase.

The tenth question was asking about how marketing and sales concerns affect
housing design/identity. The architect of Firm C stated that the contractor companies
always aim to make a lot of sales, and the users always want to get the best. He added
that today’s users are becoming more conscious consumers. The architect of Firm D
emphasized that sales and marketing concerns are one of the biggest problems for the
parties involved, especially for the contractors, for they should always consider the
money they earn from the project and behave accordingly in terms of the planning of
the sales. The architect of Firm E stated that this issue differs from project to project.
She added that she thinks it is done in a way to emphasize the wishes and expectations
of the users, as well as marketing and sales specific to housing. As seen, all of the
architects answered this question indirectly without specifying the probable effects
that may result in a change in housing identity in general. But two of them also implied

that there is always a match between supply and demand.

In the eleventh question, it was asked whether the ideas of the architects were taken
in the advertisement or promotional designs of the projects. The architect of Firm
C mentioned that they presented what they thought to stand out in the projects they
designed, to the contractor firm as a proposal. However, he added that they did not
intervene in any way other than giving suggestions. The architect of Firm D mentioned

that the ideas of the architectural offices should be taken. The architect of Firm E stated
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that they are personally involved as they see all stages of the projects, such as the name
and launch strategies, as an extension of the design criteria. The answers are gradual
in this question and range from overtly positive to covertly negative: one of the
offices is involved in the advertisement process, the other is partially involved, but the

next one wishes to be involved.

When we come to the twelfth question, it was investigated whether the architects
encountered an expression that surprised them when they saw the advertisements
or promotions of the projects they designed. The architect of Firm C stated that they
did not encounter such a surprise as they were at every stage of the projects they
designed. The architect of Firm D, unfortunately, said that he faced such a situation.
As an example, he stated the use of the expression “less is more” in the slogan of a
housing project he designed with a brutalist architectural design approach. He added
that the main reason for the issue of using the expression “less is more” was because
the true meaning of the motto was not known. The contractor company used the
expression to mean that “everything is too much in the project and nothing is less.”
The architect of Firm E stated that they do not encounter such a situation most of the
time. She added that when they disagree about the design, they share their constructive
criticism with their team. Thus, only in one of the answers, there is a negative statement

to the question, which may refer to the rareness of such cases.

In the thirteenth question of the interview, what Kkind of positive or negative
feedback the architects received about their designs was asked. The architect of
Firm C mentioned that they received positive feedback about the plan solutions in
general. The architect of Firm D stated that, unfortunately, they have difficulties in
receiving positive or negative feedback due to the lack of communication. The
architect of Firm E answered the question with a quotation from the feedback: “We
knew what we wanted, but we couldn’t have imagined it with this perfection.” Except
for one of the answers, the situation is positive about having feedback worth
mentioning. But lack of communication may show us the limited capacity of the

architectural offices to get in touch with the users after the construction process.

In the fourteenth question, which income group the projects designed by architects
generally appeal to. The architect of Firm C stated that they are doing projects that

appeal to the middle-upper income group with a rate of 80%. The architect of Firm
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D stated that he does not concentrate on an income group, his only goal is to do the
right project in the right place. The architect of Firm E stated that the projects that
appeal to the upper-income group are in the majority due to the project budget criteria.
Again, except for one of the answers, the architects mainly stated that the majority of

the target group corresponds to the upper-income level.

In the fifteenth question, it was tried to learn how architects analyze the types of
users in the target groups. The architect of Firm C mentioned that they have a target
user group that includes nuclear families, usually with working husband and wife.
The architect of Firm D emphasized that the behaviors of the inhabitants living in
the projects they designed can be changed and shaped by structures. Firm E, on the
other hand, stated that they examine user tendencies as design criteria at the
beginning of the project and keep them in evaluation throughout the design process. It
seems that the architects analyze the user types by looking at their profiles, behaviors,
and tendencies. Thus, I may also claim that regarding the architectural side of the
perspective there is a connection between the user profiles and behavioral patterns

leading us to the tendencies observed in housing demand.

In the sixteenth question, it is aimed to reveal the components of the residential
identity that appeals to the current high-income group. Instead of counting the
components separately, the architect of Firm C stated that “individuality” is in
demand due to the living trends by which everything is more personal. The architect
of Firm D pointed out that there were already a few standards under the zoning
regulations in practice at the time this study was carried out. The architect of Firm E
stated that comfort, security, and healthy indoor/outdoor spaces are the priority
criteria. As seen, the answers are also inclusive like the projects, and differ from

interior architectural to urban scales.

In the seventeenth question, it was aimed to find out whether architects have ever
designed houses for middle- or low-income groups before. The architect of Firm C
stated that he had worked for the middle-income group before but did not work for the
lower-income group. The architect of Firm D denoted that he designed residences for
both groups (he stated this while answering one of the previous questions). The
architect of Firm E stated that the project was designed as “pro bono” before. Again

the answers differ from each other; but in general, it can be said that the offices making
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designs for the high-income group may also have a project addressing the lower

incomes, though it is not a situation that happens frequently.

With the eighteenth question, it was investigated in which typologies architects
prefer to make housing design. The architect of Firm C stated that he generally
prefers to work on mass-housing projects. He further mentioned that he preferred this
typology personally because the landscape should also be designed when it comes to
larger projects like mass-housing. Firm D denoted that there is not a particularly
preferred typology for him. He then added that this is a personal goal, and all kinds
of projects can be overcome as long as qualified and careful work is done. Firm E
stated that they do not have a preference in this regard as long as there is correct
positioning and programming. Two of the answers matches with each other on not
preferring a specific typology but being open to all sorts of constructions. But the
other architect preferred the mass-housing for the opportunity to design the landscape

together with the blocks.

In the nineteenth question, it was aimed to compare the high-income group and
middle-lower income groups through housing-design components. The architect
of Firm C stated that the high-income group has no limits and can reach anything
they want. He denoted that there is now a classicized housing definition for the
middle- and lower-income groups. The architect of Firm D stated based on his
observations that such component-based differences do not exist outside of Turkey.
He also stated that he found it very wrong to use different design components
according to the income groups in Turkey as a class indicator—which only consists
of reserving large areas for interior spaces and increasing the number of services
in Turkey. Firm E stated that there is no difference between income groups in the
basic spatial needs of housing design. Spatial comfort, indoor and outdoor diversity,
and material possibilities are the prominent differences, she added. This was one of
the spine questions of the dissertation to understand the components added according
to the changing income levels. That the high-income level has no limit in terms of
the component variety, on the other hand, that there is a template housing solution
for the lower income levels are very seminal in understanding the current situation of
the housing identity in Turkey. And this identity shaped by the differing qualities and
varieties of architectural components according to the income level was also criticized

by one of the architects. It is also very important for this study to hear that the main
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difference of the high-income projects is limited with the size of the project units
and the number of services. Nevertheless, one of the architects highlighted that in
terms of the basic spatial requirements there is not any difference between the
projects addressing different income groups. I may claim at this point that though it
seems there is not any limit for the high-income level projects, actually the
architectural perspective of these projects is limited with only the size and service

differences that they provide.

In the twentieth question of the interview, it was tried to learn what the concept of
“prestige” means. According to the architect of Firm C, this concept was created by
contracting firms, and they started to present the differences between each other as
“prestige.” The architect of Firm D mentioned that the building should have an
architectural character rather than the concept of “prestige.” Firm E said that naming
the projects of the high-income group with the concept of prestige is not appropriate
and did not mention the components leading to this concept. It is very seminal for this
study, again, to have an answer pointing out that the concept of prestige is something
designed by the marketing strategies to denote the possible differences between the
projects—though these differences are only about the sizes and service quantities,
as stated in the nineteenth question above. That is, it is not the quality of architectural
character putting the difference between the projects but the quantities provided, like
one of the architects implied. Besides, it is also important that prestige is generally
comprehended by the interviewees as a concept having negative connotations—
perhaps it is because of that this concept is generally recognized and utilized to

segregate, discriminate or gentrificate the society regarding the income levels.

In the twenty-first question, it was investigated whether the customers were seeking
any prestige or not. The architect of Firm C stated that the pursuit of prestige exists,
by adding that housing sales and high standards go hand in hand with the concept of
prestige. The architect of Firm D stated that “a quality housing project creates its
prestige.” Firm E stated that they think that prestige goes beyond basic spatial needs,
as spatial comfort, indoor-outdoor variety, and material possibilities. On the contrary
to the answers in the previous question, this time there is a more positive perception
towards the comprehension of prestige: it is something helping the sales and
determining the standards as a marketing concept, it is related to the quality of the

project as an architectural concept, and it is beyond the basic requirements and has

208



attractive quality as a production concept. This mixed-use and multi-purpose
character of the concept of prestige indicates that it is very flexible and appropriate

to be fit into any molding proper to the target of the manipulators.

By the twenty-second question, it was asked whether there was a slogan in
architectural respect in their minds. The architect of Firm C stated that he had no
specific slogan in mind. The architect of Firm D denoted that, as mentioned in the
twelfth question, the misuse of the expression “less is more” remained in his mind.
The architect of Firm E answered the question with an example: “Take care of
yourself.” The answers are diverse to this question. But the given examples are quite
important to understand the general tendencies in the promotional design of the
housing projects: they seem that the promotional slogans may be out of architectural
context and only have a quality to catch and manipulate the perceptions of the users

with only positive meanings used in ordinary daily speeches.

In the twenty-third question, it was asked how designing a housing project in Izmir
differs from designing in other cities/climates/geographies. The architect of Firm C
stated that the people in Izmir are more selective and knowledgeable. He added that
inhabitants attach great importance to usability and usage. The architect of Firm D
emphasized that it caused great differences with the culture of people and climate of
[zmir. At the same time, he added that he also wondered how the housing design would
change after the pandemic conditions—by also referring to the increasing interest in
the use of balconies without closing them anymore, at this point. Furthermore,
according to him, even designing housing in Konak-Alsancak and Bayrakli are
different, and therefore, location-based considerations should always be at the
center of this discussion. The architect of Firm E stated that this question requires a
comprehensive answer. She outlined that climate is a physical and cultural
environmental context and at the core of architectural design approaches. She added
that it is indispensable to act together with the basic principles of local design and
housing design. In this question, the importance of climate, culture, and living habits
of people comes to the forefront as a consensus. As also highlighted by one of the
architects, the considerations change even from district to district while designing

housing.
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In the twenty-fourth question, an opinion was asked about how the relationship
between the location selection, mass-housing design and lifestyle of the target
users should be. The architect of Firm C mentioned that urban renewal and
transformation should be operated right in the first place. The architect of Firm D
stated that the user preferences about the location should be at the top of the
preference-hierarchy, since if someone would like to live in a specific region (perhaps
because of his/her locational habits), s/he should not change his/her mind only because
of the high-quality services of the housing in another location—s/he should firstly
prefer the location, and then, the rest should be considered. Firm E stated that they
think they are directly related to each other. Though the answers have a variety, I may
conclude that the location selection, mass-housing design, and lifestyle of the target
users are directly linked concepts; the upper decisions of urban transformation
play an important role in the general character and perception of the district, and
thus, in the selection of locations for the housing projects; and the user perception
about a location is much more important then the real components and qualities of

that very location as well as the housing project.

When it comes to the twenty-fifth question, which is the penultimate question, it was
asked whether there is a relationship between residential design and user
psychology. The architect of the Firm C only mentioned that there is a quest to
improve user psychology. The architect of Firm D stated that if the project is
qualified, it can create a connection with the user, which will affect the user
positively. The architect of the Firm E said that their mission is to offer designs that
will enrich people’s spatial experiences rather than merely seemingly “prestigious”
projects. It can be understood from the answers that user psychology and its
improvement with the help of the architectural qualities and design of the project
is one of the considerations and expectations in the design of the housing. Enriching
the spatial experiences by architectural design qualities rather than the concept of
prestige—again used here with a negative connotation—to manipulate the user

psychology is mentioned as one of the primary aims of the architects.

When we come to the twenty-sixth and final question, the architects were asked
whether they think the residences can be marketed without advertising with their
images and slogans. The architect of the Firm C stated that promotional activities are

very important. He added that these activities are operated by the sample flats in the
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most effective way. The architect of Firm D mentioned that there is no need for
promotional activity. He further pointed out that a good project already highlights
itself without the need for any promotional attempts. Firm E stated that the use of
sample flats is very important. She added that it is also possible to pre-experience
“virtual” tours within today’s technological possibilities. As seen from the matching
answers, sample flats are important in promotional respect, and even more important
than the photographs, images, and slogans since they invite people to experience a
similar space to theirs in advance and affects their final decisions about buying the
unit. Virtual tours as the new trend were also mentioned in one of the interviews to
make the inhabitant candidates experience the space similar to the one that they will
have in reality. However, it is also very interesting that one of the architects does not
believe in the effectiveness of the promotions and thinks that a quality architectural
design should have the ability to make self-promotion without needing to be
supported by the visuals and slogans—which may be interpreted as being utopist in
the current conditions of housing promotions covering the projects with the packages

of slogans.
4.3.3. Evaluations of the Archive and Interview Analyses

The basic promotional and architectural reflexes that shape “prestigious” and
“luxurious” housing identity were examined by making comparisons, categorizations,
analyses, and interviews. Especially the effects of the promotional strategies on
residential identity, which are designed for marketing of prestigious mass-housing
projects, were investigated in detail by focusing on the 44 cases produced in Izmir city-
center and peripheries, after 2015. To make neat analyses and evaluations, the visual
and verbal promotion elements of the selected mass-housing projects were also
examined, and the privileges they added to the projects, as especially revealed by the
slogans, were grouped and analyzed comparatively to comprehend the parallelisms
and differences. Furthermore, these archive analyses were also tried to be supported
and extended beyond the limits of the archive examination by the interviews conducted
with the sales representatives and architects of the companies/offices covered by the
cases, to ask for their opinions related to the processes of architectural and promotional

designs as well as their perceptions about the users’ expectations and feedback.
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The literature review and case analysis conducted within the scope of the thesis have
brought me to a certain point to answer the research questions. But the interviews with
sales representatives and architects have shown me the main issue I need to focus on
to complete the investigation. Therefore, for further evaluations, four axes can be
proposed to extend the perspectives and combine the analyses: urban-based, project-
based, promotion-based, and architect-based. In the following parts, I tried to proceed

with these evaluations based on some seminal points to be highlighted further.
Urban-based:

In the processes of housing design, promotion, and selling, there are different actors.
However, if there are two sides in these discussions, they can be those who live in the
city and that city itself. In terms of situating the importance of the urban image in this
context, I should first mention the importance of the modern/contemporary image of
Izmir city with its blue-based nature in determining the promotional characters of the
projects. But besides that, there is a heterogeneous perception related to the urban
qualities of the districts and neighborhoods of Izmir, which are mainly constructed by
their service capacities and connections to the urban center and/or nature. Therefore,
for example, the accessibility to these facilities is stated frequently in the promotions
of the prestigious and gated mass-housing projects: although they are isolated, all the
needs of the inhabitants are available in the vicinity because of the central location of
the project. Thus, the promotion of a housing project in the Alsancak neighborhood,
for instance, differs from the one in the Buca district. Besides we also see the rise of
Bayrakli as the new city-center in competition with the old one in Alsancak, Konak:
today, they both can utilize the same emphasis on the accessibility to the urban

facilities, in the promotions.

Furthermore, as given by the interviews, class differences may occur due to the
inability of cities to meet the needs of citizens. For example, a citizen who wants to
park his car in a certain place every day can obtain this privilege by living only in a
residence with a private parking lot. Or a parent who wants their children to play
outside and have fun with peace of mind can only do this, today, in a closed/gated
mass-housing project. As also stated by Urry (1995), “that services [provided by

299

housing] are not necessarily ‘urban’ (also see Section 3.4. in this dissertation).

However, I may also claim here that it may not be the city even, at the background of
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the insufficient urban facilities; thus, there are always the social and economic
mechanisms resulting in the unfair uses, segregations, increased guilt rates, and
demographic imbalances. The social and economic mechanisms, in turn, are shaped
by the consumerist culture. That is, the consumerist and capitalist societies create the
problem of the insufficiencies in urban use, and then, solve this problem by proposing
the gated-community settlements only for a homogeneous group of people, who

willingly or unwillingly become a part of this mechanism, at the end.
Project-based:

In the projects that are built or being built, the aim is to meet the housing needs of
people in line with certain demands. Therefore, within a different perspective based
on the supply-demand relationship, the two parties can mainly correspond, this time,
to the contractor firm and those who want to own a house. In line with the interviews,
I may further claim that there is not any hierarchy in terms of aligning the rest of the
actors: it is not as if the sales departments are next to the contractors, and that the
architects are before or after the people who want to buy a house. It seems that,
between the actors, there is a democratic rendition of which order may change from

project to project according to the necessities of the character of the work.

However, the aim is certain, as I mentioned: to sell the project with higher standards
in comparison to the one produced by the rival firm, to the high-income group. The
promotions are designed to highlight the services provided by the project (block or
settlement), but they do not have the capacity and aim to change the architectural
qualities of the product: actually, both products (promotional and architectural) are
shaped by a cycle of selling and buying tendencies of the parties, which, in turn, result
in the emergence of the templates produced as if for the same type of people having
similar types of expectations, with almost the same type of architectural qualities, and
with almost the same type of promotional slogans/texts and visuals; and these

templates are also the guarantee of sustaining the production mechanism.

But there is a problem at the spring of the mentioned cycle: the users’ expectations can
always be manipulated by both the architectural solutions and promotions, and the
alternative solutions welcoming for the alternative living manners can be produced—

though this would risk the sale guarantee. Nevertheless, it is not promising about the
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probable future identity of prestigious/luxurious mass-housing to not have any specific
solution for a different spatial design, yet to see the outdoor swimming pool at the top
of the hierarchy of architectural services (see Table 4.2). This situation paves the way
for a claim covering that, today, the discipline of architecture is not related to the
quality spatial-design solutions anymore but to the quality services provided by the
help of architectural components, which have the potential of constituting a very
fundamental problem for the discipline/profession of architecture in transformation.
Although this problem can also be commented on the architect-based part, for it stems

mainly from the project solutions, I would like to mention it here, too.
Promotion-based:

Firstly, when I examine the outcomes of the archive analyses once more, I can state
that the slogans, logos and the exterior design of the projects are very reminiscent to
each other in terms of the characteristic counterparts: it seems that as if they have been
produced, again, regarding a kind of template. Although housing is the oldest and most
common architectural typology, it is very rare to see some references to alternative
solutions of architectural design, in the promotional strategies, too. The “architectural
design” per se is converted into a template referring to a product and commodity to be
consumed by a “slogan,” and thus, having a price that symbolizes its owners’ social

statuses—though this fact is not directly mentioned in promotional respect.

In cases with different slogans, it is seen that the meanings of almost all of them and
the message they want to give point out the same subject. The intended messages in
some slogans were given directly and in others indirectly. The majority of the slogans
promise a “dream of a new lifestyle” (see Table 4.6). To fulfill this promise with the
other privileges, or in other words, to think that only the privileges can turn the “dream
of a new lifestyle” into reality may be interpreted as a mislead, since when we look at
in which manner this dream will come true, it is disappointing to see that the facilities
are limited mainly with especially the outdoor swimming pool, cafe, and car park (see
Table 4.2). On the other hand, though there are some additional services like the LEED
certificate, library, pet hotel, and infirmary, they do not have strength in the promotions

both in visual and verbal regards.
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The questions to understand the “prestigious” housing components, which are
especially emphasized during the interviews with sales representatives, on the other
hand, reveal to us that these components refer to a kind of marketing strategy.
Although having a marketing strategy may sound like a problematic approach at first,
there is no attempt to market or sell a feature which does not exist in the projects. The
only important thing to be considered in this regard is that these privileges are made
only to state that “our project includes these facilities as different from the other
projects.” The sales representatives of both firms interviewed focused on meeting the
requests of those who wanted to be a homeowner. At this point, the perspectives of
people who want to own a house, and how they are guided in this process can also be

a subject of research.
Architect-based:

In the meetings with architects, the subject that is especially emphasized is to
understand what kind of changes the housing identity has undergone with the concept
of “prestigious” housing. Of course, it is important to consider the income groups when
designing a house, and it is undeniably important to come up with an affordable
product. However, this situation directs us to the same subject again: when addressing
different income groups, it is not correct to make a class distinction by referring to
“prestige.” Besides, it was seen that the architects—who are both an architectural
office’s official and a designer—are aware of the concept of “prestige” studied within
the scope of this thesis but have difficulty in predicting in which direction it should/will

proceed.

Only during the case analysis, it was predicted that the architectural offices and sales
departments could conflict. However, instead of such conflict, it was seen by the help
of the interviews that there is an intentional non-communication between these offices
in the processes of housing design and promotion. Therefore, in terms of the
perspectives opened by both the archive and interview analyses, the role of the
architect in the promotional and architectural templates can be proposed as the first
focus for consideration. With the help of the current study, it seems that the future of
this role requires revision to integrate the architect and his/her vision into the
promotional decisions to some extent—though this integration may only be limited

with a mutual, continuous, and sustainable communication.
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CHAPTER 5
CONCLUSION

Housing is an architectural and social phenomenon, which, as a concept, corresponds
to more than the sum of its components. It refers to manifold interpretations and
perspectives. Each housing project is designed for different purposes and pleases
residents at different levels. Each has different definitions of quality and should be
evaluated on its own merits. The architectural design qualities of the housing projects
depend on their conditions and require research and description specific to these

conditions.

In this context, this study fundamentally aimed to show how designing, constructing,
promoting, and living manners in the consumer society change the residential identity;
what are the common promotional strategies shaping the architectural identity of the
“prestigious” mass-housing projects; and what are the main layers of the promotional
strategies that are planned to meet the luxury demands of the target user-group. While
undertaking this research, I investigated the criteria of the concept of prestige and also
examined how must and pseudo user needs are met in the prestigious mass-housing
projects, how the promotional and architectural strategies merge to shape housing
identity, and how these strategies are formed by the consumerist templates. Thus, the
connection between housing identity and prestige concepts has been tried to be

revealed.

In addition, the basic axes of the concept of consumption and the consumer society
were also examined and evaluated synchronically with the analyses, as they refer to
the seminal aspects of the theoretical background. According to the structure of this
study, the definition of “prestige” was tried to be explained by considering the
promotional and architectural contexts via the slogans, promotional texts and visuals.
To achieve this aim, 44 different mass-housing projects built in the city center and
peripheries of Izmir after 2015 were examined via their electronic archives, and the
interviews with the sales departments and architectural design offices of the cases were

also provided the study with an extended perspective based on the interdisciplinary
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context. Finally, this research tried to answer the question of whether a housing project
can promise to meet all needs of its residents by only manipulating the users’

perceptions by the promotions based on their “prestige” and “luxury” conceptions.

Regarding the research questions of the thesis, furthermore, the following answers can

be proposed to extend the perspectives provided by the outcomes of the study:

In terms of figuring out the main layers of the promotional strategies that are
planned to meet the luxury demands of the target user-group, I may denote that
they mainly comprise the experience-, status-, location-, psychology-, and finance-
based dynamics. Nevertheless, the architectural qualities and settlement
facilities/services imposed by the promotions may not correspond to the real needs
of the inhabitants, since, as also exemplified previously, a library full of with an
insufficient number of books may not refer to the real expectation of the inhabitants.
The ideal about meeting all the needs of inhabitants under the same complex is
stemming from the basic disposition which had shaped the very first department
stores—or shopping centers—of the industrialization period in the 19th century, under
the influence of capitalist and consumerist dynamics. In this respect, I may even claim
that the maintenance of this ideal, today, converts housing as the oldest architectural
typology into an almost shopping center based on marketing; the promise of meeting
all needs under the same complex creates a new housing identity which can be called
“store housing” (or “shop housing”) as a hybrid conception. The limitation coming
from the isolation/gatedness in the city center also increases the effect and feasibility

of this “store housing” typology.

Attached to the previous answer, I may continue that designing, constructing,
promoting, and living manners in the consumer society change the residential
identity: these manners, in a cyclical relationship, recreate the housing identity in each
case regarding the experience-, status-, location-, psychology-, and finance-based
dynamics, which refer to subtle differences from each other. The experience-based
promotions point out the touch of nature or dream lifestyles in the project, while the
status-based approaches in the promotions refer to a housing identity shaped by the
emphasis on luxury provided by the spatial equipment, decoration style or
constructional challenge. The location-based articulations may utilize the users’

perceptions about the positive urban-image of Izmir—prominent with its modernity
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and beauty—, while also promising the accessibility to the urban services via the
central location of the project, yet far away from the unpleasant crowds because of its
gated character. They manipulate the perceptions in a manner that the users can feel
themselves at the heart of the city in strict isolation, as the psychology-based
promotional treatments result in users’ feeling themselves at the heart of the project by
highlighting their importance. And finally, the finance-based promotions trigger the
thought about the feasibility of investing by buying a housing unit which, for example,

can be hired with high prices, thus, provide a permanent earning for its owner.

The departure point of this thesis had been to investigate whether the verbal context
and the visual context used in the promotional activities of mass-housing projects are
consistent with reality. At the end of the study, it was seen that there was a consistency
in all the projects in terms of their promotional and architectural identities, as examined
within the scope of the archive analyses. However, when this consistency leading to a
template structure deepened further, a debate arose about the necessity of the privileges
offered. Thus, among the 44 different mass-housing projects examined in this study, it
is possible to mention a similarity with the promotion strategies and the opportunities
offered by the projects marketed under the title of “prestigious™ or “luxurious”: when
we proceed from the analysis of the slogans, the implications by the project-
promotions regarding the importance of having a “new life experience or lifestyle”
comes to the fore. Similarly, again, as based on the archive analyses, this “new” or
“dream” lifestyle is majorly promised by the outdoor swimming pool as a frequently
mentioned architectural service. This situation inevitably results in questioning the
quality and potential of that dream, in reality, to provide a new lifestyle from scratch.
However, I can state that the common promotional strategies shaping the
architectural identity of the “prestigious” mass-housing projects mainly converge
on the promise of a new and dream lifestyle provided by especially the
architectural services of the outdoor swimming pool, cafe, car park, fitness

center, site security, and children’s playground.

In this respect, the above-mentioned architectural facilities (namely, the outdoor
swimming pool, cafe, car park, fitness center, site security, and children’s playground)
are undertaken as the frequently used symbols/layers of “prestige” or “luxury,” and
they are especially mentioned in the experience-based promotional approaches with

a specific emphasis on the “new and dream lifestyle.” On the other hand, the
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slogans (the verbal context) and promotional images (visual context covering the 3D
renders, drawings, photographs) producing the spatial atmosphere of the prestigious
mass-housing projects are consistent with each other. They both help the actors
shape the housing identity with the same emphases. One cannot find a facility which
is mentioned in verbal and visual respects in the catalogs/websites but is not provided
in reality, in the housing settlement. Furthermore, when the practices of marketing
and architecture intersect on a template, it has the potential of shaping the
residential identity. This intersection per se is the identity of housing in most of the
cases, for the cases refer to the overly adopted hybrid identity of the current prestigious
mass-housing which is to be called “store housing” inviting the consumers to a
continuous shopping while inhabiting, which will demonstrate their social status based

on economic levels and sustain it by the emphasis on elitism/prestige.

The privileges and opportunities provided in the residences are unfortunately rapidly
consumed by the influence of consumer society. This idea and act of consumption also
has a great impact on the identity of housing. Residences consist of spaces that are
different from each other, branded, indicative, attributing images and symbolic
identities to individuals, and provide individuals with new forms of belonging so that
they can define themselves. Identities acquired through lifestyles in the field of
consumption take the form of identity strategies at the level of individuals and take on
forms appropriate to the moment and place, due to their flexible structure. The user,
who gains a symbolic status indicator, actually performes the act of consumption as
soon as s/he has those privileges and goes in search of a new one. While housing can
refer to a solid structure built by concrete and iron, it turns into an abstract subject

unable to maintain its solidity when we are speaking of housing identity.

By going further in the discussion, if we try to clarify the relationships between the
slogans and architectural character of housing cases, I may propose three foci

points:

The first focus may be the relationship between the slogans and architectural
styles/formations: In general, regardless of the emphases/references in the slogans,
we can observe similar architectural styles specific to each typology. Condominiums
and block constructions are generally produced in similar architectural forms, heights

and technology in themselves. Slogans do not vary greatly according to the types of
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architectural formations. However, in a minor scale, I can mention that there are the
emphases on the success of high-rise buildings in terms of the use of advanced
construction technology in condominiums, and on the opportunity provided by the
spaces designed in horizontal organization in block typology to be intertwined with
nature. But in general, although the architectural design and technological qualities
may change slightly, it should be denoted that the stylistic uniformity/template in the

facade organizations is not broken, and it is not reflected in the overall design.

In the second focus, I may highlight the relationship between the slogans and
services provided for different target user-groups: in the context of
emphases/references in the slogan, we cannot read a great difference in general, as
most of the slogans promise a prestigious and different lifestyle in essence. In the sub-
meanings of prestige, we generally see the references to swimming pool, cafe, parking
lot, gym and security systems. However, minor changes that can be observed in the
target user-group (university student, investor, single persons, family with children,
etc.) are reflected in the slogans. Specific services that will attract the attention of the
specific user profiles (proximity to the university, being an investment opportunity,
containing 1+1 flats, density of natural elements for children, etc.) are highlighted in
the slogans. Sometimes a library can be added between services—although the
question remains as to whether it is being used in reality. At this point, the theory of
“uses and gratifications” helps us understand the reasons of being attached to the
pseudo needs psychologically—those needs satisfy the users about their social statuses
as the indicators of the income level and prestige. But at the end, we cannot observe a
great difference in terms of the architectural character in these housing cases, the
template continues to survive. They only differ in the design of landscape, unit size, or

selection of the location.

In the third focus, the relationship between the slogans and location-based
differentiations can be emphasized: These differentiations are reflected in the slogans,
and we see that the image of the city is also used in this respect. In addition to its
natural beauties, Izmir is utilized in the slogans with its modern lifestyle, too. The
identity of the urban image of Izmir and its transformation over the years can also be
observed through residential advertisement visuals. In addition, the presence of
specific services such as universities and hospitals in the districts where the residence

is located is also reflected in the slogans to point out the availabilities and easy
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accessibility to the urban facilities. The fagade and complex organizations of the cases
in architectural respect, however, do not change according to the location-based
differentiations. Again, the architectural template sustain itself with the general
tendencies based mainly on the quality of materials coming by the consumption

culture.

On a higher scale, the uniformity of the slogans coincides with the uniformity of the
architectural form and the services provided. We cannot claim that architectural design
and slogan design never interact with each other, but the current interaction is very
limited and does not go beyond the size of the building, services provided on the site,
and locational differences. Therefore, the indications of quality architectural designs
with the help of slogans are not bold enough to make us see a great difference between
the projects—and the reason may be that the architectural solutions are not different
from each other in essence. This means that the standardized language in both fields
of architecture and marketing is produced by the same mechanism, that is, the
consumption culture. This uniformed/template language constructed by the
consumption culture creates, in the final stage, a housing identity in which marketing
and architectural notions are intertwined: this identity, in which almost every kind of
urban and individual service is tried to be provided (or promised to be provided)—and
thus, can be called “store housing”—transforms the user into a consumer even while
living at his/her home. The “store housing” concept stands out as the common identity
of today’s high-income group housing projects (in the form of the gated communities)
as the all-inclusive residences. How much of the services provided in the “store
housing” is really necessary remains as a matter of debate. However, as stated in the
“uses and gratifications” theory, again, it seems that the target audience demands the
“store housing” to sustain his/her social and psychological existence in the high-

income milieu.

In a final analysis, I may claim that the architectural layers/components are generally
erased from the projects and converted into the services/facilities provided in the same
template in every housing settlement. This template based on the diversity and number
of the services results in the use of almost the same promotions in each housing
advertisement, and in turn, the promotional template refers to almost the same project
in architectural respect, which tries to take the consumers’ attention by stating that

theirs is the most prestigious one because of the varied facilities. And actually, the
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facilities are not varied, when we look at the findings of this thesis. The architectural
and promotional templates create and sustain the “store housing” identity under the
title of “prestigious” and “luxurious,” and it seems that this current typology will
survive since it is a part of the consumerist cycle, which has been going on for over a

century.
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APPENDIX 1 - Original Turkish Version of the Interview Questions with

the Sales Representatives

1. Mimaride gilincel egilimleri takip etmenin ne kadar o6nemli oldugunu

diistiniiyorsunuz? Mevcut trendler neler ve sizce yeni trendler nasil goriintiyor?

2. Toplu konut projelerinde, daha ¢ok “prestijli konut” adi altinda anilan
yapilarda, kullanicinin tiim ihtiyaglarini tek bir biinye altinda toplamak miimkiin

miidiir / dogru mudur?

3. Miiteahhit firmanin istekleri dogrultusunda yaptiginiz tasarimin son kullaniciya
ne derece uygun oldugunu diisiiniiyorsunuz? Miimkiinse hem islevsel ¢oziimleri hem
de kullanici gelir grubuna hitap eden belli ihtiyaglar1 ve kaliteyi dikkate alarak
diistinebilir misiniz? Sizin hitap ettiginiz kullanicinin tercihleri, ihtiyaglar1 neleri

kapsar?

4. Konut tasarimimi/kimligini etkileyen temel unsurlar pazarlama ve satig
kaygisindan dolay1 nasil sekillenmektedir? Sizce bu sekillenme kullanicinin istedigini
daha kolay elde etmesini mi sagliyor yoksa miiteahhidin istedigini daha kolay elde

etmesini mi sagliyor?

5. Tasarlanan konutun pazarlanmasi asamasinda, yapilacak reklamin ya da

promosyon tanitiminin tasarimina ve igerigine dair ne gibi miidahalelerde bulunuyor

musunuz?

6. Bu miidahaleler yapinin kendisine mi, ¢evresine mi yoksa proje alaninin disina
mi1?

7. Satis siirecinde yapilan gorseller, reklamlar ve diger promosyon aktiviteleri

toplumun hangi kesimine hitap ediyor ve bunu nasil sagliyorsunuz?

8. Hitap ettiginiz kesimi genisletmek gibi bir hedefiniz var mi? Bunu

basarabilmek icin yapilmasi gerekenler sizce nelerdir?

9. Sloganiniz1 veya reklamlarda kullanacaginiz ana climleleri belirlerken projenin
hangi yoniinii 6n plana ¢ikarmay1 planliyorsunuz? Lokasyon, konut plan semas1 (2+1,

3+1 vb.), sunulan imkanlari, fiyat, marka vb.

10.  Verilen cevaba gore bir alt soru eklenebilir her seferinde: “Yasam” kelimesi

neleri kapsiyor? Aklinizda nasil bir fotograf beliriyor?
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11.  Satis siirecinde miisterilerinizin projede ilk dikkatini ¢eken nokta nedir?

12.  Kullanicilardan projenizle/projelerle ilgili ne tiir pozitif veya negatif geri

doniisler aliyorsunuz?

13.  Sizce giincel st gelir grubuna hitap eden konut kimligi hangi bilesenlerden
olusuyor? Siz bunlarin kagini saglamay1 hedeflersiniz? Promosyonlarinizda bunlardan

hangilerine yer verirsiniz?

14.  Ust gelir grubu konutu ile orta ve alt gelir grubuna hitap eden konutlarin tasarim

bilesenlerini kiyaslarsaniz, aradaki farklar nelerdir?

15.  Sizce “prestij” nedir, bilesenleri nelerdir? Ust gelir grubu konutu i¢in “prestij

konut” gibi bir terim kullanmak uygun olur mu?

16.  Kullanici size geldiginde bir tiir prestij arayisinda oldugunu hissediyor
musunuz? Prestiji hangi baglamlarda aradigin1 diisiinliyorsunuz? Promosyon

caligmalarinizi bu baglamlar1 dikkate alarak mi1 hazirliyorsunuz?

17.  Tasarladiginiz konutlarin mimari kimligini maddeler halinde O6zetleyebilir
misiniz?
18.  Promosyon hazirlik asamasinda mimarin/tasarimcinin fikrini aliyor musunuz?

Hangi konularda fikrine basvuruyorsunuz?

19.  Reklam gorselleri ve slogan metinler olmadan konut projelerinizin promosyonu
yine de yapilabilir mi? Kullanici iizerinde, konutlarin yerinde gezilip gosterilerek
tanitilmast mi1, promosyon gorselleri/metni lizerinden tanitilmast mi etkili oluyor
sizce?

20.  Promosyon metnini tasarlamaniz ne kadar siiriiyor? Bir ekip ile mi tasarlaniyor,

kimler siirece dahil oluyor?

21.  Promosyon/reklam tasarimlarinizla ilgili--hem metin/slogan, hem gorseller
baglaminda--kullanicilardan geri besleme almak icin bir girisimde bulunuyor
musunuz? Siz talep etmeseniz bile, negatif ya da pozitif geri doniislerin geldigi oluyor

mu? Oluyorsa: Hem negatif hem pozitif elestirilerin kapsami ve igerigi ne oluyor?
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APPENDIX 2 - Original Turkish Version of the Interview Questions with
the Architects

1. Mimaride gilincel egilimleri takip etmenin ne kadar o6nemli oldugunu

diistiniiyorsunuz? Mevcut egilimler neler ve sizce yeni egilimler nasil goriintiyor?

2. Calismaniz zaten oldukga ilerlediginde kullanicinin fikrini degistirdigi bir

durumla hig karsilastiniz m1? Ne yaptiniz ya da boyle bir durumda ne yapardiniz?

3. Kisisel bir bina tasarlama tarziniz/yaklasiminiz oldugunu sdyleyebilir misiniz?

Bu tarzi nasil tamimlarsiniz? Bu tarzin bilesenleri nelerdir?

4. Tasarim tercihlerinize uymayan bir kullanicinin fikirlerini ne olgiide

karsilayabiliyor musunuz?

5. Bir miisterinin size bir dergiden bir fotograf gosterdigini ve sizden evini aynen

boyle tasarlamanizi istedigini hayal edin. Nasil cevap verirsiniz?

6. Tasarim siirecinizi degerlendirecek olursaniz mimari tasarim sirasinda kendi

fikirleriniz mi 6n plandadir yoksa miiteahhit firmanin istekleri mi 6n plandadir?

7. Toplu konut projelerinde, daha ¢ok “prestijli konut” adi altinda anilan
yapilarda, kullanicinin tiim ihtiyaglarini tek bir biinye altinda toplamak miimkiin

miidiir / dogru mudur?

8. Miiteahhit firmanin istekleri dogrultusunda / veya kendi kararlariniz
dogrultusunda yaptiginiz tasarimin kullaniciya ne derece uygun oldugunu

diistinliyorsunuz?

9. Yaptiginiz tasarimlarin ve c¢aligmalarin  uygulamas: sirasinda yapilan
degisikliklerin temel sebepleri ongoriilebilir mi? Bu sebepler genel olarak neleri

kapsar?

10.  Konut tasarimini/kimligini etkileyen temel unsurlar pazarlama ve satis
kaygisindan dolay1 nasil sekillenmektedir? Sizce bu sekillenme kullanicinin istedigini
daha kolay elde etmesini mi sagliyor yoksa miiteahhidin istedigini daha kolay elde
etmesini mi sagliyor? Sizce kullanici ne talep eder? (Hem proje bazinda hem genel bir

cevap verebilirsiniz.)
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11.  Tasarladiginiz konutun pazarlanmasi asamasinda, yapilacak reklamin ya da
promosyon tanitiminin tasarimina ve igerigine dair fikriniz aliniyor mu / siz fikrinizi

belirtiyor musunuz? Evet ise: Ornek verebilir misiniz?

12.  Tasarladiginiz konutun reklamini / promosyon tanitimini gordiigliniizde sizi
sasirtan ve kullanilmasini beklemediginiz bir ifade ya da gorsel ile karsilastiniz mi?

Evet ise: Ornek verebilir misiniz

13.  Kullanicilardan tasariminizla/tasarimlariizla ilgili ne tiir pozitif veya negatif

geri doniisler aldiniz? (Yine proje 6zelinde ve genel bir cevap rica ediyoruz.)

14.  Projelerinizin hangi gelir grubu kullanicisina hitap ettigini diisiiniiyorsunuz?

Neden?

15.  Hedef kitlenizde yer alan kullanici tipinin bir giinii ve bir haftasi nasil gegiyor
olabilir? Tasarim yaparken bu kullanici tipinin hayatina/yagsam niteligine/yasam

tarzina dair ne tiir bir 6ngdriiniiz/beklentiniz/tahmininiz oluyor?

16.  Sizce giincel iist gelir grubuna hitap eden konut kimligi hangi bilesenlerden

olusuyor? Siz bunlarmn kagini saglamay1 hedeflersiniz?
17.  Daha once orta veya alt gelir grubu i¢in konut tasarlamis miydiniz?

18.  Hangi tipolojilerde (toplu konut, apartman blogu, loft, rezidans/kondominyum

vb.) konut tasarlamay1 daha ¢ok tercih ediyorsunuz? Neden?

19.  Ust gelir grubu konutu ile orta ve alt gelir grubuna hitap eden konutlarin tasarim

bilesenlerini kiyaslarsaniz, aradaki farklar nelerdir?

20.  Sizce “prestij” nedir, bilesenleri nelerdir? Ust gelir grubu konutu i¢in “prestij

konut” gibi bir terim kullanmak uygun olur mu?

21.  Kullanic1 size geldiginde bir tiir prestij arayisinda oldugunu hissediyor
musunuz? Prestiji hangi baglamlarda aradigini1 diisiiniiyorsunuz? Bu baglamlari

tasariminizda dikkate aliyor musunuz?

22.  Aklinizda yer eden ve sizin tasariminizin promosyonunda kullanilan bir slogan

climle/ifade var midir? Varsa: Sloganin/ifadenin aklinizda yer etme sebepleri nelerdir?

23.  Sizce Izmir’de konut tasarlamanin, diger kentlerde/iklimlerde/cografyalarda

tasarlamaktan farklar1 nelerdir?
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24.  Kent i¢inde toplu konutun tasarlanacagi lokasyon se¢iminin, konutun tasarimi

ve hedef kitlenin yasam tarziyla ne tiir bir iliski i¢inde olmas1 gerekir?

25. Konut tasarimi ile kullanic1 psikolojisi arasinda nasil bir bag oldugunu
diistinliyorsunuz? Kullanicinin mekan psikolojisini etkilemeyi/manipiile etmeyi

hedefleyen tasarim adimlariniz oluyor mu?

26. Reklam gorselleri ve slogan metinler olmadan tasarladiginiz konutlarin
promosyonu yine de yapilabilir mi? Tasarladiginiz konutlarin yerinde gezilip
gosterilerek mi, promosyon gorselleri/metni lizerinden mi tanitilmasii tercih

edersiniz?

241






APPENDIX 3 - Interview with the Sales Representative of Firm A (Izmir,
28 October 2020)

- Mimaride giincel egilimleri takip etmenin ne kadar oOnemli oldugunu

diisiiniiyorsunuz? Mevcut trendler neler ve sizce yeni trendler nasil goriiniiyor?

- Artik nesil degistikce tercihler de degismeye bashiyor. Artik mesela niifus
genglestikce daha boyle ufak 3+1°den 2+1 veya 1+1 tipi evler tercih edilmeye
baslandi. Tabi bunda yapilan konutun lokasyonu da dnemli. Ogrenci agirlikli bir yerde
yapiyorsan 1+1’ler daha c¢ok gidiyor. Ailelerin daha ¢ok sectigi bolgede olursa onlar
biraz daha 3+1 tercih ediyor. Tabi bu son zamanlarda seyin de etkisi var, bosanma
sayilar1 artt1 ve her bosanan ¢ift ayr1 bir 1+1 eve ¢ikiyor. O da yani ¢ok etkiliyor. Ondan

talebe gore yapiliyor suan.

- Toplu konut projelerinde, daha cok “prestijli konut” adi altinda amlan
yapilarda, kullamcinin tiim ihtiyaclarimm tek bir biinye altinda toplamak

miimkiin miidiir / dogru mudur?

- Valla su an yavas yavas evet. Ozellikle pandemiden sonra insanlarin ofis yasami eve
kaydi. Home office calismaya baslayinca o tip konutlar tercih edilmeye baslandi. Ben
artik ¢cevremden biliyorum restaurantina kadar sitenin i¢inde var. Aksam yemegine
gelen misafir dahi sitenin igindeki restauranta gotiiriiliiyor. Evde yemek pismiyor gibi
bir sey yani. Ondan yavas yavas terchiler o yone spor salonundan tut temizlikg¢isidir
havuz egitmedir hepsi var olan siteler yapilmaya baslandi daha yavas tercih ediliyor
ama biraz daha st diizey gelire sahip olan insanlarin tercih edecegi seyler. Cilinkii
orada neredeyse bir kira bedeli kadar bir aidat ¢ikiyor. Mesela var burada bir kag site
en son 2400 lira bu faaliyetlere 6dedikleri paralar var. Bir konut kredisi ¢eksen bugiin
zaten 6dedigin para 2500-3000 lira. Sen ev aliyorsun o tipte bir ev nereden baksan 1.5
milyon liradir, Gaziemir i¢in konusuyorum, ev aliyorsun ama sanki ev senin degil
Oomiir boyu bir de o aidat1 d6diiyorsun. O biraz daha tercih ediliyor ama uzun vadede
olmayacak bir sey. Suan insanlarin durumu herkesin durumu en azindan onu

karsilayacak seyde degil.

- Miiteahhit firmanin istekleri dogrultusunda yaptigimz tasarimin son

kullaniciya ne derece uygun oldugunu diisiiniiyorsunuz?
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- Diger firmalar1 bilmiyorum ama biz mesela biraz daha evde yasayacak olan insanin
nasil o evi rahat kullanir ona bakiyoruz. Yani en basitinden yiiksek katl bir bina
yaptigimizda biz balkon demirinin resmi bir standardi 70 cm ise onu 90 cm yapiyoruz,
cocuklu aileleri diisiinerek. Simdi ne bileyim bir ebeveyn banyosuna bir lavabo
koydugunuzda mesela lavaboyu koyarken de lavaboya sdyle bir kendimiz de
bakiyoruz kafamiz degiyor mu degmiyor mu diye. Bu tip seylerde biz kullanacak olan
insanin nasil rahat kullanacagina dikkat ediyoruz. Kendimiz yani i¢inde yagayacak gibi

onu diisiinliyoruz. Zaten bizim markanin boyle tercih edilmesinde o da var.

- Konut tasarimmmi/kimligini etkileyen temel unsurlar pazarlama ve satis
kaygisindan dolayr nasil sekillenmektedir? Sizce bu sekillenme kullanicinin
istedigini daha kolay elde etmesini mi saghyor yoksa miiteahhidin istedigini daha

kolay elde etmesini mi saghyor?

- Once mesela burada ne yaparsak ne gider onun arastirmasi yapiliyor. Cevreye
bakiliyor. 1+1 mi daha hizli satilir 3+1 mi. En son mimari proje genelinde karar

veriliyor.

- Tasarlanan konutun pazarlanmasi asamasinda, yapilacak reklamin ya da
promosyon tanitiminin tasarimina ve icerigine dair ne gibi miidahalelerde

bulunuyor musunuz?

- Tasarim asamasinda projeleri ¢izen mimar, insaat miithendisi ve satig pazarlama
boliimii herkes toplantida fikrini sdyliiyor. Beyin firtinasi yapiliyor ve onun sonucunda
oluyor. Tek bir kisinin fikri dogrultusunda hareket edilmiyor. Biz de artik isin i¢inde

oldugumuz i¢in fikrimiz alintyor ve ortak bir karar veriliyor.
- Bu miidahaleler yapimin kendisine mi, ¢cevresine mi yoksa proje alaninin disina
mi1?

- (Arkadaki maketi gosterir) Bu maketimiz mesela bizim Bornova’da yaptigimiz bir
proje. Suan bu maket ile evi yan yana koy birebir aynisi. Cok da miidahale etmiyoruz
yani. Sosyal medyay1 da ¢ok kullaniyoruz. Cogu miisteri de canli fotograf istiyor. Cok
da degisiklik yapmiyoruz.

- Satis siirecinde yapilan gorseller, reklamlar ve diger promosyon aktiviteleri

toplumun hangi kesimine hitap ediyor ve bunu nasil saghyorsunuz?
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- Valla daha ¢ok son karar1 evlerde hanimlar sdyledigi i¢in genelde bayanlara yonelik
bir ilerleyisimiz var. Bir ¢ift gelip evi begense bile hanimin son lafi ¢cok 6nemli oluyor.
Evin icinde de daha ¢ok ev hanimlar1 vakit gecirdigi i¢in bayanlara hitap ederek

yapilmasi daha mantikli.

- Hitap ettiginiz kesimi genisletmek gibi bir hedefiniz var m1? Bunu basarabilmek

icin yapilmasi gerekenler sizce nelerdir?

- Simdi boyle yiiz yiize goriismelerde hanimlar agirlikli oluyor ama kataloglarimizda
ve reklamlarimizda ¢ocuk odasi, gen¢ odasi onlara uygun olarak ¢iziliyor. Onlarin
istedigi tarzda hazirlaniyor. Ozellikle dergilere verdigimiz reklamlarda, bastirdigimiz

kataloglarda. O agidan onlara da hitap ediyoruz.

- Sloganimiz1 veya reklamlarda kullanacaginiz ana ciimleleri belirlerken projenin
hangi yoniinii on plana ¢ikarmayi planhyorsunuz? Lokasyon, konut semasi (2+1,

3+1,..), sunulan imkanlar, fiyat, marka,

- Artik simdi insanlar bir yerde bir ev alirken 6zellikle site icinde bir ev alirken. Sadece
bir ev almiyorsun artik bir yasam aliyorsun oradan. Restaurantindan tut kuru
temizlemecisi fitness hocasi insanlar o sitenin i¢ine girdigi anda disariya ¢ikmak
istemeyecegi sekilde orada bir yasam alani1 olusuyor. O ylizden insanlarin hayatini

gecirebilecegi giizel bir site anlamindaki bir slogan kullanildu.
- Satis siirecinde miisterilerinizin projede ilk dikkatini ¢ceken nokta nedir?

- Tlk baktiklar1 lokasyon oluyor. En merkezi yere yakinligi, otobiis veya metro hatti
geciyor mu, birinci dereceden lokasyona Onem veriyor miisteri. Ondan sonraki
asamalarda odalarin genisligi, biiyiikliigii ve sekli. Yine bayanlar orada esya yerlesimi
yapmaya calistyor. Daha fazla dolap nasil yerlestirebilirim diye diisiiniiyor. Ilk

asamada ama lokasyon.
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APPENDIX 4 - Interview with The Sales Representative of Firm B (Izmir,
19 January 2021)

- Mimaride giincel egilimleri takip etmenin ne kadar oOnemli oldugunu

diisiiniiyorsunuz? Mevcut trendler neler ve sizce yeni trendler nasil goriiniiyor?

- Bence mimari kendine 6zgii bir sey. Birebir bir seyi alip yapmak bence bakis agisini
daraltir. En giizeli fikrin cogul olmasi. Mesela Italyada Romada bir tane kuyumcunun
birebir aynisin1 alip Antalyada otele yapiyorlar. Bu 6zgiinliik degil, bence trend de
olmamali. Her projenin kendine has ¢izgilerinin olmasi gerektigini bir dokusu olmasi
gerektigini diisiinliyorum. Konsept de var mesela Yunanistan'da Santorini var ada
olarak, bir konsepti var bembeyaz evler hepsi denize bakiyor projede mimari olarak
standarta baglamis o da ¢ok sik duruyor ama bolgesel olarak kaliplasmis bir yap1 var
hos duruyor. Onu alip sehrin gobegine uygulayamazsiniz. O kotii durur bence. Bir
Ozgilinlik katmak lazim onun esintilerini yansitip bir seyler tasarlayabilirsiniz diye
diisiiniiyorum. Bu benim kendi goriisiim. Firma olarak da firmamin goriisii de su olur;
tutulan modeli trend olarak benimsenmis mesela modern mimari tercih ediyor ¢iinkii
satis odakli, insanlarin talepleri bu dogrultuda. Onlar da o sekilde tercih edebilir hani
kaliplagsmis bir modern mimari ¢izgisi var. Onun ¢ok fazla disina ¢ikmadan kendinizi

riske atmadan bir proje tasarlayabilir.

- Toplu konut projelerinde, daha cok “prestijli konut” adi altinda amlan
yapilarda, kullanicinin tiim ihtiyaclarim tek bir biinye altinda toplamak

miimkiin miidiir / dogru mudur?

- Bence miimkiindiir, ben dogru buluyorum. Su anda vakit nakittir. Bir birey ¢ocugunu
mesela okula gondermeye bulundugumuz yerden baz alin Bornovada oturuyor ama
okuluna Karsiyakaya gonderiyor. Ama burada bir oturdugu projenin iginde ¢ocuguna
uygun bir okul olursa hem vaktinden kazanir hem ¢ocugun daha giivende hisseder.
Ulagimdaki problemlere karsilagsmasindan yana bir sikintis1 olmaz. Ben dogru
buluyorum yani prestijli konutlarin altinda her tiirlii imkanin bulunmasi ¢ok fazla yok
su anda. Istanbulda bu oturdu mesela projeler yapiliyor projelerin i¢inde okuldan hatta
bazi projelerde liniversiteye kadar boliimleri var bazi boliimlerin tiniversite fakiilteleri
bile agilmis marketi var iste eczanesi altinda petshop’1 altinda spor salonu vs. her seyi

icinde bence giizel konsept ben taraftariyim.
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- Miiteahhit firmanin istekleri dogrultusunda yaptigimiz tasarimin son
kullaniciya ne derece uygun oldugunu diisiiniiyorsunuz? Miimkiinse hem islevsel
coziimleri hem de kullanici gelir grubuna hitap eden belli ihtiyaclar1 ve kaliteyi
dikkate alarak diisiinebilir misiniz? Sizin hitap ettiginiz kullanicinin tercihleri,

ihtiyaclari neleri kapsar?

- Simdi bizim firma olarak sdyle sdyleyeyim bolgesel olarak proje iiretir. Su an arz
taleptir durum. Bornovada genclere yonelik projeler liretiyoruz. Sebebi de bdlgenin
daha gen¢ kimlige sahip olmasi. Universite bdlgesi memur ¢alisanlarin ¢ok oldugu
daha butik aile olarak demeyim de bekar hayati yasayan insanlarin daha ¢ok oldugu
bir bolge oldugu icin onlara hitaben daha minimalize daireler iiretiyoruz ama biz
bornovanin biraz daha ilerisi kisminda doganlarda bir proje yaptik mesela. Doganlarda
daha ¢ok aile konseptli proje yaptik. Yine bayrakli adliyesinin yaninda bir proje yaptik
orada da daha biiylik daireler daha fazla aileye hitap ettigi i¢in o tarz daireler yaptik.
Biz burada yani standart bir sey yapmiyoruz. Herkese hitap edecek bolgeye gore uygun
proje lretmeye calisiyoruz. Her tarz dairemiz de mevcut. Saha calismasindan
analizden sonra uygun goriilen arz talebe gore projeler iiretilir. Bu da zaten basariya
ulagtirir. Yani gidip burada villa yapamazsiniz yani su an projelerin i¢inde 1+1 lerin
icinde villa yaparsaniz hem kimlik bozulur sehir kimligi bozulur hem de ticari olarak

zarar edersiniz. Bilmiyorum, ben dyle diislinliyorum.

- Konut tasarimmni/kimligini etkileyen temel unsurlar pazarlama ve satis
kaygisindan dolay1 nasil sekillenmektedir? Sizce bu sekillenme kullanicinin
istedigini daha kolay elde etmesini mi saghyor yoksa miiteahhidin istedigini daha

kolay elde etmesini mi sagliyor?

- Yani tabi bu karsilikli burada kazan-kazan. Hem miiteahhit kazanacak hem o daireyi
almay1 tercih eden yatirim i¢in aliyorsa yatirimci kazanacak oturmak i¢in oturuyorsa
keyifle oturabiliyor mu cocuklarin1 ya da kendisi huzur i¢inde yasayabildigini
diisiinebiliyor mu. Bu soru birazcik sey olmus. Taraf belirtilmek istenmis bu soruda.
Taraf yok aslinda soyle diisliniin siz de isin i¢indesiniz burada bir sey yapiliyor.

Insanlar burada oturacak ve kimseye zorla bir sey satamazsiniz.

ONK- Soyle aslinda bu sorunun amaci miiteahhidin de belli bir kimligi olustu etrafta
haberlerde televizyonda sagda solda miiteahhit denilince direkt kotii bir imaj

canlantyor akillarda.

248



Firm B- Ben katilmiyorum.

ONK- Fakat sokaktaki insan bence boyle diislinliyor. Miiteahhit ise diisiinmiiyor insan1
sadece parasini diislinliyor gibi goriiniiyor o yilizden biraz daha mimarla miiteahhidin
biraz daha i¢ i¢e ¢alismasi gerektigini ya da dyle calisip calismadigini sorgulamak

amagh bir soru.

Firm B- Ben sdyle sOyleyeyim mimarlar zaten olmasa miiteahhitlik olmaz. Mimar
mithendis olmazsa miiteahhit kalmaz. $Oyle bir sey daha var miiteahhitler kotii
diisiiniiyor diyorsunuz. Izmirde depreminde yardim yapan kuruluslara bir bakin. En
basta yardim yaptigin1 duyuran firmalar insaat firmalar1 ve miiteahhitler izmir’de
sanayi anlaminda Izmir’in en biiyiikk firmalar1 arasindayiz biz su anda insaat
anlaminda. Birka¢ tane mesela F. var, I. var, A. vardir bu tarz firmalar kaliplasmis
firmalar. Bunlar yardim yapti. A. Firmasi da bu sehirden ekmek yiyor mesela A.
sanayici belki Avcilari ikiye katlar ama depremden sonra zarar géren insanlar oldu
evsiz kalan insanlar oldu bizim projelerimizde yasanmis hicbir miisterimiz depremde
bir zarar gérmedi fakat biz zarar gorenlere yardim ettik. Zorunluluk hissettik. Kotii
olsaydik bence yardim etmezdik. Orada insanlarin onyargisi var. Her konuda her
insanin Onyargist olabilir maalesef insanlarin Onyargisi var. Dedigim gibi biz
miiteahhit olarak sadece isimiz miiteahhitlik degil sadece isi miiteahhitlik olan zaten
iyidir. Yani isi gergekten miiteahhitlik olan iyidir. Kasap Mehmet amca cebine 1
milyon lira para koyup miiteahhitlik yaptig1 zaman... O ayr1 bir sey ama direkt isin
teknik kismin1 benimsemis 6grenmis kendini gelistirmis 20 yildir 30 yildir kendini bu
ise adamis bir ticaret yapmay1 planlayan yapan insanlar miiteahhit onlar. Digerleri

ingaat yapsatci. Bir yerde yapsatci bir yerde miiteahhit bir firma var. Bu sekilde.

- Tasarlanan Konutun pazarlanmasi1 asamasinda, yapilacak reklammn ya da
promosyon tanitiminin tasarimina ve icerigine dair ne gibi miidahalelerde

bulunuyor musunuz?

- Tabii bulunuyoruz yani burada miidahale ediyoruz her zaman farkli kampanya dilleri
olur. Kimi projede tasarimiyla kimi projede kullanim alantyla kimi projede parkiyla
bahgesiyle ferahligiyla mesela Bayraklida bir proje yapiyorsaniz tamamen oranin
statik saglamlig1 konusunda reklam yapmalisiniz. Ben siirekli depremden o6rnek
veriyorum ama su anda giincel oldugu i¢in. Depremde Bayrakli zarar gordii Bayraklida
ne yapmaniz lazim, statik agidan saglam mi, reklaminizi yaparken buna ¢ok onem

vermeniz lazim. Fore kazik ¢ok kimse bilmezdi. 3 ay dncesine kadar. Ama simdi fore
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kazik yoldan gecen birine sorsak biliyor ne oldugunu yani. Reklami fore kazikl bir
proje yapiyorsaniz en basta onu belirtmeniz lazim biz fore kazikli proje yapiyoruz iste

tamamen perde betonlar1 ile binamizi ¢evirdik bu tarz reklamlar tabii etkili olur.

- Bu miidahaleler yapinin kendisine mi, ¢evresine mi yoksa proje alaninin disina

mi?
- Tamamen ayn1 soruyu cevaplamig olduk.

- Satis siirecinde yapilan gorseller, reklamlar ve diger promosyon aktiviteleri

toplumun hangi kesimine hitap ediyor ve bunu nasil saghyorsunuz?

- Bunu da yine projeyle alakali yaptigimiz proje yatirimciya hitap ediyorsa yatirim
odakli miisteri ya da biz lansman donemi diye bir kavram var toprak satis1 yapiyoruz.
Topraktan proje sattyoruz. Alan kisi de ingaat bittiginde kendisine belli bir oranda kar
getirmesini istiyor. Bu kar elde ettigi zaman buradan bir yatirirm yapmay1 diisiiniiyor
biz onlar1 nasil buluyor. O vatandasa nasil ulasiyoruz. Su an giiniimiiz teknoloji giinii.
Internet reklamlar1 mesela bugiin google’a birisi bir yatirnm yapmak istiyorum,
yatirrmimi nasil degerlendirebilirim gibi bir sey yazdiginda bizim reklamlarimizi
gorebilir. Ya da bizim disinda biiyiik biitiin ingaat firmalari bu tarz reklamlar verir. Siz
bugiin internette bir yatirim araci artyorsaniz direkt karsiniza insaat firmalarinin
lansman doneminde sattig1 avantajli dairelerinin reklamlar1 ¢ikabilir. Kimi avantajh
sattyordur kimi ytiksek o tabi degisir firmaya gore. Ama reklam giliniimiizde teknoloji
odakl1 bdlgesel olarak billboard galismas1 yapilabilir. Izmir mesela yash niifusu daha
yatirimi seven insanlardir. Onlar da ¢ok internetten ziyade ama billboardlar daha cazip

geliyor. Onlar gorsiin diye de billboardlar tercih edilebilir bence yani.

- Hitap ettiginiz kesimi genisletmek gibi bir hedefiniz var m1? Bunu basarabilmek

icin yapilmasi gerekenler sizce nelerdir?

- Bunu tabii ki istemeyen olmaz. Hi¢ kimse ben malimi simdi 5 kisiye satiyorsam bunu
100 kisiye nasil ¢ikartabilirim, 100 kisiye satiyorsam 1000 kisiye nasil ¢ikartabilirim
gibi genisletme yapabilir. Ilk basta en iyi hedef genisletmek reklamdir ikincisi bir satis
o reklamlardan gelen bir satista miisteriyi memnun edersen onun yakini dostu arkadasi
gelir aligveris yapar. Reklamla beraber aslinda bulusturmaniz lazim yani sizin ben
kazandiracagim diyorum mesela miisterime, miisterim kazanirsa arkadasini1 da tutar
kolundan getir, kendi reklamini yapar ve potansiyel olarak en iyi genisleme budur.

Once reklam ardindan gelen satisa doner ilk satistan sonra onu memnun edersin mutlu
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edersin o da arkadasini getirir o ¢ogalir gider. Reklam genislemenin bir¢ok yolu var

en biiyiik bence reklamdir herkes de genigslemek miisteri portfoyiinii gelistirmek ister.

ONK- Burada o zaman yani mesela sOyle yatirrm amacl olan kisileri ilk basta
hedeflediniz. Onlar yatirimini sagladi, genisletti. Fakat diyorsunuz ki bu projenin
mutfagr Oyle giizel ki ev hanimlarina da hitap edecek. Onlar1 da ben kitleme
kazandirmak istiyorum diyorsunuz bu sirada yani reklaminda mi1  bunu

destekliyorsunuz yoksa?

Firm B- Reklam olur, birebir 6rnek daire yapilir. Miisteri bize gelmistir kendi
taleplerini dile getirmistir benim istedigim budur 30m2 mutfagim olsun benim i¢in
baska bir sey 6nemli degildir der bizim 6rnek dairemiz ona uygunsa ya da ona uygun
olan projelerimizin i¢inde ona uygun hissettigimiz projeyi sunariz anlatiriz yani o
miisteriyi oradan yakalamaya ¢alisiriz. Ama yatirim i¢in gelen bir miisteriyi pardon
oturmak i¢in gelen bir miisteriye gidip de 1+0 daireyi stiidyo daireyi sunup zaten
mutfak beklentisi biiyiik salonu genis olsun diyen kisiye bu daireyi gosteremezsiniz.
Yani dedigini gibi talebin dogrultusunda elimizdeki {irlinleri en iyi sekilde

harmanlay1p onun istegi dogrultusunda uygun olani beraber segmek.

- Sloganinizi veya reklamlarda kullanacaginiz ana ciimleleri belirlerken projenin
hangi yoniinii 6n plana ¢ikarmayi planhyorsunuz? Lokasyon, konut semasi (2+1,

3+1...), sunulan imkanlari, fiyat, marka,

- Bunu aslinda cevapladik beraber. Reklam proje lokasyon talebe gore reklamlar

yapilir.

ONK- Her yap1 i¢in her konut icin farkli bir slogan var midir? Yoksa Avcilar

denildiginde su slogan geliyor mu akillar?

Firm B- Simdi zaten kaliplasmis bir sey yapamazsiiz. Her reklama farkli bir sey
¢ikmaniz lazim. Onceden neymis “yetisen aliyor” mesela. Yetisen aliyor diye bir dil
var mesela artik bunu kullanamazsiniz. Biz gegen yil ne diye ¢iktik reklama “yatirim
ilan1” farkli bir kumas olsun dedik Oniimiize geldi iste diisiindiik biz kime hitap
ediyoruz yatirimciya. Bir reklam verilir ne olabilir dedik yatirim ilani olsun dedik.
Yatirnm ilan1 diye reklamlara ¢iktik. Bu sekilde tercih ettik ama onu bir daha

kullanamayi1z. Onu bir daha kullanamayiz, tiiketildi. Yeni bir seyler bulmak lazim.
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Kimsenin yapmadigini insanlarin dikkatini ¢ekecek. Insanlara hitap edecek bazi ana

climleler ana sozciikleri kullanarak bir seyler yapmak lazim.

- Verilen cevaba gore bir alt soru eklenebilir her seferinde: “Yasam” kelimesi

neleri kapsiyor? Aklinizda nasil bir fotograf beliriyor?
- Bu soru 5. soru ile baglantili oldugu icin gegildi.
- Satis siirecinde miisterilerinizin projede ilk dikkatini ¢ceken nokta nedir?

- Satis silirecinde en dnemli nokta danmigmanin gerekli bilgileri eksiksiz bir sekilde
vermesi bence. Biz burada miisterimize tiim gerekli bilgileri verirsek bir de yaptigi
aldig1 yatirimsa yatirimin degerini oturmak isterse oturma kalitesini miisterinin sadece
biitcesel olarak degerlendirilmesine kaliyor. Biz burada projemiz zaten kendi
iriinlimiiz gilivenilir firmamiz giivenilir miisteriyi en c¢ok etkileyen sey satig
danigmaninin ya da bir ¢ay ikrami bile onu etkiler. Miisteri en ¢ok samimiyeti sever.
Giivenecegi bir dal ister ¢iinkii bugiin bir ev almak kolay bir sey degil. Insanlar geliyor
60 y1l calisiyorlar ceplerine bir para biriktiriyorlar emekli maaslarinin aliyorlar. Daire
alacaklar. Ona samimi davranmak lazim onun gilivenini kazanmaniz gerekiyor ve
projenizi A’dan Z’ye dogru anlatmaniz gerekiyor. Projenizin ¢izimine kadar her seyini
bilmeniz gerekiyor. Bunlar1 bilip uygularsaniz ve miisteriye gercekten miisterinin
tarafinda oldugunu hissettirirseniz o insan giivenir satiga donebilir donme yedebilir
ama dogru bir degerlendirme yapmasina yardimci olmamiz lazim. Bizden alabilir
almayabilir tercih edebilir etmeyebilir. Ama suradan kapidan ¢iktik sonra en oradan
almadim ama oradaki arkadaslar ¢ok iyi aydinlatti ingallah bir giin oradan alacagim

dedirtmek lazim.

- Kullamicilardan projenizle/projelerle ilgili ne tiir pozitif veya negatif geri

doniisler aliyyorsunuz?

- Reklamlarla dogru orantilidir. Aveilar ismi izmir’de artik ingaat firmalarmin iginde
taninmis bir isim yine F. firmas1 ya da I. firmas: gittiginiz zaman belli bir kalitede
binalar1 var yasam alani sunuyor avantajlar sagladigi icin insanlar zaten tercih
ediyorlar. Buna dogru orantili olarak pozitif doniisler aliyoruz biz genelde. Miisteri ne
zaman negatif doniis verir istedigi bir sey yapilmadigi zaman. Biz de en iist diizeyde

istekleri dogrultusunda s6zlestigimiz gibi seyleri yapiyor. Vaatler gergeklestigi zaman
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pozitifsindir ama mesela miisteri en ¢ok negatif yonden ne alir bizim fiyatlarimiz sabit
diyorum o negatif bir sey diyor mesela yani. Fiyatta indirim yapamiyorum dedigimde
o tarz bir negatif durumlar olabilir. Ama her seyin her malin bir degeri var bizim de
miisterilere karsi belli bir fiyat politikamiz var onlar1 séyliiyoruz indirim talebini geri
cevirdigimiz miisterilerimiz olabiliyor onlar disinda ben bir negatif bir sey ile
karsilagmadim pozitif oluyor. Bir de glinlimiizde para kazanmak kolay degil insanlar
bir seye yatirim yaptiginda para kazandig1 zaman gayrimenkul sektori Tiirkiye’de en
cok kazandiran sektdr oldu sonra 20-30 bu bdyle. insanlar aliyor bir sey ve kazandigini
da gorilince ¢ok negatif seyleri gérmiiyor yani varsa da gérmezden geliyor. Ben zaten
kazandim diye sineye ¢ekebiliyor. Bize genelde pozitif yaklasiyorlar. Benim mesela
benim miisterilerim benden bir tane yer aldiysa mutlaka ben ikincisi i¢in goriigme
yapiyorum. Olumlu olumsuz sonucu degisebilir ama goriismemiz yapiliyor, memnun

kalryorlar.

- Sizce giincel iist gelir grubuna hitap eden konut kimligi hangi bilesenlerden
olusuyor? Siz bunlarin kac¢imi saglamay1 hedeflersiniz? Promosyonlarmizda

bunlardan hangilerine yer verirsiniz?

- Ust gelir grubu ya yatirimet olur yatirim icin daire alir ya ticari alanlarla ilgilenir {ist
gelir grubu 6zellikle ya da kendisi oturmak i¢in bir yer diislinliyorsa biiyiik daireler
tercih eder. Daha ferah biraz da gosterisli daireler tercih edilebilir. Ama baktiginiz
zaman list gelir alt gelir diye ayirt etmiyor. Neden, simdi {ist gelir diyoruz ama bu adam
yatirim da yapabilir o yiizden iist gelir grubuna 1+1 daire de satabiliriz. Onun bir
kisitlamasi yok. Ust gelir grubuna ben 1+1 satamam diye bir kisitlama yok. Ust gelir
grubuna ekstradan sunu yaparsiniz, biiyiik bir villa satabilirsiniz ya da penthouse bir
daire satabilirsiniz ya da ¢ok biiyiik bir ticari alan satabilirsiniz o avantajlar1 var. Bir

kisitlamasi yok, alt gelirin kisitlamasi var ama iist gelirin bir kisitlamas1 yok.

ONK- Burada prestijli dedigimizde 6zellikle prestijli konut dedigimizde adam artik
sey demiyor. Kazim Dirik mahallesi su sokak su numarada oturuyorum demiyor.
Avcilar Effect’de oturuyorum diyor ya da surada oturuyorum diyor binanin adini
sOyliiyor. Buna bir doniisim var. O yiizden hangi bilesenler bunu sagliyor. Bu
kompleksin i¢inde spor salonu da var restoran da var kuru temizleyicisi de var vs.

bunlarin toplami bir yer yaratiyor yani bir toplu konut yaratiyor bir prestijli alan
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yaratiyor. Ana bilesenleri sizce nedir? Su su su olduktan sonra 5 tane diyelim bir sey

olduktan sonra artik tamam onlarin iistii artik bizdenmis gibi mi oluyor.

Firm B- Bence konsept zeminin ¢ars1 iste her seyin altinda olabiliyor bu bir avantaj.
Proje mimarisiyle etkiliyor, gorsel sistemler, sik bir vizyon gosteriyor. Sik gosteriyor
prestij dedigimiz bu. Sik olan her sey giizel tercih ediliyor. Mesela biz izmir’e 6nceden
giderken, ben Karstyakaliyym dogma biiyiime Karsiyakaliyim, Karsiyaka’dan
Konak’a giderken biz Izmir’e gidiyoruz derdik Konak demezdik. Niye Izmir derdik
Karsiyaka daha giizel geliyordu bize. Karsiyaka’y1 Izmir’in disinda tutuyorduk. Biz
Karsiyakaliyiz Izmir’e fazlayiz diyorduk. Giizel olan goze giizel gelen orada

yasayanlarin kendisini iyi hissettigi ortamlar bunu ona doniistiirenler sebepler...
ONK- Ayrismaya siiriikliiyor yani?

Firm B- Ben ayrisma olarak gérmiiyorum. Tercih. Burada oturanla bence orada oturan

arasinda ¢ok biiyiik fark yok.
ONK- Mesela o sokak ismi sdylerken burada oturan Effect’de oturuyorum.

Firm B- Burada oturan rezidansta oturuyorum diyor. Tabi o da Kazim Direk’te
Effect’in yaninda oturuyorum diyor. O yiizden ¢ok biiyiik bir fark yok. Sadece yasam
kalitesini arttiran olay o da gelir ile alakali. Herkes 3bin lira 1+1 daireye kira
veremiyor. Oradaki insan ben diyor bin liraya kalayim Effect’in yaninda diyeyim

diyor. Olabilir yani bu tercih ve degisir.

- Ust gelir grubu konutu ile orta ve alt gelir grubuna hitap eden konutlarin

tasarim bilesenlerini kiyaslarsaniz, aradaki farklar nelerdir?

- Ust gelirin simir1 yok ama alt gelirin bir smir1 var. Ciinkii sdyle bizim ona en uygun
daireyi vermemiz lazim. 60 yasina kadar ¢alismis, colugumuza cocugumuza bir daire
birakacagiz diyen kisiye hitap etmesi lazim onu zarar ettirmemesi lazim size
glivenmesi lazim beklentisini karsilamasi lazzim. Ben 60 yasina kadar ¢alismis bir
kisinin cebindeki biitiin paray1 alacagim ona bir villa satamam yetmiyor biliyorsunuz
yani ekonomiyi biliyorsunuz Tiirkiye’de enflasyon belli her sey ortada oldugu icin biz
elimizden geldigince kisi odakli ve talep. Dinlerim ben, miisterimi ¢ok dinlerim. En

onemli sey dinlemektir. Miisterim anlatir ben soyle daire istiyorum ben bdyle daire
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istiyorum ama bir yer yakalarim mesela mutfagi seviyordur genelde mesela kadinlar
mutfagi ¢cok severler oradan yaklasirim birden 400 tane daireyi elerim 6niimde 1000
tane daire varsa mesela mutfak seviyorsa bu karsimdaki kisi ben 400 daireyi otomatik
elerim harmanlaya harmanlaya ona uyan 5 tane 10 tane daireyi karsisina ¢ikartirim
sizin talepleriniz dogrultusunda bu daire derim. Ust gelir alt gelir bdyle, alt gelirli bir
insanin harmanlaya harmanlaya giderek uygun daireyi bulabilir ya da ticari alan ya da

kiralik bir yer.

- Sizce “prestij” nedir, bilesenleri nelerdir? Ust gelir grubu konutu icin “prestij

konut” gibi bir terim kullanmak uygun olur mu?

- Her sey elinizin altinda ise prestijdir ya. Her sey ulasilabilirse prestijdir ya da her
seyden uzak mesela ben ona da inantyorum prestij s0yle de prestij. Bazi insanlar daha
sakinligi dogal ortami yesil alan1 sever herkesten uzakta kendinize 6zel bir yasam alan
saglayabiliyorsaniz o da bir prestijdir bence giiniimiizde dyle. Su an en zor sey yesiller
icinde iste bahgeli bir evinizin olmasi mesela bunu yapmak ¢ok kolay degil, giizel yani.
Her seyi dort dortliik olan proje mimari agidan proje yapmak kolay degil. Insaat
maliyetleri ¢cok ¢ok yiiksek. Bu da bir prestijdir dyle her sey elinin altinda olsun ben
sehre yakin olayim daha hizli yasayayim c¢abuk yasayayim vaktim c¢abuk olsun
oyalanmayim derseniz o da prestijdir. Prestij de kisinin istegi dogrultusunda degisir.

Prestij kavrami da degisir.

- Kullanicr size geldiginde bir tiir prestij arayisinda oldugunu hissediyor
musunuz? Prestiji hangi baglamlarda aradigim diisiiniiyorsunuz? Promosyon

calismalarimz bu baglamlan dikkate alarak m1 hazirhyorsunuz?

- Benim bir miisterim vardi. Bir proje satarken ona projemizin i¢inde 2500 m2 yasam
alan1 oldugunu sdyliiyoruz. Sauna var, hamam var, spa var, jakuzi var, fitness var,
sinema salonu, parklar, cocuk basketbol sahasi her sey var acik kapal1 ylizme havuzu.
Saydiklariizdan higbirinde isim yok sen bana fiyat ne olur dedi. Satis1 yaptik ben o
projeye ne zaman miisteri gotiirsem Mehmet amca havuzdan ¢ikiyor. Yani prestij de
gelistirilebilir. Ben istemiyorum dedi ama o ortam1 yasayinca havuza girince hamama
girince demek ki hosuna gitti ben o projeye miisteri gotiirdiigiimde hi¢ kimse yoksa
bile Mehmet amca orada. Ya hamamdan ¢ikiyor ya havuzda yliziiyor Mehmet amca
hep orada goriiyorum mesela. Simdi mesela yarin 6biir giin Mehmet amca dairesini

satarken diyecek ki yagam alani var, spa var, sauna var, hamam var. 500 liraya aldiysa

255



diyecek ki 1500 lira. Bu is boyle, prestij sonradan kazanilabiliyor. Yasam standardi
degisebiliyor. Insanlarin hobileri artabiliyor. Ben hi¢ balik tutmazdim mesela.
Kuzenlerim tutuyordu. Bir kere yanlarinda gittim. Ben de balik tutmayi sevdim
mesela. Degisebilir, hobi oldu. Balik tutabilmek mesela yapilandirirsak benim igin
prestij. Yapabiliyorsam o benim igin prestijli bir olay. Ciinkii vakit bulmak lazim,

gitmek lazim.

- Tasarladigimz konutlarin mimari kimligini maddeler halinde 6zetleyebilir
misiniz?

- Dedigim gibi simdi ben santiye sefligi de yaptim, Antalya’da 5 yildizli otel yaptik.
Bizim ayni firmanm bir modern mimarisi vardi, Belek’e yaptik o projeyi de saray
mimarisi yaptik. Neden saray mimarisi yaptik ¢ok yakinda baska bir otel o konsepti
yapt1 ve tuttu, sik durdu biz de onu yaptik. Saray dedigimiz de Dolmabahge Saray1 gibi
degil, mimari c¢izgileri olan bir saray. Gorsellerine de bakariz simdi. Bolge neyi
kaldiriyorsa onu yapiyoruz o projede tabi birazcik cesur olmaz lazim ama yine de belli
bir sey var ¢ok disina ¢ikmadan. Maddeler halinde 6zetleyemem. Tasarladigimiz
konutta mimari 6zellik degisir, bolgeye gore degisir. Su an sdyle bir sey de var 1 m2
bile ¢cok 6nemli ingaat maliyetleri arsa maliyetleri o kadar yiiksek ki biz en basta proje
yaparken ne kadar alana ne kadar kullanislt proje iiretmeliyiz ona da bakiyoruz. Bir
otel yaparken alanimizi en ferah sekilde kullanabilirsiniz ama satmak i¢in bir konut
yapiyorsaniz konut projesi yapiyorsaniz sizin hem ticari olarak kar etmeniz lazim hem
de insanlart memnun etmeniz lazim ve projeyi ona gore bilmeniz lazim. Arsa smirlari
size 200 daire yapmaniza izin veriyorsa siz 201 daire yapmaya kalkarsaniz olmaz. Ya
da projeyi ben hani 200 daireden 100 daire yapacagim derseniz satamazsiniz. Zarar
edersiniz bu da olmaz. Bir kere yaparsiniz ikincisinde tutmaz, degerlendirmek lazim.
Arsay1 sekline gore imar durumuna gore en uygun projeyle siislemek lazim mimari
sonugta siislemek gibi bir sey. Onu 1y1 derecede siisleyebilirseniz kullanigh olarak da

daire tipi kullanish olursa tercih edilir.

- Promosyon hazirhik asamasinda mimarin/tasarimeinin fikrini allyor musunuz?

Hangi konularda fikrine basvuruyorsunuz?

- Mimarin fikrini almayiz. Sebebi su biz projeyi ¢izdirirken mimarin fikrini aliriz.
Zaten mimarin fikri bizim i¢in ¢izerken 6nemli. Biz satis olarak farkli mimari olarak
farkli bir proje ¢izilirken mimardan her tiirlii konu hakkinda bilgiyi zaten aliyoruz.

Onun reklami bize kaliyor. Yani mimar bize giizel isteklerimizin dogrultusunda bir sey

256



¢izdigi zaman zaten reklam isini firma olarak bugiinlere gelmissek yapabiliyoruzdur.

O konuda mimarin ¢ok fikrine ben ihtiya¢ duymuyorum sahsen.

ONK- En basta proje sirasinda saygi duyuluyor bir yere kadar getiriliyor ortaya proje
cikiyor.

Firm B- Bizim her zaman saygimiz var. Soyle soyleyeyim mimar zaten projeyi giizel
ciziyorsa giizel bir uygulama ortaya ¢ikardiysa zaten satmistir. Basta yapiyor satigi
benim projem bu diyor. ilk basta bize satryor. Ben bunu ¢izdim sen bu talepleri getirdin
bana ben de sana bunu ¢izdim diyor. Ben sana bunu satryorum diyor gerisi sende diyor.
O satis1 kendi yapiyor bize. Ondan sonra satig kismi zaten bizim taleplerimiz
dogrultusu ortak bir ¢alisma oldugu i¢cin hem mimar hem miiteahhit firma hem satis
elemant birlikte hareket ettigi i¢in satis kisminda ¢ok mimara danismiyor. Ciinkii biz
zaten projesini siisliiyoruz. Belki satis konusunda render isteyebiliriz. Iste mimardan

bu render1 bize verir misin, onun yazisi reklami panosu genelde biz karar veriyoruz.

ONK- Sorunun ardindaki piif nokta, mimar olusturdu yapti, ilk basta bakarken ¢ok
giizel geldi onaylandi proje hatta belki imalatina bile baslandi. Reklam brosiirleri
hazirlanmaya gecildi fakat pazarlama ekibi masanin basina oturdugunda su havuz
burada degil de arkada m1 olsaydi ya da su c¢arsinin girisi biraz daha genis olsaydi,
yapalim bu sekilde hi¢ mimara sormadan genisletelim biz boyle karar verdik diye bir

sey oluyor mu?

Firm B- Revizyonlar olur, benim diyen mimar revizyonsuz proje bitiremez. Mesela
mimarlarin da séyle bir durumu var, ben santiyede de ¢alistim. Cizerler ama 32’lik
demirlerin bir siraya kag¢ tane sigacagmi aralarinin dar oldugunu C50 betonunun
icindeki agreganin onun igine gecmeyecegini bilmiyorlar. Ciziyor ve ingsaat
miihendisine veriyor ama ingaat miithendisi santiyede calismamis sadece ¢izim yapmis.
Santiyede neyin nereye gidecegini bilmiyor. Projenin birebir aynisi yapilmayabiliyor,
bazi yerlerde ufak tefek rotuslar saha ekibinin elinde oluyor. Mimar olarak da boyle,
siz ¢iziyorsunuz biz ona goére ruhsat aliyoruz, yonetim plani hazirliyoruz biitiin
onaylarimizi aldiktan sonra ¢izecegimiz i¢in reklamlara da kesin olmayan bir seyi
koyamayiz. Reklamlarimizda promosyonlarimizda ¢izilmemis olan olmayan bir seyi
gosteremem. Ben maketi bile yaparken birebir yapmaya c¢alisiyorum ekstra maketin
tizerine ¢igcek bocek koymuyorum. Bu bir sorumluluk teskil eder. Danigsmalar olur yani

ilk basta ama her sey bastan konusulur. Reklama ¢ikacaksan eger havuzun nereden
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nasil olacagini zaten basta aragtirman lazim. Mimarla oturup goriismen lazim reklama
ciktiktan sonra havuz koydun ama sonra havuzu yapmadin ben istemiyorum giizel
durmadi diyemezsin. Onu satarken kullandiysan s6z vermis oluyorsun taahhiit etmis
oluyorsun ve yapmak zorundasin. Reklamda ben havuz gordiim diyecek, havuz
geldiginde farkli bir yerde ya da kiiciik ya da biiyiik degisirse o bastan konusulur
reklam o sekilde ¢ikar.

- Reklam gorselleri ve slogan metinler olmadan konut projelerinizin promosyonu
yine de yapilabilir mi? Kullanici iizerinde, konutlarin yerinde gezilip gosterilerek
tanitilmasi1 mi, promosyon gorselleri/metni iizerinden tamitilmasi m etkili oluyor

sizce?

- Reklam gorselleri ve slogan metinler olmadan yapilabilir mi? Yapilir. Dagin basina
yapmiyorsaniz sehir iginde bir yerde yapiyorsaniz yapilir. Belli bir kimliginiz de varsa
bence yapilabilir. %20 satis yapmak var %100 satis yapmak var kisa siirede. Ne kadar
kisa siirede ne kadar ¢ok {irtin satarim dnemli bir detay. Satarsiniz ama dagin basinda,
yaninizda, saginizda, solunuzda oturan yoksa satamazsiniz ama sehrin merkezinde hi¢
reklam vermeden de ilk etapta kendi komsulariniza, eski miisterilere kimliginiz
iizerinden satig yapabilirsiniz ¢ilinkii sizden daha ¢ok takip ediyorlar. Benim yeni
baslayacak projelerimi miisterim benden ¢ok takip ediyor. Satabilirsiniz diyorum
dagin basinda degilse ve gelismis bir firma ise satabilirsiniz. Ama reklam ile satig

oraninit minimum 5 kat arttirirsiniz diye diistiniiyorum.

- Promosyon metnini tasarlamamz ne kadar siiriiyor? Bir ekip ile mi

tasarlaniyor, kimler siirece dahil oluyor?

- Calistigimiz ajanslar oluyor. Calistigimiz ajanslara biz fikirlerimizi sdyliiyoruz onlar
bir ¢alisma yapiyor. En son toplanti yapilir orada ¢ikan gorselleri metinleri inceleriz
ortak bir paydada bulusuruz. Bulusabiliyorsak eger yayinlariz. Ama burada genelde is
reklam ajansina kaliyor. Biz en son cazibesi yiiksek olanmi tercih ediyoruz. Reklam
ajansinin basarist da firmayla beraber ¢ok O6nemli. Onlarin yaptig1 ¢aligmalar ¢ok
onemli. Biz taleplerimizi sdyliiyoruz. Nasil bize miisteri geliyor dairesiyle almak
istedigi daire ile ilgili talep belirtiyor. Biz de reklam ajansina taleplerimizi iletiyoruz o
talepler dogrultusunda bize gerekli portfoyii kimligi getirebilecek mi kisminda orada

onun yaptig1 i 6n plana ¢ikiyor.
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ONK- Reklam ajansi ile iletisim kuran birim burast mi1 sadece yoksa mimar da
miiteahhit/sirket sahibi de bir sey anlatiyor mu? Yoksa her sey bizde biz iletisimdeyiz

sorumlusu da biziz tarzinda mu ilerliyor siire¢?

Firm B- Satig miidiiriimiiz var. Satis miidiiriimiiz sonucgta kopridiir. Direkt mimar ile
reklam ajansini bir araya getirmeye gerek olur mu bilmiyorum. Bizim isimiz bu
gayrimenkul satigin1 danismanlik gibi diigiiniin kdprii kurmay1 6greniyorsunuz. Ne
yapiyoruz su anda miiteahhit firmayla miisteri arasinda koprii kuruyoruz. Aynisini
satis miidiiriim de yapiyor, reklam ajansiyla mimar ve miiteahhit sirket arasinda koprii
kuruyor. Bence daha iyi oluyor. Mesela bazen bir araya gelmek karisikliklara da neden
olabiliyor. Bence bu sistem daha iyi. Arada bir koprii kurarak iletisim kurmak bazen
iyi oluyor bazen eksik kalabiliyor ama ben koprii kurarak iletisim kurmalarindan
yanayim. Reklam ajansiyla birebir goriisebiliyorum ben. Ciinkii benim isteklerimi
bizzat dinlemesi daha ¢ok hosuma gidiyor. Ama mimarla reklamciy1 ya da insaat
mithendisiyle reklamciy1 bir araya getirirsek farkli konular ¢ikar. Mimar projesinin
giizel olmasini ister projesine énem verir. Reklam ajansi da ben o projeyi nasil giizel
satarim ona bakar. O yiizden c¢akisabilirler. Sen benim projemin kapisini neden

cekmedin der, o da der ki ne yapayim ben senin kapini.

ONK- Belki bir haftasini, gecesini, giindiiziinii verdi o kap1 girisine ama gérmeyince

gostermek ister ya da belki imzasin1 yaratt1 projenin bir yerinde mimar.

Firm B- Ama iste o kap1 tamam Oyle ama miisteri ona bakmiyor. Pazarlama kismi ayr1
mimari kism1 ayri. Mimari olarak bakarsak mesela siz bana deseniz ki mimar olarak
neye dikkat ediyorsunuz c¢ok baska konular konusulur ama pazarlama kismina
geldigimiz zaman orada biraz daha reklam ajanslar1 6n planda. Kendilerini bu ise
vermigler. Nasil ki mimar ¢izim i¢in kendisine uygun, kaliteli, modern bir proje
tiretiyorsa kendi c¢izgilerini tasiyan bir proje iiretiyorsa, reklam ajansi da kendi
cizgilerini tasiyan bir reklam yapiyor. Bir kimlige ulasiyor, bir insana ulasiyor,

ulagsmay1 hedefliyor.

- Promosyon/reklam tasarimlarmizla ilgili--hem metin/slogan, hem gorseller
baglaminda--kullanicilardan geri besleme almak icin bir girisimde bulunuyor

musunuz? Siz talep etmeseniz bile, negatif ya da pozitif geri doniislerin geldigi
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oluyor mu? Oluyorsa: Hem negatif hem pozitif elestirilerin kapsam ve icerigi ne

oluyor?
- Oluyor. Yani olur.

ONK- Soyle aslinda biraz daha konustugumuz gibi geri doniisler oluyor mu diye. Bu

da mesela brosiire baktiginda brosiirde ne gibi geri doniisler oluyor gibi.

Firm B- Oluyor yani ne gibi geri doniis olur, mesela brosiirii cok ufak yapariz. Bir kere
yaptik onu biz. Brosiirii ufak el brosiirii yaptik okuyamadi miisterimiz. Ben dedi
goremedim, gozliigiinii ¢ikariyor falan ya bunlar da ufak yazmak i¢in yer mi yoktu
falan diye. Bu tarzda geri doniisler. Geri doniis, su an elestiri iist segmentte. internet
de var ya simdi, sosyal medya da var. Su an her seye dikkat etmeniz lazim. Sadece
firma olarak da degis bireysel olarak da. O yiizden geri doniis almamak gibi bir sey
yok sadece biz o alinan geri doniisleri nasil pozitife c¢evirebiliriz onun iizerinde
calisiyoruz. Her geri doniisii dnemsiyoruz, dikkate aliyoruz. Almamiz da lazim.
Almazsaniz var olamazsiniz. Reklamin iyisi kotiisii yoktur. Ayni sekilde size yapilan
geri bildirim, olumlu ve olumsuz yorumlar ¢ok énemlidir. Hepsi dikkate alinmalidir.
Olumlu olan nasil olumlu oldu, nasil yakaladim vatandasi diye dikkate alinmali.
Olumsuz olan da nasil gelistirebiliriz diye. Belki ¢ok alakasiz bir sey i¢in olumsuz
yorum alindi ama yine de iizerinde durmak lazim. Gergeklik pay1 olabilir onun da hitap
ettigi baska bir insan olabilir gibi. Dikkate almak gerekiyor. Oluyor. Olmazsa problem
vardir. Reklam yapiyorsaniz olumlu da olsa olumsuz da almaniz lazim. Onu baz alarak
reklam sisteminizi de degistirebilirsiniz. Gegen sefer reklama ¢iktik ben kisisel olarak
cok basarili bulmadim yani. Bence degistirelim dedim. Diizeltmeye calisiyoruz
mesela. Daha iyi reklamlarimiz var bu degil yani. Bazen mesela 6deme planlarimiz

var, bazen bagka bir sey. Bir sey eksik diyorsun.

ONK- Miisteriye sundugum sey bu degil, ya da sundugum sey bu ise de yakaladigim
yer bu degil gibi.

Firm B- Geri bildirimler etkili olabilir bu ylizden. Dikkate alinmali.
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APPENDIX S - Interview with the Architect of Firm C (Izmir, 8 February
2021)

- Mimaride giincel egilimleri takip etmenin ne kadar oOnemli oldugunu

diisiiniiyorsunuz? Mevcut egilimler neler ve sizce yeni egilimler nasil goriiniiyor?

-Simdi bu giincel egilimleri takip etmezseniz zaten sonucta hani bir is iiretirken arz
talep meselesi var ya gelen iste ihtiyaglara gore biz de sonugta onlara yonelik bir
tasarim yapiyoruz. Hi hi. Bizim o noktada mimari tasarima insanlar sonugta bunu uzun
vadeli kullanacagi i¢in hani mimari tasarimini da hani meslek etigi olarak hani uzun
vadede bunlar1 fayda saglamasi i¢in hem mimari kisminda elimizden geleni yapiyoruz.
Genel sistem boyle. Simdi bu pandemi, deprem, o tip hani genel seylerden diinyadaki
durumlardan dolay1 gercekten degisiyor. Yani bir sekiz on sene i¢inde benden nereye
gidecegi konusunda agikgasi tereddiitiim var. Simdi bu noktada da iste esas sey
stirdiiriilebilir olmasi. En oOnemli sey bu. Hani siirdiiriilebilir bir mimariye
gegilebilecek mi, gecilemeyecek mi? Budur. Yani esas kritik nokta o. Daha 6nce de
biz hani bu islerin siirdiiriilebilmesi konusunda hani elimizden geleni yapiyorduk ama
hani su anda artik o bence artik vazgecilmez noktaya geldi. O egilimler de bir sekiz on
sene i¢inde tam netlesecektir. Biz mimar olarak da bu arz talebinin iginde hani
meslegimizi diizgiin icra etmek i¢in bunu oldugu kadar hani tiikketime yonelik degil de
insanlarin son kullanimi seklinde uzun vadede, hani bir nevi siirdiiriilebilir bir sekilde
hani bu konutlar1 kullanmasi hani bizim mimar olarak hedefledigimiz nokta bu.
Insanlarmn bu arz talebin icinde esas siirdiiriilebilir, uzun vadede kullanmalarin
saglamak. Hani buna dikkat eden bazi ofisler var, sirf ticari olarak bakan ofisler var.
Yani biz bu noktadan dikkat ediyoruz ve hani dolayisiyla hani ondan dolay1 da hani
bizim hani yaptigimiz isler biraz hani daha piyasada farkli algilaniyor. Miiteahhitler
icin de esasinda isin siirdiiriilebilir noktasi var. Hani orada da ne kadar onlarin tiiketim
seyi olustursalar da hani genel mantiga ters olsa da onlarin da yaptig1 islerde yani onun
bir fizibilitesi olmasi lazim. O isin yapilabilir olmasi lazim. Iste o noktada hem
miiteahhitin o seyini gozetiyoruz. Bakin kullanicinin da bu isi uzun vadeli

stirdiiriilebilir, konforlu bir konut elde etmesine ¢alisiyoruz yani. Mantik bu.

- Caliymamz zaten oldukca ilerlediginde kullanicimin fikrini degistirdigi bir
durumla hi¢ Kkarsilastimz mm? Ne yaptimz ya da boyle bir durumda ne

yapardiniz?
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-Yani simdi genelde bizim islenen biiyiik carptig1 isler, altinda ciddi arastirmalar
oluyor, piyasa analizi oluyor. Ondan sonra insanlarin ihtiyaglart oluyor. Yani
dolayisiyla cok net boyle radikal degisiklikler olmuyor. Onceden tasarlayrp onu

gidiyoruz.

- Kisisel bir bina tasarlama tarzimiz/yaklasiminiz oldugunu soyleyebilir misiniz?

Bu tarzi nasil tanimlarsiniz? Bu tarzin bilesenleri nelerdir?

-Yani kisisel olarak tabii ki her ofisin kendi bir tarz1 vardir. Iste biraz 6nce sdyledim
ya hani bizim tarzimizdan, bu toplu konut isleri de insanlarin siirdiiriilebilir, o

mekanlarda rahat edecegi konforlu alanlar yaratmak. Hani esas amacimiz bu.

- Tasarim tercihlerinize uymayan bir kullanicimin fikirlerini ne o6lciide

karsilayabiliyorsunuz?

-O konuda ¢ok taviz vermiyoruz. Hani belli kriterlerimiz var. Hani onun diginda seyleri

istendigi zaman hani sirf isteniyor diye yaptigimiz olaylar olmuyor.

- Bir miisterinin size bir dergiden bir fotograf gosterdigini ve sizden evini aynen

boyle tasarlamaniz istedigini hayal edin. Nasil cevap verirsiniz?

-Simdi bu ¢ok karsimiza gelen bir sey. Bir miisterinin bir banyo veya iste tas duvari
boyle olsun diye. Yani o noktada da iste onu biz sadece miisterinin begenisinin ne
yonde oldugunu algilamak noktasinda kullaniyoruz, yoksa o tasarimi kopyalamak,
yapmak konusunda degil, sadece o algiy1 yine biz kendi tasarim kriterlerimize gore o
noktada hani onu degerlendiriyoruz. Tamamen de degerlendirmemek uygun olmuyor.

Ciinkii sonugta insanlar bunu kullanacak begenileri dogrultusunda olmasi lazim.

- Tasarim siirecinizi degerlendirecek olursaniz mimari tasarim sirasinda kendi

fikirleriniz mi 6n plandadir yoksa miiteahhit firmanin istekleri mi 6n plandadir?

-Tabii ki miiteahhitler kendi isteklerinin yapilsin isterler ama ¢ogu miiteahhit yani
ylzde doksani soyle diyebiliriz. Hani parasal konularda, istekleri var. Hani simdi o
parasal konulardaki istekleri kullaniciyla birlestirmek hani esas sey orada hani marifet
orada. Hani tabii ki sonugta bir tiiketim iirlinli oldugu i¢in bunun bir degeri olacak. O
degerinde bir rant1 olacak ki bu {iretilsin. Yoksa bunun bir {iretmenin bir miiteahhit
icin mantig1 yok. Dolayisiyla o noktada biz ne yapiyoruz? Hani onlarin aliyoruz
bilgilerini. Iste hani dedigim gibi tasarim mimarlik etiyle birlestirip son {iriini

koymaya ¢alistyoruz. Hani bizim o noktada yaptigimiz o hani korlii koriine ne istiyorsa
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yapmak mantigiyla degildir. Gergekten hani bize yakisacak isi yapma noktasinda dyle

bir kaygimiz var.

- Toplu konut projelerinde, daha ¢ok “prestijli konut” adi1 altinda amilan
yapilarda, kullanicinin tiim ihtiyaclarim tek bir biinye altinda toplamak

miimkiin miidiir / dogru mudur?

-Gilinlimiiziin degisen kosullarina gore biraz sanki soru isareti olan bir nokta.
Dolayistyla bunu zaman gosterecek ama hani su anda bizim insanlarin tercihi bireysel
yasamaya su anda doniiliiyor. Hani toplu yasamaktansa yavas yavas bireysel hani
kendi kabuguna ¢ekilmis bir yasam tarzina geciyor. Yani iste Izmir'de de yani prestijli
konut derken hani daha ¢ok hani insanlarin ihtiyaglarini esasinda bunlar temel
ihtiyaclar ama genelde kentlerin temel ihtiyaglar1 karsilamamasindan dolay1 bunlar
sanki fazlalik olarak goriiyor. Yani aracini koymasi, deposunun olmasi, kilerinin
olmasi, iste bir ylizme havuzunun olmasi falan hani bunlar hep prestij olarak

algilaniyor. Esasinda bunlar temel ihtiyag.

- Miiteahhit firmanin istekleri dogrultusunda / veya kendi kararlarimz
dogrultusunda yaptiginiz tasarimin Kkullaniciya ne derece uygun oldugunu

diisiinityorsunuz?

-Yaptigimiz tasarimlarin kullanicilart uygun oldugunu diistinliyoruz. Yani biz kendi
islerimizde kendi yagamayacagimiz konutu hani yapmama taraftariy1z dolayisiyla hani
en ince ayrintisina kadar o noktada caba gosteriyoruz. Hani onlarin da gergekten
insanlarin kosullarina gére uygun oluyor. Diyelim hani kirk metrekarelik de bir bir art1
bir daire yapiyoruz. Sekiz yliz metrekarelik de bir villa yapilabiliyoruz. Dolayisiyla
hepsinde ihtiyaglar farkli. Ama sonugta insan odakli hepsini de kendi ihtiyaclarina

yonelip kendi i¢cinde sorunsuz binalar.

- Yaptigimz tasarimlarin ve c¢ahsmalarin uygulamasi sirasinda yapilan
degisikliklerin temel sebepleri ongoriilebilir mi? Bu sebepler genel olarak neleri

kapsar?

-Uygulama esnasinda ¢ok fazla degisiklik olmuyor. Hani biz projeyi bastan ¢6zme
mantigiyla lirettigimiz i¢in hani hem pazarlama yoniinde de boyle imalat yoniinde de
boyle. Yani simdi sOyle satis departmaniyla ilk ilk basta gériismiiyoruz. Yani biz belli
bir noktaya geldigimiz i¢in zaten onlarin ihtiyaglarini genel olarak biliyorsunuz. Yani

satig departmani bize ¢ok fazla hani sey yapmiyor hani. Yani onlarin istekleri belli

263



zaten hani projede belli noktalarda onlarin olmasi gerekiyor. Dolayisiyla ilk basta

onlarda ¢ok isimiz oldu.

- Konut tasariminy/kimligini etkileyen temel unsurlar pazarlama ve satis
kaygisindan dolayr nasil sekillenmektedir? Sizce bu sekillenme kullanicinin
istedigini daha kolay elde etmesini mi saghyor yoksa miiteahhidin istedigini daha
kolay elde etmesini mi sagliyor? Sizce kullanici ne talep eder? (Hem proje

bazinda hem genel bir cevap verebilirsiniz.)

-Yani iste miiteahhidin tabii seyi esas felsefesi bunu pazarlayip bir an 6nce satmasi.
Kullanicinin da iyi bir {irtinii almak. Dolayisiyla hani bilingli insanlar zaten projeyi
Oyle hani ezbere alan insanlar degil yani ciddi o sayida da insan seyi var. Giin gectikce
de hani bu is sadece reklamda, maketten Tiirkiye ¢ok yasadiginda yani maketten ev
aldi, herkes sonunda hiisrana ugradi. Su anda hani Oyle bir sey olacagim
zannetmiyorum. Yani tiiketici de bilingli artik. Miiteahhit de. Artik eskisi gibi degil

yani. Belki bir on, on bes sene 6nce ¢ok sey degildi yani.

- Tasarladigimiz konutun pazarlanmasi asamasinda, yapilacak reklamin ya da
promosyon tanitiminin tasarimina ve igerigine dair fikriniz alimyor mu / siz

fikrinizi belirtiyor musunuz? Evet ise: Ornek verebilir misiniz?

-Pazarlamada hem biz genel fikri olusturuyoruz. O fikir daha ¢ok hani bizim konsept
tasarim onun {izerinde oldugu i¢in hani reklamcilari onlara dneriyoruz. Ama tabii hani
sonugta onlar hani hangi noktada kendileri daha vurucu olacagini diisiiniiyorlarsa o
noktada daha ¢ok ilerliyorlar. Hani kapali site, giivenlikli sitemiz hani bunlar genelde

kullanilan seyler. Iste bu peyzajin agirlikli olmasi. Bunlar tasarmmla iliskili olan seyler.

- Tasarladigimz konutun reklamini / promosyon tamitimini gordiigiiniizde sizi
sasirtan ve kullanilmasini1 beklemediginiz bir ifade ya da gorsel ile karsilastiniz

m1? Evet ise: Ornek verebilir misiniz?
-Yani on iki yildir karsilagsmadik ¢iinkii proje siirecinde devamli oldugumuz igin.

- Kullanicilardan tasariminizla/tasarimlarinizla ilgili ne tiir pozitif veya negatif

geri doniisler aldimiz? (Yine proje 6zelinde ve genel bir cevap rica ediyoruz.)

-Yani agirlik projelerde olumlu déniis oluyor. Insanlarin hani plan ¢dziimlerini

dedigim gibi hani o noktada 6zen gosterdigimiz i¢in onlardan olumsuz doniis olmuyor.
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- Projelerinizin hangi gelir grubu kullanicisina hitap ettigini diisiiniiyorsunuz?

Neden?

-Yani bizim su andaki projelerin ylizde sekseni diyeyim. Artik orta gelir diyoruz ama

hani artik rakamlar da ¢ok yiikseldi. Yani agirlik, orta ve iist gelirdi.

- Hedef Kkitlenizde yer alan kullanici tipinin bir giinii ve bir haftasi1 nasil geciyor
olabilir? Tasarim yaparken bu kullanici tipinin hayatina/yasam niteligine/yasam

tarzina dair ne tiir bir 6ngoriiniiz/beklentiniz/tahmininiz oluyor?

-Yani ¢ogunlukla ¢alisan insanlar zaten, kar1 koca. O insanlarin giindelik yasantilari
bizler gibi. Ben de sabahtan aksam ofiste ¢alistyorum. Benimle ¢ok biiyiik bir fark yok

yani.

- Sizce giincel iist gelir grubuna hitap eden konut kimligi hangi bilesenlerden

olusuyor? Siz bunlarin kacini saglamayi hedeflersiniz?

- Yani giincel biraz degisti konutta. Yani simdi bizim su an ki portfoyden gelen islerden

daha villa agirlikli bireysel seyler su anda daha agirliga sahip.
- Daha once orta veya alt gelir grubu icin konut tasarlamis miydiniz?
- Yani orta ve alt gelir i¢in, yani orta i¢in iirettik alt gelir i¢in iiretmedik.

- Hangi tipolojilerde (toplu konut, apartman blogu, loft, rezidans/kondominyum

vb.) konut tasarlamayi daha cok tercih ediyorsunuz? Neden?

- Yani simdi tercih meselesi oldugunda tabii hani simdi toplu konut, apartman blogu,
loft, rezidans, kondominyum yani simdi bunlarda daha ¢ok hani talep toplu yani site
mantig1 oluyordu. Hani bunun da avantajlar1 oldu ve hani siirdiirtilebilir olmasi daha
sey gercekei diyeyim. Obiir giinlerde maliyet binalarm seyi hani biraz daha kisitl.
Toplu islerde daha ¢ok bahge olan arsa biiylidiigii i¢in hani biraz daha sey oldu yani
yasam alanlar1 daha 6biir tiirlii bir apartman rezidans yapiyorsunuz gene ¢evresi ayni.

Toplu islerde biraz ¢evreyi yonlendirebiliyorsunuz.

- Ust gelir grubu konutu ile orta ve alt gelir grubuna hitap eden konutlarin

tasarim bilesenlerini kiyaslarsaniz, aradaki farklar nelerdir?

- Yani iist gelirli, orta gelirli, hem {ist gelir nen neyi kastettigim sefer oldu. Hani bin
metrekarelik bir villa bu. Yani o tip seylerde projelerde daha ¢ok hani yani bambagka

bir noktaya gidiyor yani. Orta gelir. Bir de normal standart hani apartman tipi dairede
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onlarin toplu kuzu zaten iist gelir hani ¢ok fazla toplu seyi sey yapmiyor, tercih
etmiyor, agirlik hani izmir bdlgesinde. Daha ¢ok hani miistakil yasam. Hani bir
Istanbul'daki gibi hani bu toplu konut olay1 su anda daha 6nemli. Iste Levent'teki Sisli,
Besiktas'taki o tip toplu konutlarda hani rakamlar ¢ok yiiksek. Yani o rakamlari Izmir'e
geldiginde zaten insanlar talep etmiyor. Onun yerine iste dedigim gibi hani miistakil

bahgeli tercihlerde bulunuyor.

- Sizce “prestij” nedir, bilesenleri nelerdir? Ust gelir grubu konutu icin “prestij

konut” gibi bir terim kullanmak uygun olur mu?

- Yani bence prestijli tabii insanlarin beklentisi prestij arasinda ciddi fark var. Biz genel
olarak hani daha mesleki seylerle prestiji aliyoruz. Hem binanin yapisi, gorselligi o tip
seylerde ama hani gelir gruplari. Ona hani ne kadar o konuda tercih ediyor dersek hani
ylizde onu bu tip tercihte bulunuyor. Digerleri hani insa malzemesi, gosterisi daha

farkli noktalara gidiyor.

- Kullamc1 size geldiginde bir tiir prestij arayisinda oldugunu hissediyor
musunuz? Prestiji hangi baglamlarda aradigini diisiinityorsunuz? Bu baglamlari

tasarimmmizda dikkate aliyor musunuz?

- Prestij arayisinda oldugumu sey yapiyoruz ¢linkii toplumda prestijli binalarin daha
cok satilacagi, daha hani bir yasam standardinin yiikseldigi olarak Oyle bir sey var.
Dolayistyla hani standart bir proje ¢cok sey degil hani. Bir farklilig1 olmasi lazim. Yani
o farklilik dedigim gibi konsepti olabiliyor. Binanin dis cephesinde olabilir, kullanici

da olabilir. Hani o prestiji artyor insanlar. Ona prestij dersek.

- Aklinizda yer eden ve sizin tasarimimizin promosyonunda kullanilan bir slogan
ciimle/ifade var midir? Varsa: Sloganin/ifadenin aklimizda yer etme sebepleri

nelerdir?

- Yani miiteahhitlerin farkli sloganlar1 var. Aklinda ¢ok sey yani bizi ¢ok fazla o

konuda sey yapmiyor agikgasi.

- Sizce Izmir’de konut tasarlamanin, diger kentlerde/iklimlerde/cografyalarda

tasarlamaktan farklari nelerdir?
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- Yani Izmir insam biraz daha segici. Yani o bakimdan daha sey hani Istanbul'a gore
biraz daha insanlar segici. Istanbul'da sdyle bir ne yapsan satilir mantigiyla. Hani
Izmir'de o tam 6yle bir sey yok. Hani insanlar daha segici, tasarima filan daha 6nem
veriyor. Tasarim derken kullanimi onlarin o anlamda. Izmir o bakimdan biraz daha sey

hani. Bence daha iyi.

- Kent icinde toplu konutun tasarlanacagi lokasyon se¢ciminin, konutun tasarimi

ve hedef kitlenin yasam tarziyla ne tiir bir iliski icinde olmasi gerekir?

- Yani kent i¢inde tabii toplu konut, lokasyon se¢imi deyince hani su andaki bizim
kentlerimizin hani sonug¢ta durumu ortadan. Cok sey degil hani. Belki bu kentsel
doniistimden sonra alanlar acilirsa o alanlarda toplu isler yapiyorlar. Dogru da olabilir
hani tek basina bireysel doniistirmektense toplu halde bir konsept dahilinde
doniistirmek daha dogru. Iste kent iginde insanlar yasamak istedigi igin dyle bir sey
var. Tezahiirat var. Doniistim oluyor. Yani doniisiim olmasi1 da normal ama doniisiimiin
biraz daha diisliniilerek yapilmasi Yerel yonetimlerin hani. Yapmasi gereken bir sey.

Yani boyle.

- Konut tasarimi ile kullamici psikolojisi arasinda nasil bir bag oldugunu
diisiiniiyorsunuz? Kullanicinin mekan psikolojisini etkilemeyi/manipiile etmeyi

hedefleyen tasarim adimlarimz oluyor mu?

- Yani insanlarin psikolojisini hani manipiile edemeyelim de insanlar1 daha iyi
ortamlarda yasanmasi i¢in. Belli seylerimiz var kriterlerimiz var. Hani onlar
uygulamaya c¢alisiyoruz tabii. Manipiile etmek dogru olmaz. Hani insanlar daha iyi

ortam yaratmak.

- Reklam gorselleri ve slogan metinler olmadan tasarladi@imiz konutlarin
promosyonu yine de yapilabilir mi? Tasarladigimz konutlarin yerinde gezilip
gosterilerek mi, promosyon gorselleri/metni iizerinden mi tanitilmasimi tercih

edersiniz?

- Yani reklam gorseli slogan metinleri olmadan tasarim ya. Yani reklam gercekten
ciddi sey yani etken. Onlar olmadan pek hani insanlar1 seye ¢ekemezsiniz ama hani
sadece reklamlama hani yerinde yapilmis numune daireler falan onlar etkili oluyor.

Daha etkili oluyor. Insanlar gérerek almis oluyor. Dolayistyla o bakimdan daha etkili.
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APPENDIX 6 - Interview with the Architect of Firm D (Izmir, 22 April
2021)

- Mimaride giincel egilimleri takip etmenin ne kadar oOnemli oldugunu

diisiiniiyorsunuz? Mevcut egilimler neler ve sizce yeni egilimler nasil goriiniiyor?

- Benim hi¢ inanmadigim bir konu bu. O ylizden hani boyle bir egilim, moda boyle
stilist bir yaklagim higbir zaman olmadi benim. Ben yerle dogru bir iliski kurup. Hani
talep nedir? Ihtiya¢c programi nedir ona uygun yap: yapmaya yapi tasarlamaya
calistyorum. Onun 6tesi yok benim igin. Yani yapi1 bir seye benzemeli o déonemin ne
denir ona? Bezemeleri veyahut da siislemeleriyle ¢ok siislii piislii olsun istemem higbir

zaman.

- Cahsmamz zaten oldukca ilerlediginde kullamicimin fikrini degistirdigi bir
durumla hi¢ karsilastimz mm? Ne yaptimz ya da boyle bir durumda ne

yapardimz?

- X projesi boyle bir 6rnek. Basta 1+1 biitlin sonra 2+1, 3+1’e ¢evrildi. O sirada projeyi
birakiyordum az kalsin tabii ben hani ¢iinkii bu tip seylerin seyi yoktur. Nedir ona?
Zaman bir maddi olarak bir giderdir mimarlik ofisi i¢in ve siz o zamani ¢Ope
atamazsiniz. O maliyet sizin cebinizden ¢ikmistir. Hele ki kurumsal mimarlik
ofislerinde bdyle on {i¢ on dort kisinin calistig1 bir mimarlik ofisiyseniz. O zaman o
ylizden sikinti olmustu. Fakat hani bir sene bir seferlik tolere ettik onu ama onun

disinda bir daha tolere etmem higbir projede.

- Kisisel bir bina tasarlama tarzimz/yaklasimimz oldugunu soyleyebilir misiniz?

Bu tarzi nasil tanimlarsiniz? Bu tarzin bilesenleri nelerdir?

- Yani ben yeri 6zel yerle dogru bir iligki kurmaya calisan bir mimarlik yapmaya
calistyorum. Onun i¢in hani bir tarz yaklasim diyelim ona yani yaklasim olarak bu
sekilde ele alabiliriz. Her yerin kendine 6zel baska girdileri vardir. O girdilere gore
tasarim yapiyoruz. Yani belli bir sablon altina sokup tasarimi gotiiriip bir yere

yapistirma gibi bir liiksiimiiz yok. Olamadi. Oyle bir sey talep de etmedik.

- Tasarmm tercihlerinize uymayan bir kullamicimin fikirlerini ne olciide

karsilayabiliyorsunuz?

- Ben Once bir yani muhatab1 dinledikten sonra mutlaka onlar bir taleple geliyorlar.

Yani bir seye benzesin diye geliyorlar ama o benim ¢ok bir belirleyici bir faktor degil.
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Ben genelde tasarimi girdileri aldiktan sonra agmam belli bir 6l¢iide, belli bir noktaya
getirilene kadar onu kendim sekillendiririm. Ondan sonra miisteriye gosteririm ki veya
da igverene. Ciinkii o su orada herkesin vizyonu, gorgiisli, bilgisi, sezgisi farkli
olabiliyor. O yiizden de yani bu igverene, projeyi ortaya agma fikrini de boyle ¢ok
bugiine kadar ¢ok saglikli bulmadim. Yani ben en azindan belli bir stepe kadar, proje
belli bir yerine oturana kadar. Ciinkii herkesinki hayat goriisii kadardir vizyonu. Yani
tanimladig1 ihtiyag programinin Otesine gegebilecek c¢oziimler olabilir. Eger ona

hapsolursaniz ilerleyemez proje belli bir noktaya gelemez.

- Bir miisterinin size bir dergiden bir fotograf gosterdigini ve sizden evini aynen

boyle tasarlamaniz istedigini hayal edin. Nasil cevap verirsiniz?

- Cok kulak asmam agikg¢asi. Bugiine kadar da asmadim. Hani benim i¢in yani simdi
bu kritik degisik su. Ben bir igvereni elde edeyim seyiyle yaklasmiyorum. O yerde
dogru isi yapma psikolojisiyle yola ¢ikiyorum. O yilizden ¢ok ciddi projeler bir¢cok defa
reddettim. Cok da boyle skor yapayim pesinde de degilim. Yani yiizlerce projem olsun
pesinde de olmadigim i¢in o yiizden ¢ok senin agimdan bir sorun yok. Yani ben ikna

ederim genelde. Ama olmuyorsa da hani ¢ok ¢alismak zorunda da degilizdir beraber.

- Tasarim siirecinizi degerlendirecek olursamiz mimari tasarim sirasinda kendi

fikirleriniz mi 6n plandadir yoksa miiteahhit firmanin istekleri mi 6n plandadir?

- Birisinden biri 6n planda degil. Bence sonug itibariyle isverenin de talepleri sonug
itibariyle onlar da hele ki miiteahhit firmaysa orada bir matematik kurgulayip o
matematige gore bir satis yani gelir gider dengesi olusturacak. Bu anlasilabilir ve kabul
edilebilir bir seydir belli bir yere kadar. Kimse zarar edeyim diye bir projeye girmez.
Gilinlin sonunda bunun da mimari, belli bash etik degerlerle belli bir noktada
olabilmesi gerekir. Eger ki sinirin1 kagirdigimiz noktada, kagacagini anladrysam zaten
ve bunu ikna edemeyecegimi diisiiniiyorsam ¢ekiliyorum projelerden. Yani o yiizden
on planda olmasindan ziyade makul bir zeminde bulusmay1 ararim. Yani tabii ki biz
de belli bir noktada esnemek durumundayi1z. Ama bu esneklik su degil yani evet her
istedigini hicbir zaman olmadi. O noktada kavgay1 da vermesi gerektigini diistintirim
mimarin. Ciinkii mesela x projesine bir 6rnek vereyim. Proje tabii ¢ok istedigimiz gibi
bitmedi bizim hani uygulama projeleri vermemize ragmen ¢ok sadik kalinmadi o
projelere. isveren kendisine gore o ikinci cephenin sadece 6nii ve arkasimni birakmay1
ve arasinit komple agmay1 o aralarda o H planidir bunun aralar1 komple agmay1 sey

yapiyordu. Ciddi yani karsilikli olarak sey yaptik. Ve bir optimizasyon yaparak belli
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Olclide kurtarmaya calistik konstriiksiyonu ama yani sonrasinda gerekli sikintili bir

stire¢ devam etti gerci. Cok fazla girmeyeyim detaylara.

- Toplu konut projelerinde, daha ¢ok “prestijli konut” adi1 altinda amilan
yapilarda, kullanicinin tiim ihtiyaclarim tek bir biinye altinda toplamak

miimkiin miidiir / dogru mudur?

- Degildir. Bence zaten bu pandemi siirecinde de bdyle olmadigina gordiik. Ama yani
bu konunun dogru cevabini vermek i¢in miilkiyetlere kadar gitmek gerekir, tamam mi1?
Parselasyonlara gider, sehir planlamaya gider. Oralardan gelen bir sikint1 bu. Simdi bir
projede mesela x projesinin metrekaresi ka¢ bin metrekare, iki bin kiisur metrekare
miydi? Yanlis hatirlamiyorsam biz. Sekiz kat emsal isi, sekiz kat izin verip, onun
lizerine ii¢ buguk emsal verdigin zaman sen oraya. Zaten belli bir sablonu olusturmus
oluyorsun. Onun {lizerine igveren bunu kat karsiligir olarak aliyor. Anlagiyor. Arsa
sahibiyle. Oradaki oranlar yiizde elli-elli beslere dogru gidiyor. Simdi yiizde elli, elli
besin i¢inde bu adam bunu mal edecek. Bu kadar oliirse elli kiisur iizerine belli bir
miktar da parayla anlagtilar. Bunun {izerine iste hem mal edecek hem oradan zarar
etmeden ¢ikacak hem proje bir seye benzeyecek deyince is bagka bir noktaya gidiyor.
O yiizden de toplu konut ifadesinin su kismi1 dogru evet i¢indeki tipolojik dairelerin
birgogu tek bir biinye altinda toplanmis gibi goriinliyor. Ama orada ne yapabiliyorsun?
Iste ikinci cephede yaptigim hareketlerle veyahut da yani yapmin kendi icindeki
kurgularinda onlar farkli kilmaya ¢alisiyorsun. Ama bu evet yani ¢ok ne denir ona?
Bilemedim yani. Cok bdyle seye ulasmis bir proje degil benim goziimde agikgasi.

Kendi projem olmasina ragmen bunu da bu sekilde séylerim yani.

- Miiteahhit firmanin istekleri dogrultusunda / veya kendi kararlarimz
dogrultusunda yaptigimz tasarimmn kullaniciya ne derece uygun oldugunu

diisiinityorsunuz?

- Yani kullanic1 bir sekilde kabul edip oraya giriyorsa, aliyorsa, satin aliyorsa, ragbet
gosteriyorsa belli bir 6l¢iide demek ki kendisine uygun. Yani kimse kimsenin kafasina
silah dayay1ip da zorla gel buradan al demiyor. Hani bir sekilde demek ki uyumlanabilir
biliyorsa oradan aliyor. O yiizden iste yani bu a¢ik bdyle bu taraftan bakiyorum. Ha
tercih eder misin? Tercih etmem. Evet. Yani ben kendim kdyde yasiyorum. Hani
miistakil bir hayat yastyorum. On yildir burada yasiyorum. Ama dedigim gibi herkes

her seyi yapmakta 6zgiir.
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- Yaptigimz tasarmmlarin ve c¢ahismalarin uygulamasi sirasinda yapilan
degisikliklerin temel sebepleri ongoriilebilir mi? Bu sebepler genel olarak neleri

kapsar?

- Mimari ofisler nitelikli iyi mimarlik ofisleri, bunu ¢ok rahat dngorebilirler. Biz de
ongordigiimiizii sdyleyebilirim. Birgok seyi ama maalesefigveren kisminda birgok sey
koordinasyon eksikliginden kaynakli Ongoriilemez hale geliyor tek sey giinii
kurtarmak ve maliyet olarak o seyi hani bir sekilde imal etmek oldugu i¢in. O sebeple
de kendileri 6n goremiyor ama mimarlik ofislerini slirece dahil ettiginiz noktada,
mimarlik ofislerine gerekli yetkiyi verdiginiz zaman benim mesela bagka bir projem
var ¢ok daha iist segment olmasina ragmen x Projesi’ne gore daha uygun bir maliyetle
tamamlandi diyorsunuz. Kullanilan malzemesi daha kalite, metrekaresi daha biiylik
iste sistemleri daha farkli ama giinlin sonunda orada iste igveren mimari siireglerden

dislamadiginiz zaman daha verimli bir sonug ortaya ¢ikiyor.

- Konut tasarnmimny/kimligini etkileyen temel unsurlar pazarlama ve satis
kaygisindan dolayr nasil sekillenmektedir? Sizce bu sekillenme kullanicinin
istedigini daha kolay elde etmesini mi saghyor yoksa miiteahhidin istedigini daha
kolay elde etmesini mi saghyor? Sizce kullanici ne talep eder? (Hem proje

bazinda hem genel bir cevap verebilirsiniz.)

- Yani kullanici ne talep eder? Kullanicinin talepleri tabii ¢ok genis bir yelpazedir. Onu
hani belli bir sey s0yleyemeyiz. Herkes daha fazlasini talep ediyor. Daha ¢ogunu talep
ediyor. Burada bence miiteahhidinden de ziyade arsa sahibinin evet o seyi ikiye
ayrabiliriz. Mesela arsa sahibinin miiteahhit oldugu durumlar ve miiteahhidin kat
karsilig1 olarak projeye girmesi. Simdi iki tane durum var. Simdi arsa sahibi kendisi
kendi yerini yapiyorsa orada daha rahat hareket edebiliyor. Ama miiteahhit farkliysa
ve belli bir oranla girdiyse isin i¢ine o zaman belli bir matematik dogru ister istemez.
Ya yani adam ylizde ellisini diyelim seksen tane daire yapacak. Yiizde ellisini arsa
sahibine verecek kirk daire zaten gitti. Dogru mu? Kalan kirk daireyle hem arsa
sahibinin dairelerine imal edilecek. Hem oradan kendi giderlerini ¢ikaracak. Uzerinde

para kazanacak. s orada baska bir noktaya gidiyor.

- Tasarladigimiz konutun pazarlanmasi asamasinda, yapilacak reklamin ya da
promosyon tanmitiminin tasarmmina ve icerigine dair fikriniz aliniyor mu / siz

fikrinizi belirtiyor musunuz? Evet ise: Ornek verebilir misiniz?
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- X projesinde hi¢ fikrimiz alinmadi. Tamamen yanlis bir satis.

- Tasarladigimz konutun reklamimm / promosyon tamitimini gordiigiiniizde sizi
sasirtan ve kullanilmasimi1 beklemediginiz bir ifade ya da gorsel ile karsilastiniz

mi1? Evet ise: Ornek verebilir misiniz?
- X projesinde komik bir ibare vardi.

- Kullanicilardan tasariminizla/tasarimlarinizla ilgili ne tiir pozitif veya negatif

geri doniisler aldimz? (Yine proje dzelinde ve genel bir cevap rica ediyoruz.)

- X projesi 6zelinde sey yaparsak kullanici geri doniislerinin ¢ok az alabildik ama sunu
biliyorum basta insanlarin o ikinci cephedeki giines kiricilardan kaynakli bir tereddiit
vardi. Yani aslinda baktigimda birgok apartman da konut yapisinda ¢ok daha az agiklik
varken o projede aslinda ikincil cidarin arkasinda komple bir saydam cephe var. Ama
insanlar psikolojik olarak o seyleri giines kiricilar1 bdyle sey hani bizim evimiz
karanlik olacak. Psikolojisiyle yaklasmislardi. Simdi tabii neden bizim evimizin
Oniinde yok ya bu bayagi ciddi bir rahatlik hatta onun iste isveren aralarin1 normalde
bir dolu, bir bostu onlar. Boyle otuz santime kadar falan ast1 galiba bildigim kadariyla.
Oyle olunca da hani ya keske daha siki olsa bunlar iyi bayag: ise yariyor gibi geri
dontsler aliyoruz. Ama onun disinda igceride nasil bir sey var? Cok bilmiyorum ¢ok

karigmak da istemiyorum o projeyle ilgili.

- Projelerinizin hangi gelir grubu kullanicisina hitap ettigini diisiiniiyorsunuz?

Neden?

- Boyle bir yani gelir grubu kullanicisina hitap ettigimi diistinmiiyorum. Yani hangi
proje kime yapiliyorsa onadir yani. Yiiksek Yapi projemiz de var. Ama mesela
Odemis'te bir sey ¢cok daha miitevazi C segmentinde olan bir proje tasarladik. Gibi.
Yani bu mimar olarak islerini sadece yeri gordiikten sonra yapilabilecekle alakali
yonlendirebilirsiniz. Yani onun otesinde zaten isverenin bir biit¢esi vardir. O biitge
dogrultusunda yani kalkip da sey yapamayacak bir adami a plus bir projeye sokmanin
da bir seyi yoktur. Her projede herkese yapilmaz bu arada. Yani o da hassas bir konu.
Yani proje ¢ok nitelikli proje yapabiliyor olmak ayr1 bir sey ama yapabiliteyi

gostermek icin de her projeyi herkese yapmamak gerektigini diistiniiyorum.
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- Hedef Kkitlenizde yer alan kullanici tipinin bir giinii ve bir haftas1 nasil geciyor
olabilir? Tasarim yaparken bu kullanic1 tipinin hayatina/yasam niteligine/yasam

tarzina dair ne tiir bir 6ngoriiniiz/beklentiniz/tahmininiz oluyor?

- Benim ofisim de su anda. Kendim yaklasik bes yil siirdii o projenin bizim ofiste bes
yil onceki diisiindiiklerimiz de bes yilin sonunda neler oldugunu anlayabilmek
acisindan zaten ilk kullanicis1 ben oldum. Ve gozlemliyorum. Genel itibariyle yapilan
insanlarin davraniglarini ciddi oranda sekillendiriyor. Maruz birakiyor kendisine siz o
yapiy1 belli bir nitelikte o iyi mimarlik dedigimiz hassasiyetlerde tasarladiysaniz
mutlaka insanlara pozitif manada olumlu etkisi oldugunu goériiyorum. Ama mesela o
ortalik briitalist bir yap1 var. Briitalist bir yapiy1 herkes kabul etmeyebiliyor. Kimisine
kimisi ¢ok karakterli bulup o mekanin i¢inde yagamak isterken, kimisinde de farkl bir
hissiyat olusturuyor. O tip kullanicilar bastan bir filtrasyona tabi olup, gelmemeyi
tercih ediyorlar. Onun i¢ine girenler onu bilerek ve isteyerek girdikleri i¢in bir daha
bilingli tiiketici geliyor ikincisi giren insanlarda hem yapiya daha saygili oluyorlar.
Yani simdi ¢ok bdyle basit kelimeler arasinda konusuyoruz aslinda ama bunun
aralarina girdiginiz zaman ¢ok ciddi konutlar var. Mesela bir yapinin kullanima
acildiktan sonraki ilk o siirecinde kullanicilarin girerken ki yapiya miidahaleleri.
Mesela bence bu ¢ok ciddi bir konu. Tiirkiye'de ele alinmayan ve maalesef ¢cok da
boyle seyi olmayan, kriteri olmayan bir konu. Ama mesela bizim orada ¢ok ciddi bir
bina i¢i yonetmelik hazirlayip o yonetmelikte iste kolonlarina kolonlar, briit kolonlar
onlara iste miidahale edilmeyecegiyle alakali, asma tavan yapilmayacagiyla alakali.
Iste cephede mesela Halkbank geldi. Ona dahil yani o sey tabelasini astirttirmiyorsun.
Ona bile bir kriter getirebiliyorsun. Ama burada iste mimarin daha etkin olabilmesi,

igverenin mimarinin arkasinda durabilmesi. Falan gibi konular var.

- Sizce giincel iist gelir grubuna hitap eden konut kimligi hangi bilesenlerden

olusuyor? Siz bunlarin ka¢ini saglamayi hedeflersiniz?

- Yonetmelik bunu sey yapiyor, rezidans seyine girdigin zaman dort a miydi, dort B
miydi? yaptigin zaman bir yapinin rezidans olabilmesi i¢in bunlar1 barindirmasi
gerekiyor. Yonetmelik olarak zaten bu zorunlu. Planli olanlar imar yOnetmenine

bakarsan rezidans kisminda tamam.
- Daha once orta veya alt gelir grubu i¢in konut tasarlamis miydimiz?
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- Simdi ama bir tane daha yapacagim. O daha heyecanli olacak. Su anda ¢ok

aciklayamam bunu ama alt gelir grubu icin bir ¢alisma yapmaya calisiyoruz su anda.

- Hangi tipolojilerde (toplu konut, apartman blogu, loft, rezidans/kondominyum

vb.) konut tasarlamayi daha cok tercih ediyorsunuz? Neden?

- Benim hig¢bir seyim yok. Neden orada bdyle bir tercihim yok, 6zellikle de iizerime
yapissin istemiyorum ki tizerime bdyle bir ofis¢i konusu bdyle biraz yapisir gibi oldu.
Sevdigim bir konu degil yani ben su konuda mimar olarak hepsinin ayr1 keyfi var. Ayri
bir ayr1 bir konu bagligi benim i¢in. O yiizden keyifle hepsini ¢alisiyorum. Yeter ki is

nitelikli ve ciddi ¢alisilsin. Yani tek hassasiyet noktasi orasi benim igin.

- Ust gelir grubu konutu ile orta ve alt gelir grubuna hitap eden konutlarin

tasarim bilesenlerini kiyaslarsaniz, aradaki farklar nelerdir?

- Yani ¢ok anlamli gelmiyor bana. Yani bir¢ok seye artik daha ulasilabilir oldugu igin
yani alt gelir, {ist yani gelir grubuna hitap eden konutlarin tasarimi. Simdi Tiirkiye
0zeline baktigin zaman konu baska. Tamam mi1? Tiirkiye'deki paray: elinde tutanlarin
nasil yasadigi, bunu bir algi olarak {ist gelir grubu olarak kabul etmesi var. Simdi
Tirkiye 6zelinde bunu bdyle konusuyoruz. E gidelim Avrupa'ya. Veyahut ben iste on
yilim Giiney Kore'de gecti. Giiney Kore'de {ist gelir grubu diye bir sey. Higbir farki
yok Alt gelir grubuyla yasadig1 yasantida. Yani bakti§in zaman insanlar ¢ok tist diizey
geliri olan insanlar bisikletle. Iste anlatabiliyor muyum? Benim igin o bir iist gelir
grubu seyi degil, gostergesi degil. Ha. Nedir? Yani Tirkiye'de maalesef evet hani
ulasilabilecegi sehir i¢indeki metrekare genislikleri farklilasabilir. Oradaki imkanlar

farklilagabilir. Bence mimarlik dyle bir sey degil yani. O yiizden.

- Sizce “prestij” nedir, bilesenleri nelerdir? Ust gelir grubu konutu icin “prestij

konut” gibi bir terim kullanmak uygun olur mu?

- Bence mimari bir karakter vardir. Bir sahsiyet vardir, yapinin. Bu kadar prestij
dedigin sey zaten beraberinde gelir mi gelmez mi? Bilemiyorum. Benim tek hassas

oldugum nokta bir yapinin dogru bir yap1 yolu olmamasi.
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- Kullanic1 size geldiginde bir tiir prestij arayisinda oldugunu hissediyor
musunuz? Prestiji hangi baglamlarda aradigini diisiiniiyorsunuz? Bu baglamlari

tasariminizda dikkate aliyor musunuz?

- Nitelikli bir yap1 yapiyorsaniz zaten o bir yani sey onun bir algis1 oluyor. Zaten is
veren de onu bilerek sana geliyor. Onun i¢in yani mesela menimle kavga etmeyip is
verenler var. Ciinkii biliyor ne i¢in kavga ettigimizi. O kavgadan nelerin de oldugunu
biliyor. Tamam m1? O adamin ilk sonunda o isten ne ¢gikacagini da bildigi i¢in bunu

bilerek gelenler oluyor dyle diyebilirim.

- Aklinizda yer eden ve sizin tasariminizin promosyonunda kullanilan bir slogan
ciimle/ifade var midir? Varsa: Sloganin/ifadenin aklinizda yer etme sebepleri

nelerdir?
- Helsinki de vardi ¢ok giizel bir slogandi da ama hatirlayamiyorum simdi onu.

- Sizce izmir’de konut tasarlamanin, diger kentlerde/iklimlerde/cografyalarda

tasarlamaktan farklari nelerdir?

- Yani. E iklimi bir kere zaten iklimi, kiiltiirii sehrin i¢inde oldugu durumu. Ama artik
biraz bu da bence sey olmaya basladi. Bu balkon konusu falan. Gergi bu pandemiden
sonra ne olacak? Tekrar onu bir merakla bekliyorum biraz pandeminin etkilerini sey
yaptyorum. Ciinkii konut ¢ok dalli budakli. Yani simdi sosyoekonomik durumdan
baglarsin tamam mi1? Bizim Tiirk insaninin istif¢iligine kadar konu gider. Tamam mi?
o sebeple de sosyoekonomik durum direk bdyle yiikselmedigi i¢in seyi insanlarin
buldugu her metrekareyi bir seye cevirme metrekare olarak kazanim olarak elde
etmeye ihtiyaci oluyor. Ondan sonra da o balkonlar maalesef camla kapaniyor. Yani
simdi aslinda bu bile bence bir aragtirma konusu olabilir yani. Evet. Seyde kag tane
balkon vardi bu boyle kiyidaki seylerde kag1 bunlarin kapatildigi her yil ne kadari buna
ekleniyor? Kapatma sebebi ne acaba? Yani artik balkon dedigimiz tanimin illa boyle
{iciinii a1k bir sundurma olarak bunu ifade etmemiz gerekiyor. Yani Izmir'de tasarim
yapmak iste zaten bu konuda birgok hassasiyete gibi Izmir'in iginde bile bir¢ok farkli
sey var farkli bir alan var. Bu sebeple Izmir'in i¢inde de nerede tasarladigim ¢ok
onemli. Yani bir Konak bolgesi Alsancak bdlgesinde tasarliyorsan onu baska bir

noktaya gidiyor iste Bayrakli bolgesinde bambagka bir hal aldi zaten. O sebeple biz
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ben biraz daha sey o yerin kendi girdilerini kullanmay1 seviyorum. Onlardan

etkilenmeyi seviyorum.

- Kent icinde toplu konutun tasarlanacagi lokasyon se¢ciminin, konutun tasarimi

ve hedef kitlenin yasam tarziyla ne tiir bir iliski icinde olmasi gerekir?

- Alsancak algisini segen bir o popiilarist bir sey var, kesim var, o ayr1 bir sey. Ama
bir de gercek Alsancakli var. Biliyorsunuz eskiden iste seyler Yahudiler Agora
tarafinda oturulmus. Miisliimanlari tarafina koymuslar. Levantenler varmis. Bunlarin
ikisi pek anlasamazlarmis. Ondan dolay1 da Miisliimanlar1 aralarina koymuslar. Simdi
o donemlerden gelen belli baghh aliskanliklar, belli bagli aileler hala Alsancak
bolgesinde yasiyorlar. Simdi bunlari ayirmak lazim. Oyle buna alismis, orada
yiirlimeyi, oradaki yasantiy1 benimsemis bir insani baska bir yere zaten gotlirmemek
lazzim. Mimari olarak diye savundugumuz sey bu. Bir insan nereye aitse oray1 orada
yasadi. Ama dedigim gibi sadece popiilerist bir sekilde Alsancak olsun diye bir dyle

bir kesim var. Onu zaten sey almamak lazim. Cok fazla baz almamak lazim.

- Konut tasarim ile kullanici psikolojisi arasinda nasil bir bag oldugunu
diisiiniiyorsunuz? Kullanicinin mekan psikolojisini etkilemeyi/manipiile etmeyi

hedefleyen tasarim adimlariniz oluyor mu?
- Biraz 6nce sdyledim zaten. Evet. Anlatirken anlattim.

- Reklam gorselleri ve slogan metinler olmadan tasarladi@imiz konutlarin
promosyonu yine de yapilabilir mi? Tasarladigimiz konutlarin yerinde gezilip
gosterilerek mi, promosyon gorselleri/metni iizerinden mi tanitilmasimi tercih

edersiniz?

- Bir yapida o iyi bir yapiysa her zaman dikkat ¢ekiyor. Bu hani iddiali olmasindan Gte
belli bir karakterde tasarlandiysa o sebeple yani kullanicilarin belli bir oraninin bu
dikkat iizerinde yapiy1 tercih etmesini kabul edebilirim. Onun 6tesinde tabii ki de bu
reklam gorselleri sloganlarinin da etkisi oluyordur mutlaka yani sehir disinda bagka bir
sehirde olan insanlardan da talep geldigine gore. Yani Oyle bir uzaktan evet bunu
gordiim satin alayim diyen var midir? Bugiin artik ¢ok ciddi rakamlar 6diiyor herkes.

Bu sebeple de sey oldugunu zannetmiyorum.
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APPENDIX 7 - Interview with the Architect of Firm E (Izmir, 27 May
2021)

- Mimaride giincel egilimleri takip etmenin ne kadar oOnemli oldugunu

diisiiniiyorsunuz? Mevcut egilimler neler ve sizce yeni egilimler nasil goriiniiyor?

- Mimaride egilimleri iki ayr1 kategoride 6nemli buluyorum. Birincisi kullanicilarin
zaman icerisinde degisen beklentileri; digeri ise mimari tasarima yon veren egilimler.
Ikincisinin dogru sekilde uygulamaya doniistiiriilebilecegi durumlarda mimari
kullanicilarin hayatlarina gercek anlamda olumlu yénde katki koyabiliyor. Ikinci gruba
ornek olarak stirdiiriilebilir ve “dayanikli’” — resilient — tasarimin giincel mimaride

etkilerini 6nemli buluyorum.

- Cahsmamz zaten oldukca ilerlediginde kullamicimin fikrini degistirdigi bir
durumla hi¢ karsilastimz mm? Ne yaptimz ya da boyle bir durumda ne

yapardimz?

- Nihai kullanicinin istekleri ve/veya zaman igerisinde degisen ihtiyaclar1 her zaman
tasarimci olarak onceligimiz. Profesyonel olarak gerekli geribildirim ve yonlendirme

ile degisen tasarim kriterlere cevap vermenin énemli oldugunu diisiiniiyorum.

- Kisisel bir bina tasarlama tarzimz/yaklasimimz oldugunu soyleyebilir misiniz?

Bu tarzi nasil tanimlarsiniz? Bu tarzin bilesenleri nelerdir?

- “Contextual” ve sade, temiz formlar c¢ercevesinde i¢ ve dis mekansal zenginlik

Onerebilen tasarim.

- Tasarim tercihlerinize uymayan bir kullanicimin fikirlerini ne olciide

karsilayabiliyorsunuz?

- Karsilikli 6grenilebilecek yaklasimlar oldugu diisiincesi ile agik fikirle diyalogun

onemli oldugu diisiiniiyorum.

- Bir miisterinin size bir dergiden bir fotograf gosterdigini ve sizden evini aynen

boyle tasarlamamzi istedigini hayal edin. Nasil cevap verirsiniz?

- Kendilerini i¢inde hayal ettikleri mekan(lar1) anlayarak bunun kendi durum/mekana

en uygun yansimasina beraber ulasabilecegimiz yoniindeki diisiincemi paylagirim.

- Tasarim siirecinizi degerlendirecek olursaniz mimari tasarim sirasinda kendi

fikirleriniz mi 6n plandadir yoksa miiteahhit firmanin istekleri mi 6n plandadir?
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- Beraber calistigimiz miiteahhit firmalar, firma olarak tasarim yaklasimimizi bilerek
bize ulastiklarindan proje Ozelinde goriis ve istekleri ile bunu Ortiistiirmek genel

yaklagimimiz.

- Toplu konut projelerinde, daha cok “prestijli konut” adi1 altinda anilan
yapilarda, kullanicimin tiim ihtiyaclarimm tek bir biinye altinda toplamak

miimkiin miidiir / dogru mudur?

- Tiim ihtiyaglarindan ziyade projenin cevap verebilecegi tiim imkanlarin “hakki ile”

yapilmasi tasarim tercihimiz olur.

- Miiteahhit firmanin istekleri dogrultusunda / veya kendi kararlarimz
dogrultusunda yaptigimz tasarimin kullaniciya ne derece uygun oldugunu

diisiiniiyorsunuz?

- Kullanicilarin ihtiya¢ ve giincel egilimleri ile ileriye donuk potansiyelleri proje
girdileri olarak degerlendirmek tasarimin ilk etabindan itibaren calisma odagimiz

oldugu i¢in uygun oldugunu diisiiniiyoruz.

- Yaptigimz tasarmmlarin ve calismalarin uygulamasi sirasinda yapilan
degisikliklerin temel sebepleri ongoriilebilir mi? Bu sebepler genel olarak neleri

kapsar?

- Saha asamasinda 6ne ¢ikan degisikliklerin pek cogunun tasarim ve projelendirme
asamasinda kapsamli koordinasyon ile ongériiliip bertaraf edilebilecek durumlar

olduguna inaniyoruz.

- Konut tasarimmni/kimligini etkileyen temel unsurlar pazarlama ve satis
kaygisindan dolayr nasil sekillenmektedir? Sizce bu sekillenme kullanicinin
istedigini daha kolay elde etmesini mi saghyor yoksa miiteahhidin istedigini daha
kolay elde etmesini mi saghiyor? Sizce kullanici ne talep eder? (Hem proje

bazinda hem genel bir cevap verebilirsiniz.)

- Konut 6zelinde pazarlama ve satis, giincel kullanici istek ve beklentilerini 6ne
¢ikarak sekilde yapildigindan proje bazinda énemli dlgiide farklilik gosterir. Ornek
olarak sehir merkezinde karma yiiksek yapiya kiyas ile az katli ve yesil alan agirlikli

konut projelerinde ortak nokta temel mekansal ihtiyaclarin 6tesinde olmakta.
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- Tasarladiginiz konutun pazarlanmasi asamasinda, yapilacak reklamin ya da
promosyon tamitiminin tasarmmina ve icerigine dair fikriniz aliniyor mu / siz

fikrinizi belirtiyor musunuz? Evet ise: Ornek verebilir misiniz?

- Projelerimizin ismi, lansman stratejisi vb. tim asamalarini mimari -ve bazi projelerde
ek olarak i¢ mimari-tasarim kriterlerinin bir uzantis1 olarak gordiigiimiizden birebir

miidahil oluyoruz.

- Tasarladigimz konutun reklamim / promosyon tamitimini gordiigiiniizde sizi
sasirtan ve kullamilmasinm1 beklemediginiz bir ifade ya da gorsel ile karsilastiniz

m1? Evet ise: Ornek verebilir misiniz?

- Coklukla olmamak ile gorsel se¢imler ve grafik tasarim ile ilgili fikir siirekliligi ile

celisen durumlar oldugunda konuyu yapici elestiri olarak ekip ile paylasiyoruz.

- Kullamicilardan tasariminizla/tasarimlarinizla ilgili ne tiir pozitif veya negatif

geri doniisler aldiniz? (Yine proje 6zelinde ve genel bir cevap rica ediyoruz.)

- Nihai kullanicidan 6rnek bir alint1 ile cevap vereyim: “Ne istedigimizi biliyorduk

ancak bu mitkemmellikte hayal edemezdik.”

- Projelerinizin hangi gelir grubu kullanicisina hitap ettigini diisiiniiyorsunuz?

Neden?

- Tasarim ekibi olarak tercihimiz/¢abamiz olmamak ile genel olarak projelendirme

biitce kriterlerimiz sebebi ile list gelir grubuna hitap eden projelerimiz ¢oklukta.

- Hedef Kkitlenizde yer alan kullanici tipinin bir giinii ve bir haftasi1 nasil geciyor
olabilir? Tasarim yaparken bu kullanici tipinin hayatina/yasam niteligine/yasam

tarzina dair ne tiir bir 6ngoriiniiz/beklentiniz/tahmininiz oluyor?

- Kullanict egilimlerinin tasarim kriterleri olarak proje basinda inceliyor ve tasarim

sureci boyunca da degerlendirmede tutuyoruz.

- Sizce giincel iist gelir grubuna hitap eden konut kimligi hangi bilesenlerden

olusuyor? Siz bunlarin kacini saglamayi hedeflersiniz?
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- Konfor, giivenlik, saglikli i¢/dis mekan oncelikle kriterler
- Daha once orta veya alt gelir grubu icin konut tasarlamis miydimz?
- “Pro bono” olarak evet.

- Hangi tipolojilerde (toplu konut, apartman blogu, loft, rezidans/kondominyum

vb.) konut tasarlamayi daha ¢ok tercih ediyorsunuz? Neden?
- Dogru konumlandirma ve programlama oldugu surece bu konuda bir tercihimiz yok.

- Ust gelir grubu konutu ile orta ve alt gelir grubuna hitap eden konutlarin

tasarim bilesenlerini kiyaslarsamz, aradaki farklar nelerdir?

- Konut tasariminin temel mekansal ihtiyaclarinin 6tesinde mekansal konfor, i¢-dis

mekan ¢esitliligi ve malzeme imkanlar1 6ne ¢ikan farkliliklar.

- Sizce “prestij” nedir, bilesenleri nelerdir? Ust gelir grubu konutu icin “prestij

konut” gibi bir terim kullanmak uygun olur mu?
- Hayir.

- Kullamc1 size geldiginde bir tiir prestij arayisinda oldugunu hissediyor
musunuz? Prestiji hangi baglamlarda aradigini diisiiniiyorsunuz? Bu baglamlari

tasarimimmizda dikkate aliyor musunuz?

- Prestijin temel mekansal ihtiyaglarmin o6tesinde mekansal konfor, i¢-dis mekan

cesitliligi ve malzeme imkanlar1 oldugunu diisiintiyoruz.

- Aklinizda yer eden ve sizin tasarimmizin promosyonunda kullanilan bir slogan
ciimle/ifade var midir? Varsa: Sloganin/ifadenin aklinizda yer etme sebepleri

nelerdir?
- “Kendinize iyi bakin”

- Sizce Izmir’de konut tasarlamanin, diger kentlerde/iklimlerde/cografyalarda

tasarlamaktan farklari nelerdir?
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- Bu soru kapsamli bir cevabi gerektiriyor. Ana hatlar olarak iklim, fiziksel ve kiiltiirel
bir arada c¢evresel baglam, mimari tasarim yaklagimimizin temelinde. “Vernacular”
tasarim ve konut tasarim temel ilkeleri ile kapsamli degerlendirmeyi olmazsa olmaz

olarak goriiyoruz.

- Kent icinde toplu konutun tasarlanacagi lokasyon seciminin, konutun tasarimi

ve hedef kitlenin yasam tarziyla ne tiir bir iliski icinde olmasi gerekir?

- Direkt ilintili oldugunu diigiiniiyoruz.

- Konut tasarim ile kullamici1 psikolojisi arasinda nasil bir bag oldugunu
diisiiniiyorsunuz? Kullanicinin mekan psikolojisini etkilemeyi/manipiile etmeyi

hedefleyen tasarim adimlarimz oluyor mu?

- Misyonumuz temel ihtiyaclar1 saglamanin 6tesinde sadece goriiniiste “prestijli”
projelerden ziyade kisilerin mekansal deneyimlerine zenginlik katacak tasarimlar

sunabilmek.

- Reklam gorselleri ve slogan metinler olmadan tasarladi@imiz konutlarin
promosyonu yine de yapilabilir mi? Tasarladigimz konutlarin yerinde gezilip
gosterilerek mi, promosyon gorselleri/metni iizerinden mi tanitilmasimi tercih

edersiniz?

- Yerinde gezilmesi tercih edilmek ile giiniimiiz teknoloji imkanlar1 dahilinde “virtual”

turlar ile de on deneyimlemenin miimkiin olabilecegini diisliniiyoruz.
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